
“Introduction to Advertising”.

: Introduction To Advertising

Topic Objective:

At the end of this topic the students will be able to:

1. Define advertising and explain its key components.

2. Discuss the roles and functions of advertising within society and business.

3. Identify the key players and their roles in creating advertising.

4. Explain the different types of advertising.

5. Summarize the characteristics of effective advertising and explain why it is always goal directed.

6. Analyze the changes affecting the advertising industry.

Definition/Overview:

Advertising: Advertising is a complex form of communication that operates with objectives and

strategies leading to various types of impact on consumer thoughts, feelings, and actions.

Advertising is about creating a message and sending it to someone hoping they will react a

certain way.

Advertising becomes controversial when questions arise about how it influences people and

whether that is a good thing.

Advertising has evolved as society has changed. It has had an effect on society and at the same

time society has had an effect on advertising.

Defining Modern Advertising: A standard definition of advertising can be defined as follows:

 Advertising is a paid form of communication, although some forms of advertising, such as public

service announcements (PSAs), use donated space and time.
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 Not only is the message paid for, but the sponsor is identified.

 Most advertising tries to persuade or influence the consumer to do something, although in some

cases the point of the message is simply to inform consumers and make them aware of the

product or company. In other words, it is strategic communication driven by objectives and these

objectives can be measured to determine whether the advertising was effective.

 Advertising reaches a large audience of potential consumers.

 The message is conveyed through many different kinds of mass media, which are largely non-

personal. What that means is that advertising isnt directed to a specific person, although this is

changing with the introduction of the Internet and more interactive media.

 Advertising is paid persuasive communication that uses non-personal mass mediaas well as other

forms of interactive communicationto reach broad audiences and to connect an identified sponsor

with a target audience.

Key Points:

1. Key Concepts of Advertising

In describing advertising, four broad factors are referred to:

1.1 Advertising Strategy:

Strategy is the logic and planning behind the advertisement that gives it direction and

focus. Every effective ad implements a sound strategy. The advertiser develops the ad to

meet specific objectives, carefully directs it to a certain audience, creates its message to

speak to that audiences most important concerns, and runs it in media (print, broadcast, or

the Internet, for instance) that will reach its audience most effectively.

1.2 Creative Idea:

The creative concept is the ads central idea that grabs your attention and sticks in your

memory. The word creative describes a critical aspect of advertising that drives the entire

field of advertising. Planning the strategy calls for imaginative problem solving: The

research efforts need to be creative, and the buying and placing of ads in the media

require creative thinking.
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1.3 Creative Execution:

Effective ads are also well executed. That means that the details, the photography, the

writing, the acting, the setting, the printing, and the way the product is depicted all reflect

the highest production values available to the industry. Advertising often sets the

standard or establishes the cutting edge for printing, broadcasting, and Internet design

because clients demand the best production their budgets allow.

1.4 Creative Media Use:

Every message has to be delivered somehow. Most advertisers use media that reach a

broad audience, such as television, magazines, or the Internet. Deciding how to deliver

the message sometimes can be just as creative as coming up with the big idea for the

message.

2. Roles and Functions of Advertising

As advertising has evolved, it has played many different roles from identifying a product to

providing commercial information and identifying the products maker.

With advances in industrialization, advertising took on the role of creating demand for a product,

which was done through two techniqueshard-sell approaches that use reasons to persuade

consumers and soft-sell approaches that build an image for a brand and touch consumers

emotions.

As it has become more difficult to get peoples attention, a need developed for more creative

techniques that would make an impact.

In the early 2000s, as the economy slows down, marketers have become concerned about

accountability and the return they are getting on the money they invest in advertising. Thus,

advertisers must prove their work is effective.

To understand how advertising works, a discussion of the four roles advertising plays in business

and society follows.
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2.1 The Marketing Role

The process a business uses to satisfy consumer needs and wants by providing goods and

services is called marketing. The marketing department or manager is responsible for

selling a companys product, which can be goods, a service, or an idea. Products are also

identified in terms of their product category. The particular group of consumers thought

to be potential customers for the goods and services constitute the target market.

The tools available to marketing include the product and its price, place and promotion

(or marketing communication). These tools are called the marketing mix or the four Ps.

Each will be discussed in more depth in Chapter 2

Marketing professionals are also involved with the development of a brand, which is the

distinctive identity of a particular product that distinguishes it from competitors.

2.2 The Communication Role

Advertising is a form of mass communication, connecting buyers and sellers in the

marketplace. Marketing communication includes advertising, but also sales promotion,

public relations, direct response, events and sponsorships, packaging, and personal

selling.

2.3 The Economic Role

There are two points of view about the way advertising creates economic impact. In the

first, advertising is seen as a vehicle for helping consumers assess value, through price as

well as other elements, such as quality, location, and reputation. Advocates of this school

view the role of advertising as a means to objectively provide price/value information,

thereby creating a more rational economy.

In the second perspective, advertising is seen as so persuasive that it decreases the

likelihood that a consumer will switch to an alternative product regardless of the price

charged.
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2.4 The Societal Role

Advertising informs us about new and improved products, helps us compare products and

features, keep us informed about innovations and issues, mirrors fashion and design

trends, serves an educational role, and helps us shape an image of ourselves.

2.5 The Functions of Advertising

From the advertisers perspective, advertising, in general, performs seven basic functions:

o Builds awareness of products and brands

o Creates a brand image

o Provides product and brand information

o Persuades people

o Provides incentives to take action

o Provides brand reminders

o Reinforces past purchases and brand experiences

3.0 THE KEY PLAYERS

The advertising industry is complex because it has a number of different organizations involved

in making decisions and executing advertising plans. The players include the advertiser or client,

the agency, the media, the supplier, and the audience. They all have different perspectives and

objectives and a great advertisement is produced only when they come together as a team with a

common vision.

3.1 A Matter of Principle

Chapter 1 provides the background for what is called The Greatest Commercial Ever

Made. The advertiser was Apple, the product was its new Macintosh, the year was 1984,

and the client was Steve Jobs, Apples CEO, who wanted a thunderclap ad. The vignette

describes the process for creating the spot, the storyline, and a discussion of the

effectiveness.
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3.2 The Advertiser

Advertising begins with the advertiser, the person or organization that uses advertising to

send out a message about its products. The advertiser initiates the advertising effort by

identifying a marketing problem that advertising can solve. The advertiser also makes the

final decisions about the target audience and the size of the advertising budget. The

advertiser approves the advertising plan and hires the advertising agency.

3.3 The Advertising Agency

Advertisers hire independent advertising agencies to plan and implement part or all of

their advertising efforts. An advertiser uses an outside agency because it believes the

agency will be more efficient in creating an advertisement or a complete campaign than

the advertiser would be on its own.

3.3.1 The Advertising Department

Most large businesses have advertising departments. Their primary responsibility

is to act as a liaison between the marketing department and the advertising agency

(or agencies) and other vendors. Many companies have hundreds of agencies

working for them although they normally have an agency-of-record, which does

most of their business and may even manage other agencies.

Tasks performed by the advertising department include: selecting agencies;

coordinating activities with vendors, such as media, production, photography, and

fulfillment; making sure the work gets done on schedule; and determining

whether the work has achieved prescribed objectives.

3.3.2 The In-House Agency

Companies that need closer control over their advertising have their own in-house

agencies. This may provide cost savings as well as the ability to meet deadlines.

An in-house agency performs most, and sometimes all, of the functions of an

outside advertising agency.
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3.4 The Media

The media player is composed of the channels of communication that carry the message

from the advertiser to the audience, and in the case of the Internet, it carries the response

from the audience back to the advertiser. (Note that media is plural when it refers to

various channels, but singularmediumwhen it refers to only one form, such as a

newspaper.)

Mass media, local newspapers, radio stations, and so forth are channels of

communication or media vehicles.

Each media vehicle has a department in place that is responsible for selling ad space or

time. Each medium tries to assist advertisers in comparing the effectiveness of various

media and may assist in the design and production of advertisements.

The primary advantage of advertisings use of mass media is that it can reach a lot of

people with a single message in a very cost efficient form.

3.5 The Suppliers (Vendors)

Suppliers or vendors assist advertisers, advertising agencies, and the media in creating

and placing ads. Examples of vendors include artists, writers, photographers, directors,

producers, and printers as well as self-employed freelancers and consultants.

3.6 The Target Audience

All advertising strategy starts with the identification of the customer or prospective

customer or audience. The character of the target audience has a direct bearing on the

overall advertising strategy.
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4.0 TYPES OF ADVERTISING

Seven major types of advertising can be identified:

4.1 Brand

The most visible type of advertising is national consumer or brand advertising. Brand

advertising, such as that for Volkswagens New Beetle, the Apple Macintosh, or Polo,

focuses on the development of a long-term brand identity and image.

4.2 Retail or Local Advertising

A great deal of advertising focuses on retailers or manufacturers that sell their

merchandise in a certain geographical area. In the case of retail advertising, the message

announces facts about products that are available in nearby stores. The objectives tend to

focus on stimulating store traffic and creating a distinctive image for the retailer. Local

advertising can refer to a retailer, such as T.J. Maxx, or a manufacturer or distributor who

offers products in a fairly restricted geographic area.

4.3 Direct-Response Advertising

Direct-response advertising can use any advertising medium, including direct mail, but

the message is different from that of national and retail advertising in that it tries to

stimulate a sale directly. The consumer can respond by telephone or mail, and the product

is delivered directly to the consumer by mail or some other carrier. Of particular

importance in direct-response advertising has been the evolution of the Internet as an

advertising medium.

4.4 Business-to-Business Advertising

Business-to-business (B2B) advertising is sent from one business to another. For

example, it includes messages directed at companies distributing products as well as

industrial purchasers and professionals, such as lawyers and physicians. B2B is not

directed at general consumers. Advertisers place most business advertising in

professional publications or journals. The ad for Interland is an example of a typical

business-to-business ad.
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4.5 Institutional Advertising

Institutional advertising is also called corporate advertising. These messages focus on

establishing a corporate identity or winning the public over to the organizations point of

view. Many of the tobacco companies are running ads that focus on the positive things

they are now doing, and the leukemia ads for Americas Pharmaceutical Companies are

also adopting that focus.

4.6 Nonprofit Advertising

Not-for-profit organizations, such as charities, foundations, associations, hospitals,

orchestras, museums, and religious institutions, advertise for customers (hospitals, for

example), members (the Sierra Club), and volunteers (Red Cross), as well as for

donations and other forms of program participation.

4.7 Public Service Advertising

Public service announcements (PSAs) communicate a message on behalf of some good

cause, such as stopping drunk driving (messages from Mothers Against Drunk Driving)

or preventing child abuse. These advertisements are usually created by advertising

professionals free of charge and the media often donate the necessary space and time.

5.0 WHAT MAKES AN AD EFFECTIVE?

Great ads are effective ads and effective ads are ads that work (i.e., they deliver the message the

advertiser intended and consumers respond as the advertiser hoped they would).

An ad must gain consumers attention, hold their interest long enough to convince consumers to

change their purchasing behavior and try the product, and then persuade them to stick with the

product and buy it. After the purchase, advertising can remind customers of the brand and their

positive feelings about it.
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5.1 The Important Role of Objectives

Advertising must be purposefulcreated to have some effect or impact on the people who

read or see the message. Advertisers must set a goal in terms of desired impact created in

the minds of the people who read, view, or listen to the ads. This is called the advertising

effects, the idea being that effective advertising messages will achieve the advertisers

desired impact on the target audience. The desired impact is formally stated as an

objective, which is the measurable goal or result that the advertising is intended to

achieve.

Ads and their goals work on two levels. First, they satisfy consumers objectives by

engaging them with a relevant message that catches their attention, speaks to their

interests, and remains in their memories. Second, from the companys perspective, the ads

achieve the companys marketing objectives.

5.2 Effectiveness and Award Shows

There are a number of awards given to advertisements recognizing effectiveness. Other

award shows judge factors such as creative ideas, media plans, clever promotional ideas,

and outstanding public relations efforts.

6.0 THE EVOLUTION OF ADVERTISING

The first stage is labeled the Age of Print. Ads were primarily like classified advertising in

format and print media carried them. Their objective was to deliver information. The primary

medium was the newspaper.

The second stage is labeled the Industrial Revolution and Emergence of Consumer Society, a

period when advertising grew in importance and size because of social and technological

developments. The purpose of advertising was to devise an effective, efficient communication

system to sell products to a widely dispersed marketplace.
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The third stage is called Modern Advertising: Agencies, Science and Creativity. The advertising

industry grew and organizations specializing in modern professional advertising developed. An

emphasis was on building demand for brands and on new creative processes.

The fourth stage is called the Accountability Era, which was the beginning of the industry-wide

focus on effectiveness. By the 1990s, the advertising industry recognized advertising had to pay

its own way and prove its own value.

Since September 11, 2001, advertisers rushed to change ads that were seen by the public as

insensitive; advertisers ran fewer ads as the economy faltered and accountability became more

important.

7.0 THE CURRENT ADVERTISING SCENE

7.1 An Expanded View of Advertising

Electronic media, such as the Internet and wireless communication, are changing the

media landscape and making more intimate, interactive, and personalized forms of

communication much more important to advertisers.

This is where real creativity liesnot just in the development of a big idea for a magazine

ad or a television commercial, but in the use of new ways of reaching and communicating

with people. Novel ideas create buzz, which means people talk about the event, the idea,

and the brand.

7.2 Integrated Marketing Communication

Integrated marketing communication (IMC) is the practice of unifying all marketing

communication tools so they send a consistent, persuasive message promoting company

goals. The IMC approach is one of the biggest trends in advertising.

The brands stakeholdersall the groups of people who have an interest in the brandare

important to the practice of IMC.
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7.3 Globalization

The advertising question is whether to practice global or local advertising. Should

advertisers standardize ads or advertising strategies across all cultures or should they

adapt their strategies to local markets?

: Advertising'S Role In Marketing

Topic Objective:

At the end of this topic students will be able to:

 Define the role of advertising within marketing.

 Explain how the four key concepts in marketing relate to advertising.

 Identify the key players in marketing and how the organization of the industry affects

advertising.

 List and explain the four critical steps in the marketing research process.

 Summarize the structure of the advertising agency industry and how agencies work with their

clients on the marketing side.

 Analyze the changes in the marketing world and what they portend for advertising.

Definition/Overview:

What is marketing?

Marketing is the way a product is designed, tested, produced, branded, packaged, priced,

distributed, and promoted. The American Marketing Association (AMA) defines it as an

organizational function and a set of processes for creating, communicating, and delivering value

to customers and for managing customer relationships in ways that benefit the organization and

its stake holders.
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Key Points:

1. Key Concepts in Marketing

The practice of marketing is still evolving. Some concepts are critical, however, to our

understanding of how it is today: the marketing concept and the concepts of exchange, branding,

and added value. All of these have important implications for advertising and for advertisings

role in marketing. A discussion of each follows.

1.1 The Marketing Concept: Focus on Customers

The marketing concept is an approach that suggests marketing should focus first on

identifying the needs and wants of the customer, rather than on finding ways to sell

products that may or may not meet customers needs.

The marketing concept suggests two marketing steps. First, determine what the customer

needs and wants. Second, develop, manufacture, market, and service goods that fill those

particular needs and wantsthat is, create solutions for customers problems. Both these

steps are addressed in advertising planning through consumer research and the methods

used by planners to develop insight into consumer decision making.

In advertising, the difference lies in the focus of the adis it on the consumer or on the

company?

1.2 The Concept of Exchange

Marketing helps to create exchangethe act of trading a desired product or service to

receive something of value in return.

When we use the word product we are referring to this larger world of things that are sold

in exchange for something from the customer.

Marketing facilitates economic exchange as well as communication exchange.
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1.3 The Concept of Branding

Branding is the process of creating a special meaning for a product, one that makes it

distinctive in the marketplace and in its product category. Brand image is the result of

communication as well as your own personal experiences with the product.

Branding transforms into a brand, which is a distinctive identity for a product. Brands

send messages and create familiarity.

When a brand name or brand mark is legally protected through registration with the

Patent and Trademark Office of the Department of Commerce, it becomes a trademark.

Brand equity is the reputation, meaning, and value that the brand name or symbol has

acquired over time.

1.4 The Concept of Added Value

Marketing and advertising are useful to consumers and marketers because they add value

to a product. Advertising can showcase a products value and add value by making the

product appear more desirable or more of a status symbol. It can also provide news and

useful information.

2. The Key Players and Markets

The marketing industry is a complex network of professionals, all of whom are involved in

creating, producing, delivering, and selling something to customers. Following is a discussion of

four important categories of key players.

2.1 Marketer

The marketer, also referred to as the advertiser or the client, is any company or

organization behind the producti.e., the organization, company, or manufacturer

producing the product and offering it for sale.
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In most companies of any size, the marketing function is handled by a marketing

department and represented in the corporate hierarchy by a vice-president or director of

marketing.

Some companies may have a product or brand management organization structure with

managers who handle the marketing responsibility. A product or brand manager is the

person responsible for all the strategic decisions relating to the brands product design and

manufacture as well as the brands pricing, distribution, and marketing communication.

2.2 Suppliers and Vendors

The materials and ingredients used in producing the product are obtained from other

companies who are referred to as suppliers and vendors. Their work determines the

quality of the final product and the ingredients they provide, as well as the cost of their

materials. The phrase supply chain is used to refer to this complex network of suppliers

whose product components and ingredients are then sold to the manufacturer.

In marketing theory, every contribution from the supply chain adds value to the product.

Suppliers and vendors are partners in the creation of a product as well as the

communication process. Marketing communication that relates to the brand is called

ingredient branding, which means acknowledging a suppliers brand as an important

product feature.

2.3 Distributors and Retailers

The distribution chain or distribution channel refers to the various companies that are

involved in moving a product from its manufacturer into the hands of its buyers. These

resellers, or intermediaries, may actually take ownership of the product and participate in

the marketing, including the advertising.

Wholesalers and retailers can influence, support, and deliver advertising messages.
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2.4 Types of Markets

Market can mean a place as well as a particular type of buyere.g., the youth market or the

motorcycle market. The phrase share of market (or market share), refers to the percentage

of the total market in a product category that buys a particular brand.

When marketing strategists speak of markets, they generally refer to groups of people or

organizations. Following is a discussion of the four types of markets.

o Consumer Markets: Consumer markets consist of people who buy products and

services for personal or household use. As a student, you are considered a member of

the consumer market for companies that sell jeans, athletic shoes, sweatshirts, pizza,

music, textbooks, backpacks, computers, education, checking accounts, bicycles,

travel, and vacations, along with a multitude of other products that you buy at drug

and grocery stores, which the marketing industry refers to as package goods.

o Business-to-Business (Industrial) Markets: Business-to-business markets consist of

companies that buy products or services to use in their own businesses or in making

other products. Ads in this category usually are heavier on factual content than on

emotional appeals.

o Institutional Markets: Institutional markets include a wide variety of profit and

nonprofit organizationssuch as hospitals, government agencies, and schoolsthat

provide goods and services for the benefit of society. Ads for this category are very

similar to business-to-business ads in that they are heavy on copy and light on visuals

and emotional appeals.

o Channel Markets: The channel market is made up of members of the distribution

chain, which is what we call resellers, or intermediaries. Resellers are wholesalers,

retailers, and distributors who buy finished or semi finished products and resell them

for a profit. Microsoft and its retailers are part of the reseller market. Prestone is a

wholesaler that distributes its de-icing fluid and other products to retailers.

Companies that sell such products and services as trucks, cartons, and transportation

services (airlines, cruise ships, and rental car agencies) consider resellers their market.

Channel marketing is more important now that manufacturers consider their

distributors to be important partners in their marketing programs. Giant retailers,
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particularly Wal-Mart, are becoming more powerful and can even dictate to

manufacturers what products their customers want to buy and how much they are

willing to pay for them.

o Businesses spend most of their advertising dollars on consumer markets, although

business-to-business advertising is becoming almost as important.

3. The Marketing Process

Following is a description of steps in the marketing process.

 Step 1: Research the consumer market and the competitive marketplace and develop a situation

analysis.

 Step 2: Set objectives for the marketing effort.

 Step 3: Assess consumer needs and wants relative to the product; segment the market into groups

that are likely to respond; and target specific markets.

 Step 4: Differentiate and position the product relative to the competition.

 Step 5: Develop the marketing mix strategy: select product design and performance criteria,

pricing, distribution, and marketing communication.

 Step 6: Evaluate the effectiveness of the strategy.

3.1 Marketing Research

The marketing process begins with research into markets, consumers, and the competitive

situation. The objective for planners is to know as much as they can about the

marketplace so they can make informed and insightful strategic decisions. Part of

marketing research is focused on gathering information from already existing and

published secondary research and from primary research, which is original research

undertaken to answer specific questions.

The second part of research is situation analysis, which identifies the brands strengths and

weaknesses, as well as corporate and market opportunities and threats.
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3.2 Key Strategic Decisions

Marketers make three key strategic decisions:

o Objectives: Marketers set objectives for their marketing efforts. Examples include

increasing sales levels or share of the market.

o Segmenting and Targeting: Marketers must identify groups within the market whose

needs and wants intersect with the product and its featuresthis is called segmentation.

o Differentiation and Positioning: Planners assess the competition and decide where

their products point of differentiation lies and then make decisions about how to

present or position the product within this competitive environment relative to

consumer needs. Positioning refers to how consumers view and compare competitive

brands or types of products.

3.3 Marketing-Mix Strategies

Marketers use the four main elements of the marketing mix to achieve their objectives.

All four elements are equal in importance. They include: product, place, price, and

promotion. Promotion was discussed in topic one.

3.3.1 Product:

Product includes product design and development, product operation and

performance, branding, and the physical dimensions of packaging. The product is

both the object of the advertising and the reason for marketing. It includes

benefits and attributes. Products are bundles of satisfaction. A product exists

within a product category, which is a class of similar products.

3.3.2 Place (Distribution):

Includes the channels used in moving the product from the manufacturer to the

buyer. Direct-marketing companies distribute their products directly to a

consumer without the use of a reseller. Indirect marketing occurs when the

product is distributed through a channel structure that includes one or more

resellers.
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Manufacturers often expect retailers in indirect channels to participate in

advertising programs. Through cooperative (or co-op) advertising allowances, the

producers share with the reseller the cost of placing the advertisement.

A number of strategic distribution decisions develop from the overall marketing

strategy and in turn affect advertising strategy. Marketing coverage strategy

means the geographic distribution of the product, which is particularly important

for the media strategy. A pull strategy directs marketing efforts at the consumer

and attempts to pull the product through the channel by intensifying consumer

demand. Consumer advertising as well as coupons, rebates, free samples, and

sweepstakes are used. In a push strategy, marketing efforts are directed at

resellers. Advertising may be targeted first at resellers. Most marketers use a

combination of push and pull.

3.3.3 Price:

Includes the price at which the product or service is offered for sale and the level

of profitability the price establishes. Price is based not only on the cost of making

and marketing the product but also on the sellers expected profit level.

Psychological factors also can affect the price as well as the amount the market

will bear, the competition, the economic well-being of the consumer, the relative

value of the product, and the consumers ability to gauge the value.

Price copy means advertising copy devoted primarily to telling the consumer

about the price.

Customary or expected pricing uses a single, well-known price for a long period

of time. Psychological pricing strategies use advertising to manipulate the

customers judgment of value.

3.3.4 Promotion

Promotion represents all of the communications that a marketer may use in the

marketplace. Promotion has four distinct elements - advertising, public relations,

word of mouth and point of sale. A certain amount of crossover occurs when
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promotion uses the four principal elements together, which is common in film

promotion. Advertising covers any communication that is paid for, from

television and cinema commercials, radio and Internet adverts through print

media and billboards. One of the most notable means of promotion today is the

Promotional Product, as in useful items distributed to targeted audiences with no

obligation attached. This category has grown each year for the past decade while

most other forms have suffered. It is the only form of advertising that targets all

five senses and has the recipient thanking the giver. Public relations are where the

communication is not directly paid for and includes press releases, sponsorship

deals, exhibitions, conferences, seminars or trade fairs and events. Word of mouth

is any apparently informal communication about the product by ordinary

individuals, satisfied customers or people specifically engaged to create word of

mouth momentum. Sales staff often plays an important role in word of mouth and

Public Relations.

3.4 Marketing Communication and Personal Sales

A discussion of marketing communication was conducted in topic one, but this topic

mentions personal sales. Personal sales use face-to-face contact between the marketer and

a prospective customer. This technique often creates immediate sales and is used in

consumer as well as business-to-business marketing.

3.5 Marketing Strategy Evaluation

A marketing plan outlines the steps in the marketing process. Once the plan has been

completed, marketers evaluate the plan based on how well it met its stated objectives.

4. How Agencies Work

A marketer may have a contractual relationship with one agency, called the agency-of-record

(AoR), or many. This relationship and associated contract takes a lot of nurturing in order to

work effectively. The primary benefit of hiring an ad agency is that it can implement the creative

vision of the client and help it to reach its advertising goals.
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4.1 Types of Agencies

4.1.1 Full-Service Agencies

A full-service agency includes four major staff functionsaccount management,

creative services, media planning and buying, and account planning (research). A

full-service advertising agency will also have its own accounting department, a

traffic department to handle internal tracking on completion of projects, a

department for broadcast and print production, and a human resources

department.

4.1.2 Specialized Agencies

Some agencies specialize in certain functions, audiences, industries, or markets.

Creative boutiques are ad agencies, usually small, that concentrate entirely on

preparing the creative execution of client marketing communications.

Media-Buying Services specialize in the purchase of media for clients. They are

in high demand because media has become more complex as the number of

choices grows, the cost of maintaining a competent media department has

escalated, and media-buying services often buy media at a low cost because they

can group several clients purchases together to develop substantial buying power.

4.2 How Agency Work is Organized

A discussion of five functional areas follows:

4.2.1 Account Management

The account management department acts as a liaison between the client and the

agency. It ensures the agency will focus its resources on the clients needs and

develops a point of view regarding the research and strategy. The account

manager is responsible for interpreting the clients marketing strategy for the rest

of the agency and supervises the day-to-day development of the campaign or ad.
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Account management typically has three levels: management supervisor, who

provides leadership on strategic issues and looks for new business opportunities;

account supervisor, who is the key executive working on a clients business and

the primary liaison between the client and the agency; and the account executive,

who is responsible for day-to-day activities and operates like a project manager.

Sometimes a fourth level may existthe account director, who is above the account

supervisor.

4.2.2 Creative Development and Production

The creative members of the agency are the creative directors, creative

department managers, copywriters, art directors, and producers. The creative

groups include people who write (copywriters), people who design ideas for print

ads or television commercials (art directors), and people who convert these ideas

into television or radio commercials (producers).

4.2.3 Media Planning and Buying

Media planners plan media, buy media, and conduct research. This is such a

complex task; the media group may occupy one-half of the office space.

4.2.4 Account Planning and Research

An account planner is a type of planner who gathers all available intelligence on

the market and consumers and acts as the voice of the consumer, making

recommendations based on the consumers wants, needs, and relationship to the

clients brand.

4.2.5 Internal Agency Services

The traffic department is responsible for internal control and tracking of projects

to meet deadlines. The personnel keep track of everything happening within the

agency.

The print production department takes a layout, a visual, and the pages of copy

and turns them into the completed advertising piece.
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4.3 How Agencies Make Money

Agencies derive their revenues and profits from three main sources: commissions, fees,

and retainers. A commission is the amount an ad agency charges the client as a

percentage of the media cost. When a client and agency agree on an hourly fee or rate this

is called the fee system. When an agency is put on a monthly or yearly retainer, the

amount billed per month is based on the projected amount of work and the hourly rate

charged. This system is most commonly used by public relations agencies.

The most recent trends in agency compensation are for advertisers to pay agencies on the

basis of performance.

5. International Marketing

In most countries markets are composed of local, regional, and international brands. A local

brand is one marketed in a single country. A regional brand is one marketed throughout a region.

An international brand is available virtually everywhere in the world. Advertising that promotes

the same product in several countries is known as international advertising.

Large and small companies are marketing internationally. Many reasons for this trend exist,

including saturation of home markets, large market potential, mergers and acquisitions, and

attempts to preempt competitors.

5.1 Organizing for International Marketing

Once the exporter becomes nationalized in several countries in a regional bloc, the

company often establishes a regional management center and transfers day-to-day

management responsibilities from the home country to that office.

5.2 International Marketing Management

The shift from national to international management requires new tools for advertisers,

including language, control mechanisms, and strategic plans. A decision must be made

whether or not to standardize a message across all markets or to localize it to

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

23
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



accommodate local differences. A standardized approach may favor an international

advertising agency while a localized approach favors use of advertising agencies in many

countries.

6. The Dynamics of Modern Marketing

There are several changes in the way marketing is conducted that are making marketing more

accountable, efficient, and effective. Following are three approaches.

 Integrated marketing is focused on better coordinated marketing efforts. It means that all area of

the marketing mix work closely together. The basic premise is that all 4 Ps communicate

something about the brand.

 Relationship marketing means marketing that considers all the firms stakeholders, whether

employees, distributors, channel members, customers, agencies, investors, government agencies,

the media, or community members. Customer relationship management (CRM) is a recent trend

that uses databases to drive communication with customers and keep track of their interactions

with a company.

 Permission marketing is the practice of inviting prospective customers to sign up or self-select

themselves into a brands target market in order to receive marketing communication. This

practice has become more feasible with the development of interactive communication

technologies such as the Internet.

: Advertising And Society

Topic Objective:

At the end of this topic the students will be able to:

 Discuss the shape-versus-mirror debate.

 Analyze the legal topics that guide advertising practice.

 List the key regulatory agencies and their responsibilities.

 Explain the way the advertising industry regulates itself.

 Critique the key ethical issues that challenge the practice of advertising.
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 Outline three ways to determine if an advertising decision is ethical

Definition/Overview:

Advertisings Social Role

Advertising takes place in a public forum in which business interests, creativity, consumer needs,

and government regulations meet.

Advertising plays an economic role in the way it creates demand, which means people want or

feel a need to buy and use a product. Demand creation, which means an external message, drives

people to feel this need or want, is an economic force that drives progress and the search for

better products. Advertising plays an important role in creating and sustaining that force.

Demand creation becomes a question of ethics when social critics charge that the demand is

artificial and the products really arent needed but that peoples wants are being manipulated

unnecessarily.

Advertising is also a factor in the increased cost of branded products. However, advertising also

supports brands we like and teaches us how to use new products that make our lives easier and

our health better. Advertising is used in social marketing to support good causes.

Key Points:

1. Advertisings Role in Shaping or Mirroring Society

Critics argue that advertising has crossed the line from reflecting social values to creating them.

Critics believe that advertising has power to shape social trends and the way people think and

act.
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Advertising professionals tend to believe that the best they can do is spot trends and develop

advertising messages that connect with them. Advertisers believe advertising mirrors values

rather than sets them.

The answer to this debate may be that advertising both mirrors and shapes values.

1.1 Social and Cultural Considerations in International Advertising

Marketing imperialism or cultural imperialism are terms used to describe what happens

when Western culture is imposed on others, particularly the Middle East, Asian, and

African cultures.

To be effective the advertising message must recognize cultural differences. That can

only be done by having a local agency or consultant, who knows the culture well enough

to identify potential cultural gaffes, as a partner.

2. Review and Regulation of Advertising

Advertising is regulated or monitored by a number of groups, such as government, media,

industry, public or community groups, and the competition.

2.1 Advertisings Legal Environment

Government oversight includes law and regulation.

2.1.1 Trademark and Copyright Protection

A trademark is a distinctive symbol or a brand, corporate, or store name that

identifies the sellers brand and thus differentiates it from the brands of other

sellers. A trademark must be registered through the United States Patent and

Trademark Office of the Department of Commerce.

Audio trademarks are protected as are uniform resource locators (URLs).

A copyright gives an organization the exclusive right to use or reproduce original

work, such as an advertisement or package design, for a period of time. Common
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designs or symbols cannot be copyrighted. Controls for copyright protection are

provided by the Library of Congress.

Copyright infringement can occur when a product is used in an ad without proper

permission. Copycat ads that use the message strategy of another advertiser may

also be subject to copyright infringement charges.

2.1.2 Advertising and the First Amendment

The most basic federal law that governs advertising is the First Amendment to the U.S.

Constitution, which says that Congress shall make no law . . . abridging the freedom of

speech, or of the press; . . . First Amendment protection extends to commercial speech,

which is speech that promotes commercial activity.

Protection of advertising as commercial speech has varied over the years. Although no

one expects advertising to have the same constitutional protection of free speech that is

given to individuals, courts throughout the country are narrowing the gap.

Essentially, the Supreme Court has ruled that only truthful commercial speech is

protected, not misleading or deceptive statements. Changes in who sits on the Supreme

Courts, as well as the makeup of the regulatory commissions, can also influence the

interpretation of First Amendment protection for advertisers.

3. Advertisings Regulatory Environment

In addition to the Federal Trade Commission (FTC), the Food and Drug Administration (FDA)

and the Federal Communications Commission (FCC) are dynamic components of the advertising

regulatory environment.

3.1 The Federal Trade Commission

The FTC is the primary agency governing the advertising industry. Its main focus with

respect to advertising is to identify and eliminate ads that deceive or mislead the

consumer. Some FTC responsibilities include the following.
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o Initiate investigations against companies that engage in unfair competition or

deceptive practices.

o Regulate acts and practices that deceive businesses or consumers and issue cease-and-

desist orders where such practices exist. Cease-and-desist orders require that the

practice be stopped within 30 days (a cease-and-desist order given to one firm is

applicable to all firms in the industry).

o Fine people or companies that violate either (1) a trade regulation rule or (2) a cease-

and-desist order given to any other firm in the industry.

o Fund the participation of consumer groups and other interest groups in rule-making

proceedings.

o Specifically, the FTC oversees the false advertising of items such as foods, drugs,

cosmetics, and therapeutic devices.

o The existence of a regulatory agency such as the FTC influences advertisers behavior.

3.1.2 Regulating Deception

Deceptive advertising is advertising intended to mislead consumers by making

claims that are false or failing to make full disclosure of important facts or both.

The current FTC policy on deception contains three basic elements:

o Misleading: Where there is representation, omission, or practice,

there must be a high probability that it will mislead the consumer.

o Reasonableness: The perspective of the reasonable consumer is used

to judge deception. The FTC tests reasonableness by looking at

whether the consumers interpretation or reaction to an

advertisement is reasonable.

o Injurious: The deception must lead to material injury. In other words,

the deception must influence consumers decision making about

products and services.
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3.1.3 Regulating Substantiation

Claim substantiation is an area of particular concern to the FTC in determining

whether or not an advertisement is misleading. The advertiser should have a

reasonable basis for making a claim about product performance or run the risk of

an FTC investigation. In determining the reasonableness of a claim, the FTC

considers:

o Type and specificity of claim made.

o Type of product.

o Possible consequences of the false claims.

o Degree of reliance on the claims by consumers.

o The type and accessibility of evidence available for making the

claim.

3.1.4 Remedies for Deception and Unfair Advertising

The common sources of complaints concerning deceptive or unfair advertising

practices are competitors, the public, and the FTCs own monitors. If a complaint

seems justified, the commission can follow several courses of action:

o Consent Decrees

o Cease-and-Desist Orders

o Corrective Advertising

o Consumer Redress

o Advertising Agency Legal Responsibility
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3.2 Food and Drug Administration

The FDA is the regulatory division of the Department of Health and Human Services that

oversees package labeling, ingredient listings, and advertising for food and drugs. It also

determines the safety and purity of foods and cosmetics. It is a watchdog for drug

advertising, specifically in the controversial area of direct-to-consumer ads for

prescription drugs.

3.3 Federal Communications Commission

The FCC is designed to protect the public interest in radio and television broadcast

communications and can issue and revoke licenses to broadcasting stations. The agency

monitors only advertisements that have been the subject of complaints and works closely

with the FTC to eliminate false and deceptive advertising.

3.4 Other Regulatory Bodies

Following is a list of other key regulatory agencies.

o Bureau of Alcohol, Tobacco, and Firearms: Regulates deception in advertising and

establishes labeling requirements for the liquor industry.

o Postal Service: Regulates direct mail and magazine advertising and has control over

the areas of obscenity, lotteries, and fraud. The postmaster general also has the power

to withhold mail that promotes lotteries.

o States Attorneys General: Tries to regulate advertising at the state level.

3.5 International Laws and Regulations

As advertisers, agencies, and media become more and more global, it will be imperative

that the players understand the local ethical standards and laws in the countries in which

they operate. International advertisers do not fear actual laws; they fear not knowing

those laws. Because of the difficulty of understanding the legal situation in each country,

international advertisers try to work with either local agencies or with international

agencies that have local affiliates.
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4. Media Review of Advertising

The media attempts to regulate advertising by screening and rejecting ads that violate their

standards of truth and good taste. Most networks have a Standards and Practices Department that

screens every ad and gives approval before the ad can run. Each medium has the discretion to

accept or reject a particular ad.

The First Amendment gives any publisher the right to refuse to publish anything the company

does not want to publish and this sometimes creates battles between media companies and

advertisers.

5. Self Regulation

Responsible advertisers take the initiative and establish individual ethical standards that

anticipate and even go beyond possible complaints. Advertisers regulate themselves more

stringently than do government agencies. Following is a discussion of three types of self

regulation.

5.1 Self Discipline

Self discipline occurs when an organization, such as an advertising agency, develops,

uses, and enforces norms within its own practices. Virtually all major advertisers and

advertising agencies have in-house ad review procedures, including reviews by agency

and client attorneys.

5.2 Industry Self-Regulation

Industry self-regulation occurs when the industry develops, uses, and enforces norms.

Effective attempts at pure self-regulation have come through industry groups, such as the

Advertising Review Council (ARC) and the Better Business Bureau (BBB).

The National Advertising Division (NAD) of the Council of Better Business Bureaus is a

full-time agency made up of people from the field of advertising. It evaluates complaints
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submitted by consumers, consumer groups, industrial organizations, and advertising

firms.

The National Advertising Review Board (NARB) is a regulatory group that represents

national advertisers, advertising agencies, and other professional fields. The NARB

reviews complaints and can threaten to invite government intervention.

5.2.1 Competitive Complaints

Competition is on the lookout for deceptive claims and advertising strategies that

reflect poorly on brands.

5.3 Public and Community Review

At the local level, self-regulation has been supported by the BBB. The BBB has no legal

power but it does receive and investigate complaints and maintain files on violators. It

also assists local law enforcement officials in prosecuting violators.

Consumer activist groups of all kinds monitor advertising practices.

6. Advertising Ethics

Advertising law and regulations can only go so far in ensuring ethical practices by advertising.

Ultimately, professionals in the industry have to be guided by their own ethical principles. Ethics

is a set of moral principles that guide actions and create a sense of responsible behavior.

6.1 Poor Taste and Offensive Advertising

Although certain ads might be in bad taste in any circumstance, viewer reactions are

affected by factors such as sensitivity to the product category, the time the message is

received, and whether the person is alone or with others when viewing the message.

We all have our own ideas about what constitutes good taste. Unfortunately, these ideas

vary so much that creating general guidelines for good taste in advertising is difficult.
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6.1.1 Sex in Advertising

The use of sex in advertising is not new, but the blatancy of its use is. The

issue is whether the sex appeal is gratuitous or relevant to the product.

Research must determine whether most people believe it to be degrading

or offensive.

6.2 Reinforcing Stereotypes

A stereotype is a representation of a cultural group that emphasizes a trait or group of

traits that may or may not communicate an accurate representation of the group.

Stereotyping also raises the shape/mirror questions discussed earlier in the topic .

6.2.1 Diversity Issues

It is essential that advertisers become aware of how they portray different

groups. Advertisers have a responsibility to ensure that what is portrayed

is accurate and representative.

6.2.2 Gender Roles

Historically, advertising has portrayed gender in distinct and predictable

stereotypes. A study of gender representation in 1,300 prime-time

commercials in the late 1990s found that although women make most

purchases of goods and services, they are still underrepresented as primary

characters during most prime-time commercials, except for health and

beauty products. Some advertisers, however, are recognizing the diversity

of womens roles.

6.2.3 Racial and Ethnic Stereotypes

Critics charge that racial and ethnic groups are stereotyped in advertising.

One myth is that members of minority groups are all the samewhen

nothing could be farther from the truth.
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6.2.4 Senior Citizens

Critics often say senior citizens are subject to stereotypinga growing

segment of the population with increasing amounts of disposable income.

According to Barbara Champion, The needs of maturing consumers,

depending on mental and physical activity as well as life-stage factors, are

often different from one another.

6.3 Body Image and Self Image

Advertising has been criticized for glorifying glamorous looks in both men and women.

Playing on consumers insecurities about their appearance presents advertisers with a

classic ethical dilemma because self-image advertising can also be seen as contributing to

self improvement.

The standard of attractiveness is a socio-cultural phenomenon that advertising mirrors, as

well as shapes. Responsible advertisers have, therefore, begun using models of more

average size and weight as a way to reduce the pressure on young people who seem to be

the most open to messages about cultural standards of beauty and physical attractiveness

6.4 Targeting Children

Advertising to children continues to be one of the most controversial topics in the

industry. A 1988 study found that the average child saw more than 20,000 TV

commercials per year. One side of the controversy favors regulation because of childrens

inability to evaluate advertising messages and make purchase decisions. The other side

opposes regulation because members of that group believe many self-regulatory

mechanisms already exist and the proper place for restricting advertising to children is in

the home.

In 1990 Congress passed the Childrens Television Act, which placed 10.5 minute-per-

hour ceilings for commercials in childrens weekend television programming and 12-

minute-per-hour limits for weekday programs. The act also set rules requiring that

commercial breaks be clearly distinguished from programming, barring the use of

program characters to promote products.
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Advocates for childrens television continue to argue that many stations made little effort

to comply with the 1990 act and petitioned the Federal Communications Commission to

increase the required number of educational programs to be shown daily. In 1996, an

agreement was reached requiring all TV stations to air three hours of childrens

educational shows a week.

6.5 Misleading Claims and Other Message Strategies

Advertising claims are considered to be unethical if they are false, misleading, or

deceptive. False advertising, which is a type of misleading advertising, is simply untrue.

The target of the heaviest criticism for being misleading is weight-loss advertising, as

well as other back-of-the-magazine, self-improvements advertisements for health and

fitness products.

6.5.1 Manipulative Advertising

Manipulative messages are a natural outcome of persuasion. There are times and

situations, however, where ethical issues arise. For example, manipulative ads that

play on emotions in order to create an inappropriate or overly intense feeling may

be inappropriate.

Subliminal advertising is a communication technique that uses symbols to convey

meaning but is below the threshold of normal perception. A subliminal message is

transmitted in such a way that the receiver is not consciously aware of it.

6.5.2 Puffery

Puffery is defined as advertising or other sales representations, which praise the

item to be sold with subjective opinions, superlatives, or exaggerations, vaguely

and generally, stating no specific facts. Puffery, an exaggerated claim, is not seen

as misleading.

Because exaggerated claims are legal, the question of puffery is mainly an ethical

one. However, empirical evidence on the effectiveness of puffery is mixed.
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The Uniform Commercial Code (UCC), a set of laws that governs sales and other

commercial matters, distinguishes between mere puffing and statements about a

products performance or qualities that create an express warranty. Under the

UCC, a general statement praising the value of a product does not create an

express warranty. More concrete representations might.

6.5.3 Comparative Advertising

Although it is perfectly legitimate to use comparative advertising that compares

the advertisers product favorably against a competitor, there are regulations that

govern those uses that are challenged as misleading.

Comparative advertising is permitted in the United States, but the ads must

compare similar products. Companies cant claim that their prices are lower than

the competition unless they can prove that the same products are sold at other

places for higher prices. Under the Lanham Act, companies/plaintiffs are required

to prove five elements to win the false advertising lawsuit about an ad containing

a comparative claim. They must prove that:

o False statements have been made about either product.

o The ads actually deceived or had the tendency to deceive a

substantial segment of the audience.

o The deception was material or meaningful.

o Falsely advertised goods are sold in interstate commerce.

o The suing company has been or likely will be injured as a result of

the false statements, either by loss of sales or loss of goodwill.

6.5.4 Endorsements

An endorsement or testimonial is any advertising message that consumers believe

reflects the opinions, beliefs, or experiences of an individual, group, or institution.

If consumers can reasonably ascertain that a message does not reflect the

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

36
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



announcers opinion, the message isnt an endorsement and may even be

misleading. Endorsers must be qualified by experience or training to make

judgments and they must actually use the product. If endorsers are comparing

competing brands, they must have tried those brands as well.

6.5.5 Demonstrations

Product demonstrations in television advertising must not mislead consumers.

One technique some advertisers use to sidestep restrictions on demonstrations is

to insert disclaimers or supers, verbal or written words in the ad that indicate

exceptions to the advertising claim.

6.6 Advertising Controversial Products

Advertising reflects the marketing and business ethics of its clients and, because of its

visibility, sometimes gets the blame for selling controversial, unsafe, or dangerous

products.

6.6.1 Unhealthy or Dangerous Products

One way to for an advertiser to make ethical decisions is to choose the route that

does no one harm. Marketers are now being forced to consider the social, as well

as nutritional, impact of their products. It used to be that consumers were

considered responsible for the products they chose to buy, but in a new era of

social responsibility, principled marketers are now more responsible for the

negative effects of the products they choose to sell. Responsibility has become a

new business principle in some industries that never thought they were the focus

of ethical questions.

6.6.2 Tobacco

One of the most heated advertising issues in recent years has been proposed new

restrictions on the advertising of tobacco. Proponents of the ban on cigarette

advertising argue that because cigarettes have been shown to cause cancer as well

as other illnesses, encouraging tobacco use promotes sickness, injury, or death for
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the smoker and those inhaling second-hand smoke. The restriction of advertising

on those products would result in fewer sales and fewer health problems for

America as a whole.

In recognition of the growing public concerns about cigarette marketing, tobacco

companies have voluntarily curbed their advertising and pulled ads from

magazines with high levels of youth readership and from most outdoor billboards.

Opponents of advertising bans counter with the argument that prohibiting truthful,

non-deceptive advertising for a legal product is unconstitutional and cite statistics

demonstrating that similar bans in other countries have proved unsuccessful in

reducing tobacco sales.

In 1996 the FDA established a set of restrictions applicable to tobacco advertisers.

6.6.3 Alcohol

Television advertising for liquor hasnt been banned. There has been a voluntary

restriction on such advertising by the companies themselves, however, and most

networks have also refused to accept alcohol advertising.

The biggest issue for the spirits industry is charges of advertising to underage

drinkers. Liquor executives contend that they will follow voluntary advertising

guidelines to avoid images and time slots that appeal to kids. That promise has

been hard to keep because every major brand is trying to win over young

consumers.

6.6.4 Prescription Drugs

In 1997, the FDA loosened its controls on pharmaceutical companies, and as a

result, the amount of prescription drug advertising has skyrocketed. Television

ads have increased sales but various consumer groups, government agencies, and

insurance companies have been very critical of them. Some doctors claim they are

being pressured to write inappropriate prescriptions because their patients are

influenced by the drug ad claims; other doctors appreciate that the advertising has
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caused consumers to become more active in managing their own health and more

informed about their drug options.

7.0 Determining What Is Ethical

Following is a discussion of guidelines that spell out three types of criteria that need to be

considered when making an advertising decision.

7.1 Social Ethics

Social ethics refers to the Golden Rule, which states Do unto others as you would have

them do unto you. This can also be rephrased as Do no harm.

Applying ethical values and principles to marketing and advertising is necessary if these

fields are to be socially responsible, which is a corporate philosophy, based on ethical

values. Social responsibility motivates a business to perform a useful function within

society and to make its impact on society positive rather than negative.

7.2 Professional Ethics

Professionals in advertising by and large see themselves as ethical people. However, the

public tends to see them differently, as the polls show. Professional ethics are often

expressed in a code of standards that identifies how professionals in the industry should

respond when faced with ethical questions.

7.2.1 International Standards and Codes

Standards of professional behavior are not found only in the United States or

other Western countries. Many other countries have codes related to ethics or

professional behavior.

7.3 Personal Ethics

In advertising, a code of ethics is just a starting point. If you are an advertising

professional making a decision about a strategy or an executional tactic you must be
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aware of industry standards, as well as the ethical questions that underlie the core issues

discussed in this topic . Personal judgment and moral reasoning rests on an intuitive sense

of right and wrong, a moral compass that tells you when an idea is misleading,

insensitive, too over the top, or too manipulative. Courage is needed to speak up and tell

colleagues.

: How Advertising Works

Topic Objective:

At the end of this topic student would be able to:

 Demonstrate why communication is a key factor in advertising effectiveness.

 Explain the Facets Model of Advertising Effects to show how brand advertising works.

 List the six key effects that govern consumer response to advertising messages.

Definition/Overview:

Advertising: Advertising is a form of communication. It is a message to a consumer about a

product. It gets attention and provides information and sometimes entertainment. Most

advertising relies on mass communication that is indirect and complex.

Key Points:

1. The Communication Model

Mass communication is usually thought of as a process that begins with a source, a sender who

encodes a message and puts it in words and pictures. The message is presented through channels

of communication, such as a newspaper, radio, or TV. The message is then decoded or

interpreted by the receiver, who is the reader, viewer, or listener. Feedback is obtained by

monitoring the response of the receiver to the message. And the entire process is complicated by
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what we refer to as noise, things that interrupt the sending as well as the receiving of the

message.

Mass communication is generally a one-way process with the message depicted as moving from

the source to the receiver. However, interactive communication is a form of two-way

communication or dialogue.

1.1 Advertising as Communication

To translate the communication model to advertising, consider that the source typically is

the advertiser assisted by its agency. Together they determine the objectives for the

messagethe advertisement or commercialin terms of the effects they want the message to

have on the consumer receiver, also known as the target audience.

The advertisers objectives in advertising are focused on the receivers response; they

predict the impact the message will have on the target audience. That impact is what we

measure to determine whether the message met its objectives and was effective.

In advertising, noise hinders the consumers reception of the message. On a macro level

noise includes consumer trends and problems with the products marketing mix. On a

micro level, external noise could be bad radio or TV reception or clutter, which is the

multitude of messages all competing to get your attention.

People use many techniques to avoid clutter and information overload. They filter

messages by turning pages, switching the channel, or hitting the mute button. Many

marketers are experiencing lower response rates to their campaigns as a result of filters

and other avoidance techniques. Viral marketingwhich relies on consumers to pass

messages about products among themselves, typically through E-mailand consumers

direct involvement in product making are possible solutions to the dilemma.

Internal noise includes personal factors that affect the reception of an advertisement, such

as the target audiences needs, purchase history, information processing abilities, and so

forth.

The message is the advertisement or other marketing communication tool.
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The medium is the vehicle that delivers the message and, in advertising, tends to be

newspapers, magazines, radio, TV, the Internet, and forms of out-of-home vehicles.

In customer-focused marketing and advertising, understanding what motivates the

audience is critical to creating effective advertising.

1.3 Adding Interaction to Advertising

Two-way communication is one of the objectives of an Integrated Marketing

Communication (IMC)-focused program because it leads to a long-term relationship with

a brand. Advertisers need to learn to listen to, as well as send, messages to customers.

Feedback occurs in an environment of give-and-take communication. Thats achieved by

using more interactive forms of marketing communication and through response devices.

2. The Effects behind Advertising Effectiveness

When advertisers talk about how advertising works, they are talking about the impact an

advertisement has on the receiver of the message. Message effects are found in the various types

of consumer responses produced by the advertising message.

2.1 The Simple Answers

The most common and long-standing explanation of advertising effects is one referred to

as AIDA, which stands for attention, interest, desire, and action. The idea is that first an

ad gets attention, then it creates interest, then desire, and finally stimulates action.

Because AIDA assumes that consumers start with attention and wind up with a decision,

it is referred to as a hierarchy of effects model.

The problem with models such as this is that advertisers now know that people dont

always proceed through steps in this predictable fashion. An impulse purchase doesnt

follow these steps.
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Another simple answer is referred to as think-feel-do. The idea is that advertising

motivates people to think about the message, feel something about the product, and do

something, such as try it or buy it.

The problem with the hierarchy of effects and think-feel-do approaches is that neither

answers the how-advertising-works question very well.

2.2 The Facets Model of Effective Advertising

Effective advertising creates six types of consumer responses. The responses are:

o Perceive (perception)

o Understand (cognition)

o Feel (affective/emotion)

o Connect (association)

o Believe (persuasion)

o Act (behavior)

These facets come together to make up the unique consumer responses to an advertising

message.

3.0 PERCEPTION

Perception is the process by which we receive information through our five senses and assign

meaning to it. If an advertisement is to be effective, it, first of all, has to get noticed.

3.1 The Components of Perception

Advertising creates visibility for a product or brand through exposure. Consumers

respond by selecting messages to which they pay attention, a process called selective
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perception. If the message is selected and attended to, then the consumer may react to it

with interest if it is relevant. The result is awareness of the ad or brand, which is filed in

memory at least to the point that the consumer recognizes the brand or ad. The key

components of perception and their roles in effectiveness are:

o Exposure: making contact

o Selection and Attention: creating stopping power

o Interest and Relevance: creating pulling power

o Awareness: making an impression

o Recognition: making a mental note

3.1.1 Exposure

Exposure, which means being seen or heard, is an important goal of media

planners who try to find the best way to expose the target audience to the

message. It is important to IMC planners who consider all contacts a consumer

has with a company or brand as a contact point where messages are delivered.

3.1.2 Selection and Attention

The ability to draw attention that brings visibility to an advertised product is one

of advertisings greatest strengths. Surprise and humor, as well as many other

efforts, are used to gain attention.

3.1.3 Interest and Relevance

Another factor in perception is interest, which means the receiver of the message

has become mentally engaged in some way with the ad and the product. Ad

messages are designed not only to get but also to hold the audiences interest.

A critical factor in interest is relevance, which means the message connects on

some personal level. When it appeals to your self-interest, then a message is said

to be relevant.
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3.1.4 Awareness

Awareness results when an advertisement initially makes an impression.

Awareness is important but is considered a relatively low level of response in

comparison to a behavior response.

3.1.5 Memory: Recognition

Memory refers to the way people file information away in their minds.

Advertisers are interested in two memory factorsrecognition, which means people

remember seeing the ad; and recall, which means they remember what the ad said.

Recognition is a measure of perception; recall is a measure of understanding.

When we measure recognition it can be aided recognition (or recall) or unaided

recognition (or recall).

3.2 The Subliminal Issue

Subliminal advertising is a perception issue. Subliminal effects are message cues given

below the threshold of perception. They are designed to get past your perceptual filters by

talking to your subconscious. Some people believe this type of advertising influences

behavior. Others respond that subliminal perception is not only a joke, its a contradiction

in terms.

Most advertising professionals and professors believe that there is no real support for

subliminal advertising.
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4.0 COGNITION

4.1 The Components of Cognition

Cognition refers to how consumers respond to information, learn, and understand

something. Its a rational response to a message. The key components of cognition and

their roles in effectiveness are:

o Needs: matching product features to consumer needs

o Information: facts about products and their features

o Learning: creating understanding

o Differentiation: understand the differences between competitive products

o Recall: locking information in memory

4.2 Needs

Needs are something you think about and wants are based on feelings and desires. When

we refer to needs, we are usually talking about the cognitive impact of an advertising

message. A cognitive ad will explain how a product works and what it can do for the

user, which is the way advertisers, address consumer needs. The objective is to provide

information that meets a consumers needs in order to develop their understanding, which

is a cognitive response.

4.3 Information

Advertising often provides information about products, usually facts about product

performance and features. The informative nature of advertising is particularly important

for products that are complex or that involve a high price or high risk.

4.4 Cognitive Learning

Cognitive learning occurs when a presentation of facts, information, and explanations

leads to understanding. Conditioned learning takes place when the learner links one thing

with another. This is a process of association that is established through repetition.
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The cognitive learning route is used by consumers who are trying to learn everything they

can about a product before they buy it. Advertisements that use demonstrations and

comparisons are attempting to help consumers learn.

4.5 Differentiation

A key function of advertising is to differentiate one brand from another, which is what

happens when consumers understand the explanation of a competitive advantage.

4.6 Memory: Recall

Recall is a measure of learning or understanding. This means that memory goes deeper

with a cognitive response to an advertisement. Your memory is involved in recalling not

just the ad, but the content of the message.

This also explains advertisings delayed effectshow messages are seen at one time and

come back to mind at a later date when the consumer is in a purchase situation.

5.0 THE AFFECTIVE OR EMOTIONAL RESPONSE

Affective responses mirror our feelings about something. Affective describes something that

stimulates wants, touches the emotions, and creates feelings. Liking of the brand or the ad is an

important affective response that advertisers monitor.

5.1 The Components of the Affective Response

The components of the affective response and their roles in effectiveness are:

o Wants: creating desire

o Emotions: affecting feelings

o Liking: creating positive feelings for the ad and the brand

o Resonance: appeals to self interest
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5.1.1 Wants

Wants are depicted as influence by emotion or desire. Desire is based on wishes,

longing, or cravings. Impulse buying is a good example.

5.1.2 Emotions

Recent research has determined that emotion may have more impact than rational

approaches on both attitudes and behavior.

Emotions, which agitate our passions or feelings, appear in a number of forms in

advertising, such as humor, love, or fear. Ads that rely on arousing these feelings

are referred to as emotional appeals.

5.1.3 Liking

A study by the Advertising Research Foundation found that liking a brand (or ad)

was the best predictor of a consumers behavior. Liking is measured in terms of

two responses: liking the ad or liking the brand. Positive feelings generated by the

ad may not always transfer to the brand.

Affective responses inspire people to share their experiences with their friends,

creating buzz.

5.1.4 Resonance

Advertisements that create resonance where the message rings true, help the

consumer identify with the brand on a personal level. Resonance is stronger than

liking because it involves an element of self-identification.

6.0 ASSOCIATION

Association is communication through symbolism. It is the process of making symbolic

connections between a brand and characteristics, qualities, or lifestyles that represent the brands

image and personality.
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6.1 Components of Association

Association uses symbolism as well as conditioned learning to make the connections in a

consumers mind between a brand and certain desired qualities that define the brand and

make it distinctive. When the connection is successfully established, a brand takes on

meaning and is transformed from a generic product to a brand with a unique image. The

components of association and their roles in effectiveness are:

o Symbolism: something that stands for something else, such as a quality or

value

o Conditioned Learning: creating links and bonds through repetition

o Brand Transformation: creating brand meaning

6.1.1 Symbolism

The association takes on a symbolic meaning, which means the brand stands

for a certain quality, such as luxury or status. In successful branding, a bond

or relationship is created between a customer and a brand based on these

symbolic meanings.

6.1.2 Conditioned Learning

Conditioned learning, which is the way association implants an idea in a

consumers mind, is important because it explains much of the impact of

advertising. People learn about a product or brand in a largely non-cognitive,

even non-rational, way.

6.2 Brand Transformation

Transformation, as explained by DDB Needhams Bill Wells, means a brand takes on

meaning when it is transformed from a mere product into something special, something

that is differentiated from other products in the category by virtue of its brand identity

and image. A transformation in a consumers mind is a perceptual shift, one that is created

almost exclusively by advertising.
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6.2.1 Components of Brand Communication

There are many terms used by brand managers to explain how they think a brand

works, however, there isnt a common set of terms to describe the effects of

communication on the branding process. To better understand how this branding

process works, the communication dimensions of branding can be outlined using

the same six effects presented in the Facets Model.

o Perceive: brand identity

o Understand: brand position

o Feel: brand personality

o Connect: brand image

o Believe: brand promise

o Act: brand loyalty

A brand identity must be distinctive, it represents one particular product within a

category, and it must be recognizable and memorable. The customer must know

the brands identification markers and can connect those marks with a memory of

a message about the brand or past experience with it.

Brand position means that understanding the brand requires the consumer to learn

what the brand is and what it stands for relative to its category and its

competition. The brand position states what the brand is all about, its essence, and

may include the values the brand represents.

Brand personality is the idea that a brand takes on familiar human characteristics,

such as friendliness, trustworthiness, or snobbery, and contributes an effective

dimension to the meaning of the brand. It reflects how people feel about a brand.
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Brand image is the mental impression consumers construct for a product. It is

created through understanding symbolism and associations. Meaning is created

for a brand by creating associations that connect the brand to lifestyles, types of

people who use the product, and other qualities, such as value and status. The

richness of the brand image determines the quality of the relationship and the

emotional connections that link a customer to a brand.

Brand promise occurs when the brand establishes a familiar image and an

expectation level based on familiarity, consistency, and predictability.

Brand loyalty can occur when a personal experience with a brand develops into a

relationship, which is a connection over time that results in brand loyalty.

6.3 Association Networks

In association tests, which are used in planning brand and positioning strategies, people

are asked what they think of when they hear a cue, such as the name of a product

category. They respond with all the things that come to their mind, and that forms their

network of associations.

7.0 PERSUASION

Persuasion is the conscious intent on the part of the source to influence or motivate the receiver

of a message to believe or do something. It can be produced by both rational arguments and

compelling emotions.

7.1 The Components of Persuasion

Persuasion is designed to change attitudes and behavior and build beliefs. Following is a

list of components connected to persuasion:

o Attitudes: a state of mind, tendency, propensity, position, inclination

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

51
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



o Argument: reasons, proof

o Involvement: engagement; intensifies brand relationships

o Motivation: incentive or reason to respond

o Influence: external people or events that shape attitudes and behavior

o Conviction and Preference: creating agreement and consideration (into to try

or buy)

o Loyalty: repeat purchase, satisfaction, advocate

7.1.1 Attitudes

An attitude is mental readiness to react to a situation in a given way. Attitudes are

seen by many scholars as the most central factor in persuasion. They can be

positive, negative, or neutral. Positive and negative attitudes can motivate people

to action. Marketing communication is used to establish, change, or reinforce

attitudes.

7.1.2 Arguments

An argument is based on a cognitive strategy. It uses logic, reasons, and proof to

make a point and build conviction.

7.1.3 Motivation

Motivation is that idea that something, such as hunger or a desire to be rich,

prompts a person to act in a certain way. In order to intensify the consumers level

of motivation, advertising and other marketing communication areas, such as

sales promotion, use incentives to encourage people to respond.

7.1.4 Conviction and Preference

Effective persuasion results in conviction, which means consumers, believe

something to be true. In terms of advertising effects, belief is indicated when

consumers develop a preference for, or an intention to try or buy a product.
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Credibility is an important factor in believing something. Source credibility

means the person delivering the message is respected and believed.

7.1.5 Loyalty

Brand loyalty, which is measured both as an attitude (preference) and by repeat

purchases, is an important response that crosses over between thinking, feeling,

and doing. It is a response that is built on customer satisfaction.

Loyalty programs are designed to retain customers as well as increase their

business.

Loyalty is of value because it can lead to other behavioral responses, such as

advocacy for the brand.

7.2 Involvements Role in Persuasion

Involvement refers to the degree to which you are engrossed in attending to an ad or

making a product decision. Creating a sense of involvement in a marketing

communication program is a persuasive tactic because it gets people engaged with a

message about a brand. A high level of involvement intensifies the brand/customer

relationship. It is built on relevance.

High involvement products are major purchases, such as cars and computers. Low

involvement products are things such as aspirin and milk.

8.0 BEHAVIOR

The behavioral response involving action of some kind is often the most important goal of

advertising. It is measured in terms of its ability to motivate people to do something.

8.1 The Components of the Behavioral Response

Behavior is the action response. The components are:

o Try: initiating action through trial
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o Buy: making it easy to buy

o Contact: responding by visiting, calling, sending back a card, clicking on a

Website and so forth

o Prevention: discourage unwanted behaviors

8.1.1 Try and Buy

In customer-focused marketing programs, the goal is to motivate people to try a

product or buy it. In a few cases, such as nonprofits, the marketing program may

not be selling a good, so the action may be to sign up, volunteer, or donate.

Trial is important for new products and expensive products because it lets a

customer use the product without investing in purchase.

8.1.2 Contact

Responding by making contact with the advertiser can be an important sign of

effectiveness. Initiating contact is also valuable. Examples include when a

customer contacts a company with a complaint, compliment, suggestion, or

referral.

8.1.3 Prevention

There are social action situations where advertising messages are designed to

deter behaviors, such as limiting car use due to clean-air campaigns and anti-

smoking campaigns. This is a complicated process that involves counterarguing

by presenting negative messages about an unwanted behavior and creating the

proper incentives to stimulate the desired behavior. Because the effects are so

complicated, the impact of such campaigns is not always clear.
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In Section 2 of this course you will cover these topics:
The Consumer Audience

Strategic Research

Strategic Planning

Print And Out-Of-Home Media

You may take as much time as you want to complete the topic coverd in section 2.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to continue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: The Consumer Audience

Topic Objective:

At the end of this topic student would be able to:

 Assess cultural and social influences on consumer responses.

 Demonstrate how psychological influences motivate consumers.

 Explain the behavioral characteristics that describe consumer responses.

 Describe how the consumer decision process works.

 Differentiate between segmenting and targeting and trace these planning tools to their sources in

cultural, social, psychological, and behavioral factors.

Definition/Overview:

Consumer Behavior: Consumer behavior describes how individuals or groups select, purchase,

use, or dispose of products as well as the needs that motivate these behaviors.
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Key Points:

1. The Consumer Audience

Consumers are people who buy or use products to satisfy their needs and wants Customers are

specific types of consumers; they buy a particular brand or patronize a specific store.

There are various ways to categorize consumers. One way is to divide them by the type of

marketeither business or consumer. Another way to categorize consumers is as either those who

shop for and purchase the product or those who actually use the product. The distinction is

important because purchasers and users can have different needs and wants.

In the case of business-to-business (B2B) marketing, customers may be purchasing agents who

are professional buyers for their companies; other workers actually use the products that

purchasing agents buy.

2. Cultural and Social Influences on Consumer Decisions

The culture and the society in which you were raised affect your values and opinions. Following

is a discussing of cultural and social influences that impact consumer behavior.

2.1 Culture

Culture is made up of tangible items (art, literature, buildings) and intangible concepts

(history, knowledge, laws, morals, and customs) that together define a group of people or

a way of life. Culture is learned and passed on from one generation to the next and the

boundaries each culture establishes for behavior are called norms. Norms are simply rules

that we learn through social interaction that specify or prohibit certain behaviors. The

source of norms is our values, which come from our immersion in a specific culture.

Values are our underlying belief systems. In the United States we value freedom,

independence, and individualism.
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Advertisers strive to understand underlying core values that govern peoples attitudes and

refer to them when selecting an ads primary appealsmeaning the core values of the brand

should match the core consumer values. Following is a list of nine core values:

o A sense of belonging

o Excitement

o Fun and enjoyment

o Warm relationships

o Self-fulfillment

o Respect from others

o A sense of accomplishment

o Security

o Self-respect

2.1.1 Subcultures

Sometimes a culture can be further broken down into smaller groups called

subcultures. Subcultures can be defined by geographic regions or by shared

human characteristics, such as age, values, language, or ethnic background.

2.1.2 Corporate Culture

Corporate culture is a term that describes how various companies operate. Some

are very formal with lots of procedures, rigid work hours, and dress codes. Others

are more informal.

2.2 Social Class

Social class is the position you and your family occupy within your society. Social class

is determined by such factors as income, wealth, education, occupation, family prestige,

value of home, and neighborhood. Every society has a social-class structure.

2.3 Reference Groups

A reference group is a group of people we use as a guide for behavior in specific

situations. Examples are political parties, religious groups, and informal affiliations such
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as students. David Reisman describes individuals in terms of their relationships to other

people as inner directed (individualistic) or outer directed (group and society).

Advertisers are particularly interested in the role of peers in influencing their outer-

directed friends wants and desires. On the other hand, inner-directed people are more

likely to try new things first.

For consumers, reference groups have three functions: (1) they provide information, (2)

they serve as a means of comparison, and (3) they offer guidance. Ads that feature typical

users in fun or pleasant surroundings are using a reference-group strategy.

2.4 Family

The family is the most important reference group because of its longevity and the

intensity of its relationships. According to the U.S. Census, a family consists of two or

more people who are related, by blood, marriage, or adoption, and live in the same

household. A household differs from a family in that it consists of all those who occupy a

dwelling whether they are related or not. Your lifestyle is the way you spend your time

and money and the kinds of activities you value.

Advertisers need to understand the structure, changes, and working of the family to

communicate effectively.

2.5 Demographics

Demographics are the statistical, personal, social, and economic characteristics used to

describe a population, including age, gender, education, income, occupation, race, and

family size. These characteristics serve as the basis for most advertising strategies and

knowing them assists advertisers in message design and media selection for the target

market.

o Age: People in different stages of life have different needs. An advertising

message must be geared to the target audiences age group and should be

delivered through a medium that members of that group use. Age is
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driving a fundamental shift in U.S. marketing. The prior emphasis on

youth marketing is changing as proportionately fewer babies are being

born and the huge group of baby boomers is aging.

o Gender: The gender breakdown in the 2000 Census was 48.9 percent male

and 51.1 percent female. Primary gender differences are physical traits

that are inherent in males or females, such as a womans ability to bear

children. Secondary gender traits tend to be associated with one sex more

than the other.

o Sexual Orientation: In the last decade gay and lesbian consumers have

become serious target markets. Because some heterosexuals are still

offended by the gay lifestyle, advertisers must determine the best way to

target gay consumers.

o Race and Ethnicity: In the United States, ethnicity is becoming a major

criterion for segmenting markets. According to the Census Bureau, the

number of African Americans will increase by 15 percent during the next

20 years; Asian Americans by almost 68 percent; and Hispanics by about

64 percent; while the Caucasian population will grow by 13 percent. Even

so, consumer habits within each ethnic segment will differ based on

factors such as age and income and, in the case of immigrants, how long

they have lived in the United States.

o Education: The level of education attained by consumers is also an

influence on the advertising strategy. According to the 2000 census,

statistics show U.S. males attain higher levels of education than U.S.

females. Income corresponds with gender, regardless of level of education.

As far as race, generally Caucasian U.S. consumers attain higher levels of

education than African Americans and Hispanics. For advertisers,

education tends to correlate with the type of medium consumers prefer, as

well as the specific elements or programs within a medium Consumers

with lower education are higher users of television, especially cable.
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Consumers with higher education prefer print media, the Internet, and

selected radio and cable stations. Likewise, education dictates the way

copy is written and its level of difficulty.

o Occupation: Most people identify themselves by what they do. In the

United States there has been a gradual movement from blue-collar

occupations to white-collar occupations during the last three decades.

There have been shifts within white-collar work from sales to other areas.

The number of service-related jobs continues to increase. Much of this

transition is a direct result of advanced computer technologies, which have

eliminated many labor-intensive, blue-collar occupations. Today,

advertisements seldom portray blue-collar jobs.

o Income: The most used demographic indicator for many advertisers is

income. You are meaningful to a marketer only if you have the resources

to buy the product advertised. Affordability correlates strongly with

income. Income is correlated with other factors, such as education and

occupation, as well as gender. Age is also a factor in income. Advertisers

track trends in income, especially discretionary income, which is the

amount of money available to a household after taxes and basic necessities

such as food and shelter. Discretionary income was found to be a more

reliable predictor of spending than income.

o Geography: The area in which a target market lives correlates with several

demographic characteristics and is important to advertisers. Marketers

study the sales patterns of different parts of the country because people

residing in different regions need certain products.

3. Psychological Influences That Motivate Consumers

Advertisers are particularly interested in understanding what psychological factors motivate

people to respond as they do.
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3.1 Perception and State of Mind

Your state of mind affects the way you perceive information as well as determining your

particular pattern of consumer behavior. Your past experiences with a brand, as well as

what your friends say about it, can color your feelings and make you more or less

receptive to a brand message. Other mental states, such as anger, fatigue, hunger,

excitement, or lethargy, can also affect your behavior because they can create internal

noise that gets in the way of your reception of a message or provide the impetus to drive

you to buy something.

3.1.1 Needs and Wants

The basic driving forces that motivate us to do something, such as choose a motel

when traveling, are called needs. Each person has his or her own set of unique

needs; some are innate (biological) and others are acquired. Innate needs include

the need for water, food, air, shelter, and sex. Because satisfying these needs is

necessary to maintaining life, they are also called primary needs.

A want occurs when we desire or wish for somethingwe dont die if we dont get it,

but it can still provide a strong motivation to try or buy something new.

Acquired needs are those we learn in response to our culture and environment.

These may include needs for esteem, prestige, affection, power, and learning.

They are considered secondary needs.

3.1.2 Selective Perception: Screens and Filters

We select some stimuli and ignore others because we cannot be conscious of all

incoming information at one time. This is called selective perception. Following

are the steps in the selection process:

o Selective exposure is the way our minds filter incoming information. We

naturally tend to notice messages that are pleasant or sympathetic with our

views and avoid those that are painful or threatening. Advertising is
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particularly vulnerable to this filtering process. Making messages relevant

is the key to getting past this selection and filtering problem.

o

o Selective distortion happens when we are exposed to a message that

conflicts with what we believe. We naturally modify incoming

information to fit into our own personal pattern of interests.

o

o Selective retention is the process we go through to save information for

future use. A large part of what the brain processes is lost after only an

instant. Advertising can aid this process by using repetition, vivid images,

easily remembered brand or product names, jingles, high-profile

spokespeople, music, and so forth.

3.1.3 Satisfaction

A feeling of satisfaction is only one possible response to selection. More

troublesome is dissatisfaction or doubt. Advertisements can raise consumer

expectations. If they try or buy the product and it doesnt meet their expectations,

they may be dissatisfied. According to the theory of cognitive dissonance, we tend

to compensate or justify the discrepancies between what we actually received and

what we thought we would receive. People engage in a variety of activities to

reduce cognitive dissonance, such as seeking out information that supports our

decisions and ignoring and distorting information that does not. Advertising can

play a significant role in reducing dissonance.

3.2 Motivations

Every persons motivations are individual; however, we are influenced by social and

cultural factors. A motive is an internal force that stimulates you to behave in a particular

manner. This driving force is produced by the tension caused by an unfulfilled need.
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Research into motivation uncovers the why questions. Understanding buying motives is

crucial to advertisers because the advertising message and the timing of the ad should

coincide with the consumers motivation priorities. Unfortunately, motivations operate

largely at an unconscious level.

3.3 Attitudes and Values

Advertisers are interested in attitudes because of their impact on motivations. Because

attitudes are learned, we can establish them, change them, reinforce them, or replace

them with new ones. However, most attitudes are deeply set and tend to be resistant to

change. Attitudes also vary in direction and strength; that is, an attitude can be positive or

negative, reflecting likes or dislike, or it can be neutral. Attitudes are important to

advertisers because they influence how consumers evaluate products, institutions, retail

stores, and advertising.

3.4 Personality

Personality refers to consistency in behavior in terms of how we react to events and

situations and behave in various roles. The idea of personality traits has been adapted to

brands with the idea that brand personalities can be created that will make them

distinctive from their competitors.

3.5 Psychographic Influences

Psychographics refers to lifestyle and psychological characteristics, such as attitudes,

interests, and opinions. The term combines the psychological factors with other consumer

characteristics that may have bearing on how people make decisions. Consumers who

have different values, attitudes and beliefs, opinions, interests, motivations, and lifestyles

make their product decisions in a different way. The term AIO (activities, interests,

opinions) is used to construct psychographic profiles of consumers.

o Activities: work, hobbies, social events, vacation, entertainment, club

membership, community, shopping, sports
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o Interests: family, home job, community, recreation, fashion, food, media,

achievements.

o Opinions: self, social issues, politics, business, economics, education,

products, future, culture

o Advertisers use psychographics because of their ability to understand fairly

complex consumer pattern groupings.

3.5.1 Lifestyles

Lifestyle analysis looks at the ways people allocate time, energy, and money.

3.5.2 The VALS System

VALS is a conceptual model that categorizes people according to their values and

then identifies various consumer behaviors that go with these values. It then

groups consumers according to shared values. Advertisers correlate these VALS

groups with their clients products and use this information to design ads and

select media. SRI International, the developer of VALS, has discovered that the

relationship between values and purchase is not very strong, so it developed

VALS2, which groups values and other psychological traits. Knowing the

psychographic orientation of consumers is a valuable asset to an advertiser in

deciding to whom the messages should be targeted.

A new tool is iVALS, a project that focuses on the attitudes, preferences, and

behaviors of online service and Internet users. Early results of iVALS reinforce

the idea of a dual-tiered society, but one based on knowledge, not income.

Education is the critical factor in who participates in the Internet and to what

degree.

Another useful psychographic model is Yankelovich Partners Inc.s Monitor

MindBase that segments consumers by values, attitudes, and mind-sets.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

64
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



3.5.3 Trends

The phenomenon of trends and fads is related to lifestyles and psychographic

factors, as well as the fascination with choice in a consumer culture. Trend

spotters are professional researchers hired by advertisers to identify trends that

may affect consumer behavior. Cool hunters are trend spotters who specialize in

identifying trendy fads that appeal to young people.

4. Behavioral Influences on Consumer Decisions

The behavioral component of the think-feel-do model is a key factor in describing the

relationship consumers have with a product category or a brand and one that is almost always

used in profiling consumers.

4.1 Usage Behavior

A critical behavior predictor called usage refers to how much of a product category or

brand a customer buys. Consumers can be described in terms of their relationship with a

product category, as well as a brand. There are two ways to look at usage: usage rates and

brand relationship. Usage rates refer to quantity of purchase: light, medium, or heavy.

Heavy users typically buy the most of a product category or a brands share of the market.

The Pareto Rule says that 20 percent of the market typically buys 80 percent of the

products.

Brand relationship refers to their past, present, or future use of the product: nonusers, ex-

users, regulars, first-timers, and users of and switchers from or to competitive products.

People who buy the same brand repeatedly are the ones who display the most brand

loyalty. Heavy users and brand loyal buyers are usually a brands most important

customers and the ones most difficult for competitors to switch away from a brand.

Switchers are people with low levels of brand loyalty who are willing to leave a brand

and try another.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

65
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



4.2 Innovation and Adoption

Rogers developed the Diffusion of Innovation Curve to identify how willing people are to

being innovative and trying something new.

The innovator category represents 2.5 percent of the population. This, and the early

adopters category, are important groups for marketers launching new products. These

categories represent peoples willingness to experiment with something new and take risk.

Risk taking is a characteristic of your personality but it combines with the behavior in the

area of trying a new product. Perceived risk is your view of the relationship between what

you gain by trying something new and what you have to lose if it doesnt work out.

5. The Consumer Decision Process

Although every consumer makes different decisions in different ways, evidence suggests that

most people follow a similar decision process with fairly predictable steps in the decision

process: need recognition, information search, and evaluation of alternatives, purchase decision,

and post-purchase evaluation. The process consumers go through in making a purchase can vary

somewhat between low-involvement and high-involvement purchase decisions.

o Need recognition occurs when the consumer recognizes a need for a

product.

o Information search can be casual or formal. Advertising helps the search

process by providing information and making it easy to find, as well as

remember.

o Evaluation of alternatives is the stage where consumers compare various

products and features and reduce the list of options to a manageable

number.

o The purchase decision is often a two-part decision. Usually, we select the

brand first and then select the outlet from which to buy it.
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o Post-purchase evaluation is the point where we begin to reconsider and

justify our purchase to ourselves.

5.1 Influences on B2B Decision Making

Many of the influences that affect consumer buying also are reflected in business-to-

business marketing. However, there are some differences. In business buying:

o Many individuals are involved in making the decision.

o The use of rational and quantitative criteria dominates most decisions.

o The decision is sometimes made based on a set of specifications to potential

suppliers, who then bid on the contract.

o The decision may span a considerable time creating a lag between the initial

contact and final decision.

o Quality is hugely important and repeat purchases are based on how well the

product performs.

6. Segmenting and Targeting

The reason it is important to understand consumer behavior is that advertisers address their

messages to certain audiences that they believe will be good prospects for the product or service.

Efficiency and effectiveness demand that marketers segment the market and target the right

audience group. Segmenting means dividing the market into groups of people who have similar

characteristics in certain key product-related areas. Targeting means identifying the group that

might be the most profitable audience, the ones most likely to respond to marketing

communication.
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6.1 To Segment or Not to Segment

The first decision is whether to treat the market as homogeneous or as heterogeneous.

When planners treat the market as homogeneous, they purposely ignore differences in the

market and use one marketing strategy that will appeal to as many people as possible.

This market strategy is known as an undifferentiated strategy or market aggregation

strategy. Today, few examples of homogeneous markets exist.

Market segmentation is a much more common market approach. It assumes that the best

way to sell to the market is to recognize differences and adjust marketing strategies and

messages accordingly. In a segmentation strategy, marketers divide the larger

heterogeneous market into segments that are homogeneous within these small markets.

From these segments, the marketer identifies, evaluates, and selects a target market, a

group of people with similar needs and characteristics who are most likely to be receptive

to the marketers product and messages.

By using a segmentation approach, a company can more precisely match the needs and

wants of the customer and generate more sales.

6.1.1 Types of Segmentation

In general, marketers segment their markets using the five broad categories

described here. Which approach or combination of approaches is best to use will

vary with the market situation and the product category.

o Demographic segmentation means dividing the market using such

characteristics as gender, ethnicity, income, and so forth.

o Geographic segmentation uses location as a defining variable because

consumers needs sometimes vary depending upon where they live. The

most important variables are world or global, region, nation, state, or city.

Factors related include climate, population density, and the urban/rural

character.
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o Psychographic segmentation is primarily based on studies of how people

spend their money, their patterns of work and leisure, their interest and

opinions, and their views of themselves.

o Behavioral segmentation divides people into groups based on product

category and brand usage.

o Benefit segmentation is based on consumers needs or problems. People buy

products for different benefits they hope to derive.

6.1.2 Sociodemographic Segments

One common approach to demographic segmentation that has entered mainstream

vocabulary comes from referring to people in terms of when they were born.

Although these categories are age driven, they also refer to lifestyle differences.

Baby Boomers, Gen X, Gen Y, and the Gray Market are a few examples.

6.1.3 Niche Markets

Many advertisers have moved toward tighter and tighter niche markets. Niche

markets are subsegments of a more general market. They must be of sufficient

size to be profitable although not large enough to be of interest to large marketers.

6.2 Targeting the Right Audience

The target is first of all described using the variables that separate this prospective

consumer group from others who probably are not in the market.

6.2.1 Profiling the Target Audience

The target audience is then profiled using descriptive information based on

factors such as age, income, and education.
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: Strategic Research

Topic Objective:

At the end of this topic student would be able to:

 Discuss the types of strategic research.

 Identify the four uses of research in advertising.

 List the common research methods used in advertising.

 Explain the key challenges facing advertising research.

Definition/Overview:

Research: Research is the foundation for many advertising decisions. Market research compiles

information about the product, the product category, and other details of the marketing situation

that will impact on the development of advertising strategy. Consumer research is used to

identify people who are in the market for the product in terms of their characteristics, attitudes,

interests, and motivations. Advertising research focuses on all the elements of advertising,

including message development research, media planning research, and evaluation, as well as

information about competitors advertising. IMC research is similar except it is used to assemble

information needed in planning the use of a variety of marketing communication tools.

Strategic Research: Strategic research uncovers critical information that becomes the basis for

strategic planning decisions. In advertising it covers all the factors and steps that lead to the

creation of message strategies and media plans.

Key Points:

1. Types of Research

New advertising assignments always begin with some kind of informal or formal background

research into the marketing situation. This is secondary research.
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1.1 Secondary Research

Background research that uses available published information about a topic is called

secondary research. Its called secondary because it is information that has been collected

and published by someone else. Following are a few examples of sources:

o Government Organizations

o Trade Associations

o Secondary Research Suppliers

o Secondary Information on the Internet

1.2 Websites for Advertising Research

Following is a list of five Websites that contain information that might be useful if you

are doing background research for an advertising assignment.

o Brandera: www.brandera.com

o Business Wire: www.businesswire.com

o U.S. Census Bureau: www.census.gov

o Industryclick: www.industryclick.com

o Cluetrain: www.cluetrain.com

1.3 Primary Research

Information that is collected for the first time from original sources is called primary

research. Firms that specialize in interviewing, observing, recording, and analyzing the

behavior of those who purchase or influence the purchase of a particular good or service

are called primary research suppliers.
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Many advertising agencies subscribe to large-scale surveys conducted by the Simmons

Market Research Bureau or by Mediamark Research, Inc. These two organizations

survey large samples of American consumers and ask questions about the consumption,

possession, or use of a wide range of products, services, and media. These reports are

intended primarily for use in media planning, however, because these surveys are so

comprehensive. They also can be mined for unique consumer information, however,

which makes them primary sources.

1.4 Qualitative and Quantitative Research

Primary research can be both quantitative and qualitative. Qualitative research provides

insight into the underlying reasons for how consumers behave and why. Common

qualitative research methods include such tools as observation, ethnographic studies, in-

depth interviews, and case studies.

Qualitative methods are used early in the process of developing an advertising plan or

message strategy for generating insights, as well as questions and hypotheses for

additional research. Because qualitative research is typically done with small groups,

advertisers are not able to draw conclusions about or project their findings to the larger

population.

Quantitative research delivers numerical data such as number of users and purchases,

their attitudes and knowledge, their exposure to ads, and other market-related

information. It also provides information on reactions to advertising and motivation to

purchase (sometimes called purchase intent or intend-to-buy). Quantitative methods that

investigate the responses of large numbers of people are useful to test ideas to determine

if the market is large enough or if most people really think or behave that way.

Two primary characteristics of quantitative research are large sample sizes and random

sampling. The most common qualitative research methods include surveys and studies

that track such things as sales and opinions. In contrast to qualitative research,

quantitative is usually designed to either accurately count something, such as sales levels,

or to predict something, such as attitudes.
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2. The Uses of Research

As markets have become more fragmented and saturated, and as consumers have become more

demanding, there has been an increased need for research-based information in advertising

planning. Research is used in advertising planning in the following ways:

o Market Information

o Consumer Insight Research

o Media Research

o Message Development and Evaluation Research

2.1 Market Information

Marketing research is formal research, such as surveys, in-depth interviews,

observational methods, focus groups, and all types of primary and secondary data used to

develop a marketing plan and, ultimately, provide information for an advertising plan. A

subset of marketing research, known as market research, is research used to gather

information about a particular market.

Market information, then, includes everything a planner can uncover about consumer

perceptions of the brand, product category, and competitors brands. Brand information

includes an assessment of the brands role and performance in the marketplace. This

research also investigates how people perceive brand personalities and images.

2.2 Consumer Insight Research

Both the creative team and the media planners need to know as much as they can, in as

much depth and detail as possible, about the people they are trying to reach.

Demographic and psychographic information is used to describe the target audience.

Identifying the consumer insight is the responsibility of the account planner.
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2.3 Media Research

Media planning begins with media research that gathers information about all the

possible media and marketing communication tools that might be used in a campaign to

deliver a message. Media researchers then match that information to the target audience.

2.4 Message Development and Evaluation Research

As planners, account managers and people on the creative team begin the development of

an advertisement, they involve themselves in various types of informal and formal

research. They may even conduct at least some informal research of their own.

Research is used in the development of the message strategy to evaluate the relative

power of various creative ideas, which is called concept testing, and the relative

effectiveness of various approaches to the sales message, which is called copy testing.

3. Research Methods Used In Advertising Planning

The three stages in message development where research is used are preparation research,

consumer research, and development research.

3.1 Background Research

Background research of a variety of types is used to familiarize advertising planners with

the market situation. Secondary research includes reading everything that is published or

reported on the market, the competition, and consumers. Primary research involves,

among other things, personally buying and using the product.

o The Brand Experience: When an agency gets a new client, the first thing the

agency team has to do is learn about the brand. That means going through

all the experiences that a typical consumer has buying and using the

product.

o Competitive Analysis: Its also important to learn about the competition and

do your own personal comparative test to add your personal experiences to

your brand analysis.
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o An Advertising Audit: Either formally or informally most advertising

planners will begin an assignment by collecting every possible piece of

advertising and other forms of marketing communication by the brand, as

well as its competitors, and other relevant categories that may have lessons

for the brand. This includes an historical collection.

o Content Analysis: The advertising audit might include only informal

summaries of the slogans, appeals, and images used most often, or they

might include more formal and systematic tabulation of competitors

approaches and strategies called a content analysis. By disclosing

competitors strategies and tactics, analysis of the content of competitive

advertisements provides clues to how competitors are thinking and

suggests ways to develop new and more effective campaigns.

o Semiotic Analysis: Another technique used to analyze advertisements is

semiotic analysis, which is a way to take apart the signs and symbols in a

message to uncover layers and types of meanings. The objective is to find

deeper meanings in the symbolism and meanings that might be particular

to different groups of consumers.

3.2 Consumer Research

Consumer research is used to better understand how users, prospects, and non-users of a

brand think and behave using both qualitative and quantitative methods. From this

research, segments and targets can be identified and profiles can be drawn.

3.2.1 Ways of Contact

Researchers can contact subjects in person, by telephone, by mail, through the

Internet or cable TV, or by a computer kiosk in a mall or store.

3.2.2 Survey Research

Survey research is a quantitative method that uses structured interviews to ask

large numbers of people the same set of questions.
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The people interviewed can be from an entire group, or population, or they can be

a representative sample of a much larger group, a subset of the population that is

representative of the entire population.

3.2.3 In-depth Interviews

In-depth interviews are a more qualitative method conducted one-on-one using

open-ended questions that require the respondents to generate their own answers.

Interviews tend to be much longer than surveys with questions that are very

broad. They use smaller sample sizes than surveys and their results are not

generalizable and subject to statistical tests.

3.2.4 Focus Groups

A focus group is a group of eight to ten users (or even up to fifteen of potential

users) of a product who are gathered around a table to have a discussion about

some topic, such as the brand, the product category, or advertising. The objective

is to get them talking in a conversational format so researchers can observe the

dialogue and interactions among the participants.

Focus groups can be used at any step in the planning process but they are often

used early in the information gathering process to probe for patterns of thought

and behavior that are then tested using quantitative research tools, such as

surveys.

Friendship focus groups are used in a comfortable setting, usually peoples homes,

where the participants have been recruited by the host. This approach is designed

to break down barriers and save time in getting to more in-depth responses.

3.2.5 Observation Research

Observation researchers study the actual behavior of consumers in naturalistic

settings where they live, work, shop, and play. A qualitative form of research,

direct observation research, is closer and more personal than quantitative research.

It takes researchers into natural settings where they use video, audio, and
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disposable cameras to record consumers behavior at home, in stores, or wherever

people buy and use their products.

A marketer will often use observation in the aisles of grocer, drug, and discount

stores to watch people making their product selection.

3.2.6 Ethnographic Research

Ethnographic research involves the researcher living the lives of the people being

studied.

Direct observation and ethnographic research have the advantage of revealing

what people actually do, as distinguished from what people say they do. The

biggest drawback to direct observation is that it shows what is happening, but not

why. Therefore, the results of direct observation often are combined with the

results of personal interviews.

3.2.7 Diaries

Sometimes consumers are asked to record their activities through the use of

diaries. Diaries are particularly valuable in media research because they tell media

planners exactly what programs and ads the consumers watched.

3.2.8 Other Qualitative Methods

Following is a list of some additional ways qualitative researchers are getting

insights about peoples relationships to the brands they buy:

o Fill-in-the-Blanks: A form of attitude research in which people fill in the

blanks in a story or balloons in a cartoon.

o Purpose-driven Games: Used by researchers to see how people solve

problems and search for information. Problem-solving strategies may be

identified.

o Story Elicitation: Consumers are asked to explain the artifacts of their lives,

providing insights into how and why people use or do things.
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o Artifact Creation: A technique that uses ideas as life collages, day mapping,

and the construction of instruction books as ways to elicit stories that

discuss brands and their role in daily life.

o Photo Elicitation: Visuals can be used to elicit consumer thoughts and

opinions.

o Photo Sorts: Consumers are asked to sort through a deck of photos and pick

out visuals that represent something, such as typical users of the product

or situations where it might be used.

o Metaphors: Insight into how people perceive brands through connections

comes from exploring the link between the two concepts.

3.3 Choosing a Research Method

Determining the appropriate research method to use is an important planning decision.

Two important research criteria include validity and reliability. Validity means that the

research actually measures what it says it measures. Reliability means that you can run

the same test again and get the same answer.

There are three big objectives in advertising research: 1) test hypotheses, 2) get

information, and 3) get insights. Each has strengths and weaknesses. Generally

quantitative methods are more useful for gathering data and qualitative methods are better

at uncovering reasons and motives. Most researchers use both types of research.

4. Research Challenges

Following is a discussion of five key challenges: globalization, new media technology, Internet

and virtual research, embedded research, and insightful analysis.

4.1 Globalization

In-depth understanding of the economic and cultural conditions, government regulations,

and communications media of each country is more important than ever before. The key
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issues that global researchers face include how to manage and communicate global

brands in different local regions and how to shift from studying differences to finding

similarities around the world. The biggest problem is cross-cultural communication and

how to arrive at an intended message without cultural distortions or insensitivities.

4.2 New Media Technology

Changes in media technology will alter the meaning and consequences of almost all of

our most familiar research constructs: involvement, brand equity, attitude toward the ad,

emotional processing, and cognitive processing, to name a few. As technology changes in

the media unfold, the old research measures will become increasingly invalid.

Because of media fragmentation, researchers and planners must strive to develop

message strategies that enable media planners to reach consumers most effectively.

Emergence of genuine two-way communication opportunities will change advertising

and research.

4.3 Internet and Virtual Research

Virtual research gathers real-time information through online media and streaming video.

The low cost and quick speed of gathering research data online has made the Internet a

popular survey tool with companies.

Creating effective ads for the new interactive media is a particular challenge.

4.4 Embedded Research

The development of embedded research is related to virtual research. In this case, the

research methods are embedded directly into real purchase and use situations, so that the

consumer is a recipient and direct beneficiary of the information.

Call centers, both inbound and outbound, can also be used as research centers to gain

real-time feedback about the brand and its marketing and advertising strategies.
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The most common Internet approach is to use this method for product reviews, where

customers enter the Website and select from an array of product categories they would

like to know about. The opinions of reviewers can be accessed with a click.

4.5 Insightful Analysis

Marketers are inundated with information, so getting information is less of a problem

than is making sense of it. The challenge is not information but rather intelligence.

The magic in research, then, lies in the interpretation of the findings to uncover

unexpected or unrealized insights into consumers, products, and the marketplace

situation.

: Strategic Planning

Topic Objective:

At the end of this topic student would be able to:

1. Differentiate between objectives, strategies, and tactics in strategic planning.

2. Identify the six basic decisions in an advertising plan.

3. Explain how planning works account.

4. Outline the key factors in an integrated marketing communication (IMC) plan.

Definition/Overview:

Strategic Planning: Strategic planning is the process of determining objectives (what you want

to accomplish), deciding on strategies (how to accomplish the objectives), and implementing the

tactics (which make the plan come to life). This process occurs within a specified timeframe.
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Key Points:

1. The Business Plan

Strategic planning is a three-tiered process that starts with the business plan, moves on to

functional areas of the company such as marketing, and then contributes direction to specific

plans for specialist areas such as advertising.

A business plan may cover a specific division of the company or a strategic business unit (SBU),

such as a line of products or all the offerings under a single brand name. The objectives for

planning at this level tend to focus on maximizing profit and return-on-investment (ROI). ROI

means that, in general, the costs of conducting the businessthe investmentshould be more than

matched by the revenue produced in return. The revenue above and beyond the costs is where

profit lies.

The business planning process starts with a business mission statement that is unique, focused,

and differentiating and also supports the broad goals and policies of the business unit.

1.1 The Marketing Plan

A marketing plan is developed and evaluated annually, although sections dealing with

long-terms goals might operate for a number of years. To a large extent, a marketing plan

parallels the business strategic plan and contains many of the same components.

A market situation analysis assesses the external and internal environments that effect the

marketing operations. The analysis looks at the companys history, products, and brands,

as well as the competitive environment, consumer trends, and other marketplace trends

that affect the product category.

The objectives at the marketing level tend to be focused on sales levels and share of

market, which refers to the percentage of the category purchases that are made by the

brands customers. Other objectives deal with specific areas of the marketing mix, such as

distribution.
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For advertising managers, the most important part of the marketing plan is the marketing

mix strategy. It links the overall strategic business plan with specific marketing programs,

including advertising and other IMC areas.

1.2 The Advertising or IMC Plan

Advertising planning operates with the same concern for objectives, strategies, and

tactics that weve outlined for business and marketing plans.

2. Basic Strategic Planning Decisions

A firm may operate with an annual advertising or IMC plan that outlines all the advertising or

marketing communication activities. In addition to or instead of an annual plan, a firm may

develop a campaign plan that is more tightly focused on solving a particular marketing

communication problem. A campaign plan typically includes a variety of messages carried in

different media and sometimes targeted to different audiences. An outline of a plan is included in

this topic .

2.1 Situation Analysis

This first step in developing an advertising plan is back grounding-researching and

reviewing the current state of the business that is relevant to the brand and gathering all

relevant information. After the research is compiled, analysis begins, which is sometimes

referred to as a situation analysis. Planners collect and analyze information about the

company, the brand, and the competition, as well as consumers in general and the brands

customers specifically.

2.1.1 SWOT Analysis

The primary tool used to make sense of the information is a SWOT analysis,

which stands for strengths, weaknesses, opportunities, and threats. The strengths

and weaknesses are internally focused and the opportunities and threats lie in the

external marketing environment.
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2.1.2 Key Problems and Opportunities

Analyzing the situation and identifying the problem that can be solved with an

advertising message are at the heart of strategic planning.

Advertising can solve only message-related problems such as image, attitude,

perception, and knowledge or information.

2.2 Advertising Objectives and Strategies

After the planners have examined the external and internal environment and defined the

critical areas that need to be addressed, they can develop specific objectives to be

accomplished during a specified time period.

2.2.1 The Logic of Objectives

The categories of main effects can be used as a template for setting advertising

objectives. The advertisers basic assumption is that advertising works if it creates

an impression, influences people to respond, and separates the brand from the

competition. Communication objectives may be important, even if they arent

focused directly on a sale.

2.2.2 Measurable Objectives

Every advertising campaign, and the ads in it, must be guided by specific, clear,

and measurable objectives. It is critical that an objective statement be specific,

quantified, and benchmarked, which means using a comparable effort to predict a

logical goal. There are five requirements for a measurable objective:

o A specific effect that can be measured

o A time frame

o A baseline

o The goal

o Percent change
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2.3 Segmenting and Targeting

The segments the planner selects become the target audience.

There is more to targeting than just identifying a possible audience and profiling

them. Advertising planners want to know whats going on in peoples heads and

heartswhat motivates them to attend to a message and respond to it. Getting

deeper insight into consumers is the responsibility of the account planning

function.

2.4 Positioning Strategy

Determining what place a product should occupy in a given market is called

positioning. The objective is to establish a location in the consumers mind based

on what the product offers and how that compares with the competition.

2.4.1 Product Features

The first step in crafting a position is to identify the features of your brand,

as well as the competition, to determine where the brand has an advantage

over its competitors. That means a marketer carefully evaluates the

products tangible features and other intangible attributes in order to

identify the relevant dimensions of the product that make it different from

its competitors.

A technique called feature analysis helps structure this analysis.

2.4.2 Competitive Advantage

Using the two factors of importance and performance, competitive

advantage lies where the product has a strong feature in an area that is

important to the target and competition is weaker.

2.4.3 Differentiation

A company competes in a crowded market by using product

differentiation. Product differentiation is a strategy designed to create
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product differences that distinguish the companys product from all others

in the eyes of consumers. Branding is the most obvious way to

differentiate one product from another. Perceived differences may be

tangible or intangible.

Products that really are the same, such as milk and unleaded gas, are

called undifferentiated or parity products.

2.4.4 Locating the Brand Position

A position is a location in a consumers mind where the product or brand is

placed relative to its competitors on the basis of the key factors the

consumer uses to make a decision, such as fashion or price. The way

planners compare positions is by using a technique called a perceptual

map that plots all the competitors on a matrix. Many ad campaigns are

designed to establish the brands position by giving the right set of cues

that will help locate the brand in someones mind. Another common

objective for advertising is to reposition a brand.

The advertising shapes the position but personal experiences anchor it in

the target audiences mind. The role of the advertising strategy, then, is to

relate the products position to the target markets life experience and

association.

2.5 Budgeting

The budget is a critical part of planning an advertising campaign. The budget determines

how many targets and multiple campaign plans a company or brand can support and the

length of time the campaign can run.

The following are the five most common budgeting methods:

o Historical: Historical information is the source for this common budgeting

method.
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o Objective-Task: This method looks at the objectives for each activity and

determines the cost of accomplishing each objective.

o Percentage-of-Sales: This method compares the total sales with the total

advertising (or marketing communication) budget during the previous year

or the average of several years to compute a percentage.

o Competitive Budgets: This method uses competitors budgets as benchmarks

and relates the amount invested in advertising to the products share of

market.

o All You Can Afford: When a company allocates whatever is left over to

advertising, it is using the all-you-can-afford budgeting method.

2.6 Evaluation: Determining Effectiveness

Evaluation is an important section in an advertising plan because it is the process by

which the effectiveness of the campaign is determined.

3. Account planning: what is it?

In general, an advertising plan matches the right audience to the right message and presents it in

the right medium to reach that audience. These three elements are at the heart of an advertising

plan and the agencys planner is responsible for making the following decisions:

 Consumer insight

 Message strategy

 Media strategy

The account planning function develops the advertising strategy and guides its implementation in

the creative work. Account planning is the research and analysis process used to gain knowledge

and understanding of the consumer, understanding that is expressed as a key consumer insight

into how people relate to a brand or product. An account planner, then, is a person in an agency

who uses this disciplined system to research a brand and its customer relationships in order to

devise adverting message strategies that are effective in addressing consumer needs and wants.
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Account planners are often described as speaking for the consumer or speaking with the voice of

the consumer.

An account planner doesnt solely design the creative strategy for an ad, as this is usually a team

process, but instead evaluates the consumers relationships with the brand and with media to

determine what kind of message they might respond to and when and how they would be most

likely to respond favorably to an ad.

Account planning was designed to bridge between the client perspective and the consumer

perspective.

3.1 The Research Foundation

Consumer research is at the core of all account planning. Account planners use research

to get inside the consumers heads, hearts, and lives. Research and the analysis of its

findings are used in three phases of the advertising planning processstrategy generation,

creative development, and campaign evaluation.

3.2 Consumer Insight

Account planners look at advertising as an insight factory. A great insight always

intersects with the interest of the consumer and the features of the brand. Through the

process of strategic and critical thinking, the planner interprets the consumer research in

terms of consumer insight that uncovers and showcases the relevance factorthe reason

why a consumer cares about a brand message. Consumer insights reveal the inner nature

of consumers thinking, including such things as mindsets, moods, motivations, desires,

aspirations, and motives that trigger their attitudes and actions.

3.2.1 Insight Mining

Insight miningfinding the aha in a stack of research reports, data, and transcriptsis

the greatest challenge for the account planner.

Understanding the brand/consumer relationship is important because account

planners are taking the position of the agencys brand steward.
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The account planning toolkit is made up of questions that lead to useful insights

that are culled from research.

The important dimensions that account planners seek to understand in planning

brand strategies are the relationship, the perceptions, the promise, and the point of

differentiation. Most importantly, planners are looking for clues about the brands

meaning, which is usually phrased in terms of the brand essence (core, soul),

personality, or image.

3.3 The Communication Brief

The outcome of strategic research usually reaches the agency creative department in the

form of a strategy document called a communication brief or creative brief, which

explains the consumer insight and summarizes the basic strategy decision. Most briefs

have six major parts: the marketing objective, the product, the target audience, the

promise and support, the brand personality, and the strategy statement.

The brief is an outline of the message strategy that guides the agencys work and helps

keep their creative ideas strategically sound. It is the planners main product and it should

be clear, logical, and single focused. Its strategic, but it also should be creative. It is

designed to ignite the creative team and give a spark to their idea process.

3.4 Personal Characteristics of a Planner

The person has to be proficient in research and strategic thinking, but some also argue

that an account planner has to be a creative thinker as well because the job demands an

ability to do problem solving.

4. Planning For IMC

An IMC plan follows the same basic outline as an advertising plan. The difference lies with the

scope of the plan and the variety of marketing communication areas involved in the effort. The

objective in IMC planning is to make the most effective use of all marketing communication

functions and to influence or control the impact of other communication elements.
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4.1 Differences in IMC Strategic Decisions

There are three main areas where an IMC plan is different from an advertising plan. They

are explained in the following sections.

4.1.1 Stakeholders

Stakeholder refers to any group of people who have a stake in the success of a

company or a brand. These audiences include all those who might influence the

purchase of products and the success of a companys marketing program.

Employees are particularly important and their support or buy in for marketing,

advertising, and marketing communication programs is managed through an

activity called internal marketing.

4.1.2 Contact Points

Contact points, also called touch points, are all the ways and places where a

person can come into contact with a brandall the points where a message is

delivered about the brand. Everything a brand does and doesnt do delivers a

message.

4.1.3 IMC Objectives

IMC objectives are tied to the effects created by the various forms of marketing

communication. All the various marketing communication tools have strengths

and weaknesses. An IMC plan operates with a set of interrelated objectives that

specify the strategies for all the various tools. Table 7.4 outlines a number of

objectives.

: Print And Out-Of-Home Media

Topic Objective:

At the end of this topic the students will be able to:

 Explain the key concepts of media planning and buying.
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 Identify the strengths and weaknesses of newspapers as an advertising medium.

 Describe the key factors that advertisers should know to make effective decisions about

advertising in magazines.

 Analyze why packaging is such an important advertising opportunity.

 Discuss factors that advertisers should consider in making out-of-home media decisions.

 Outline the factors that advertisers use to make decisions about using directory advertising.

Definition/Overview:

The Media Industry: Advertising media is a huge industry with almost $195 billion in

spending. Media spending slumped in the early 2000s but showed a turnaround in 2003 with an

overall spending increase of 6 percent from the previous year.

Key Points:

1. Basic Media Concepts

A media mix is the way various types of media are strategically combined in an advertising plan.

A media vehicle is a specific TV program, newspaper, magazine, or radio station or program.

1.1 Planning and Buying

A media plan, which identifies the best media to use to deliver an advertising message to

a targeted audience, is a subsection within an advertising plan. The media plan will have

its own objectives, strategies, and tactics. This challenge to determine the best strategy

for delivering a message is called media planning, and the execution of the media plan is

done through media buying. Media planning is the way advertisers identify and select

media options based on research into the audience profiles of various media. Planning

also includes scheduling and budgeting. Media buying is the task of identifying specific
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vehicles, negotiating the costs to advertise them, and handling the details of billing and

payment.

1.2 Reach and Frequency

The goal of most media plans is to reach as many people in the target audience as often as

the budget allows. Reach is the percentage of the media audience exposed at least once to

the advertisers message during a specific time frame. Frequency refers to the number of

times a person is exposed to the advertisement. Different media have different patterns of

frequency, as well as of reach.

1.3 Impressions

An impression is one persons opportunity to be exposed one time to an ad on a broadcast

program, newspaper, magazine, or outdoor location. Impressions can be added up as a

measure of the size of the audience either for one medium or for a combination of

vehicles in a media mix as estimated by media research.

The idea of impressions is different from circulation, because impressions estimate the

actual readership, rather than just the circulation, which refers to copies sold. In broadcast

media, impressions estimate viewers for television and listeners for radio. Television

exposure, which is similar to circulation, measures households with sets turned on called

HUT (households using television).

An estimate of total impressions is also called gross impressions. Gross impression

figures become very large and difficult to work with, which is why the television industry

uses ratings (percentage of exposure), which is an easier measurement to work with

because it converts the raw figure to a percentage of the population or households.

1.4 Media Key Players

Media salespeople work for a medium, such as a magazine or local television station, and

their objective is to build the best possible argument to convince media planners to use

the medium they represent. A media salesperson is responsible for putting packets of

information, or sales kits, together on the medium he or she represents, which usually
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means compiling profile information about the people who watch, listen, or read the

medium, along with the numbers describing audience size and geographical coverage.

Media reps are people or companies that sell space and time for a variety of media. This

allows the media buyer to place the buy with one order.

On the agency side, media planners, buyers, and researchers work primarily for agencies.

Media planners make the strategic decisions outlined in the media plan. Media buyers

implement the media plan. They are in regular contact with the media suppliers with

whom they do business on behalf of the client/agency. Media buyers are expected to

maintain good media supplier relations to facilitate a flow of information about the

dynamic media marketplace. Media researchers compile audience measurement data, and

the media costs and availability data for the various media options being considered by

the planners.

Media buying services are independent companies that specialize in doing media

research, planning, and buying. These agencies are taking over the media role that used to

be the responsibility of adverting agency media staff. They consolidate the media buying

in order to get maximum discounts from the media for the volume of their buys. They

then pass on some of this saving to their clients.

2. Print Media

Print advertising includes printed advertisements in newspapers, magazines, brochures, and on

other printed surfaces, such as posters and outdoor boards. Because the print message format is

less fleeting than broadcast and more concrete, people tend to spend more time with print and

absorb its messages more carefully. Print provides more detailed information, rich imagery, and

a longer message life.
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3. Newspapers

Newspapers are used by advertisers trying to reach a local market as most newspapers, other than

USA Today, are identified by the geography of the city or region they serve.

Newspaper readership has been declining for years, although it remains a fairly healthy

advertising medium.

Although newspapers go to a mass audience, they do have market selectivity that allows them to

target specific consumer groups using these methods. Examples of market selectivity are special-

interest newspapers, special-interest sections, and advertising inserts delivered only to particular

zip codes or zones.

3.1 The Structure of the Newspaper Industry

Newspapers can be classified by three factors: frequency of publication, format and size,

and circulation. A discussion of each follows.

3.1.1 Frequency of Publication

Most newspapers are published either daily or weekly. Daily newspapers usually

are found in cities and larger towns and have morning editions, evening editions,

or all-day editions.

Approximately 30 percent of the dailies and a few of the weeklies also publish a

Sunday edition. For a media planner, matching the timing of the advertising

message with the time the target audience is available is crucial.

Weekly papers appear in towns, suburbs, and smaller cities where the volume of

hard news and advertising is insufficient to support a daily newspaper. These

papers emphasize the news of a restricted area; they report local news in depth but

tend to ignore national news, sports, and similar subjects. National advertisers

often shun weeklies and are not heavy advertisers in daily papers. They use local

papers indirectly through advertising placed by local retailers, dealers, or

franchisees.
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3.1.2 Format and Size

Newspapers typically are available in two sizes. The first, called the tabloid,

consists of five or six columns, each of which is about 2 inches wide and has a

length of approximately 14 inches. The standard size, or broadsheet newspaper, is

twice as large as the tabloid size, usually eight columns wide and 300 lines deep

or 22 inches deep by 14 inches wide. More than 90 percent of all newspapers use

standard size.

Apart from the size and publishing schedule of a newspaper, advertisers pay close

attention to newspapers required advertisement format. In the early 1980s, the

American Newspaper Publishers Association and the Newspaper Advertising

Bureau introduced the Standard Advertising Unit (SAU) system. This system

eliminates each newspaper from developing its own size guidelines for ads. Now,

an advertiser can select one of the 56 standard ad sizes and be assured that its ad

will work in every newspaper in the country.

3.1.3 Circulation

The word circulation refers to the number of copies a newspaper sells and is the

primary way newspapers reach is measured and compared with the reach of other

media. A few newspapers have a national circulation. Some newspapers try to

reach a certain target audience by publishing Spanish-language editions or

editions aimed at African Americans, Chinese, Russians, and so forth. Special

newspapers also exist for special-interest groups, religious denominations,

political affiliations, labor unions, and professional and fraternal organizations.

3.2 Types of Newspaper Advertising

Mirroring the circulation patterns, advertising can be classified as national or local.

The pricing for newspaper advertising is sold based on the size of the space. The charges

are published on rate cards, which is a list of the charges for advertising space and the

discounts given to local advertisers and to advertisers who make volume buys. There are
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three types of advertising found within the local newspaper: classified, display, and

supplement.

3.2.1 Classified

There are two types of classified adsadvertising by individuals to sell their

personal goods and advertising by local businesses. Classified ads represent

approximately 40 percent of total newspaper advertising revenue. Many

newspapers have taken their own classified ads online.

3.2.2 Display

The dominant form of newspaper advertising is display advertising. Display ads

can be any size and can be placed anywhere in the newspaper except the editorial

page. Display advertising is further divided into two subcategories: local (retail)

and national (general). Local businesses, organizations, and individuals that use

local display advertising pay a lower, local rate.

Advertisers who dont care where their ads run in the newspaper pay the run-of-

paper (ROP) rate. If they want more choice over the placement, they can pay the

preferred-position rate, which lets them select sections in which the ad will

appear.

Some newspapers discount for frequency or as an incentive to attract certain

categories of advertising. To retain current profitable customers, some

newspapers offer hybrid rates to regular national advertisers that are lower than

the national rate but higher than the local rate.

One alternative that allows the national advertiser to pay the local rate is

cooperative advertising with a local retailer. Co-op advertising is an arrangement

between the advertiser and the retailer whereby the retailer buys the ad then the

manufacturer pays half (or some other portion depending upon the amount of

space the manufacturers brand occupies).
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A newer system designed to avoid the rate differential and ease the difficulty of

making a national newspaper buy is known as on-order, one-bill. Essentially,

media rep firms sell newspaper advertising space to national advertisers on behalf

of many different newspapers. Because the rep firm has so many newspaper

clients, it can offer lower rates for newspaper ad space.

3.2.3 Supplements

Supplements are syndicated, which means an independent publisher sells its

publications to newspapers throughout a country, or they are local full-color

advertising inserts that appear throughout the week and especially in the Sunday

edition of newspapers. Independent publishers create and distribute syndicated

supplements to newspapers throughout the country.

A free-standing insert (FSI) is the set of advertisements, such as the grocery ads,

that are inserted into the newspaper. The material is printed elsewhere and then

delivered to the newspapers. Newspapers charge the advertiser a fee for inserting

the supplement into the newspapers. FSIs allow greater control over the

reproduction quality of the ad, they command more attention than just another ad

in the paper, and advertisers can place free-standing inserts in certain newspapers

that are delivered to certain neighborhoods or even certain people.

3.3 Newspaper Readership

By all demographic standards, the newspaper is a solid mass-market medium, reaching

about 68 percent of the adult population. Historically, newspaper reading tends to be

highest among older people and people with a higher educational level. Newspaper

readership tends to be selective, with a greater percentage reading specific sections rather

than the whole paper.

3.3.1 Measuring the Newspaper Audience

Newspapers measure their audiences to assess their performance and spot growth

opportunities. They also use readership data to attract advertisers who want to

reach their readers. Newspapers obtain objective measures of newspaper
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circulation and readership by subscribing to one or both of the following auditing

companies:

o The Auditing Bureau of Circulation (ABC)

o Simmons-Scarborough

3.4 The Advantages and Disadvantages of Advertising in Newspapers

Following is a list of advantages of newspapers:

o Range of market coverage

o Comparison shopping

o Positive consumer attitudes

o Flexibility

o Interaction of national and local

Following is a list of problematic issues:

o Short life span

o Clutter

o Limited coverage of certain groups

o Poor reproduction

3.5 The Future of the Newspaper Industry

The increased costs of newspaper production have resulted in a general consolidation in

the newspaper industry. This consolidation has helped the industry implement new

technologies and delivery mechanisms. Advances include online circulation information

systems, electronic libraries, and database publishing. The emergence of the Internet as a

mechanism for delivering a newspaper has had a tremendous impact.
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4. MAGAZINES

Most magazines are special-interest publications aimed at narrow target markets. Specialty

magazines seem to have an edge over more general publications in terms of maintaining their

growth. People magazine is the leader in terms of advertising revenue. Historically, over half of

all new titles fail.

5. Types of Magazines

Advertisers that want to target their ads to specific audiences use many types of magazine

classifications when planning and buying print media and when creating print ads.

5.1 Audience Focus

The three main types of audiences that magazines target are consumer, business, and

farm audiences. Consumer magazines, directed at consumers who buy products for

personal consumption, are distributed through the mail, newsstands, and stores.

Business magazines include the following types:

o Trade papers aimed at retailers, wholesalers, and other distributors

o Industrial magazines aimed at manufacturers

o Professional magazines aimed at physicians, lawyers, and other

professionals

Business magazines are also classified as vertical or horizontal publications. A vertical

publication presents stories and information about an entire industry. A horizontal

publication deals with a business function that cuts across industries.
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5.1.2 Other Classifications

Magazines also are classified according to:

o Geography

o Demographics

o Editorial content

o Physical characteristics

o Ownership

5.2 Distribution and Circulation

Media planners and buyers also pay attention to a magazines distribution so they can

assess circulation potential and determine whether the correct audiences will be reached.

Traditional delivery is through newsstand purchases or home delivery via the U.S. Postal

Service. Nontraditional delivery methods include hanging bagged copies on doorknobs,

inserting magazines in newspapers, delivering through professionals, direct deliver, and

electronic delivery. Nontraditional delivery is referred to as controlled circulation,

meaning the magazine is distributed free to specific audiences.

5.3 Magazine Advertising

Magazines must fill a niche with unique editorial content to satisfy specific groups of

readers. Quality of reproduction and readers spending more time reading a magazine are

two of the biggest strengths.

5.3.1 Format

All magazines share some format characteristics. The inside and back

cover pages are the most costly for advertisers because they have the

highest exposure. The inside back cover is also a premium position.

Normally, the largest unit of ad space that magazines sell is the double-

page spread, in which two ad pages face each other.
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A double-page ad design must bridge or jump the gutter, the white space

running between the inside edges of the pages, meaning that no headline

words can run through the gutter and that all body text is on one side of

the spread or the other.

A page without outside margins, in which the color extends to the edge of

the page, is called a bleed page.

Magazines can sometimes offer more than two connected pages that fold

in on themselves. This kind of ad is called a gatefold.

Another popular format for advertisers is a special advertising page or

section that looks like regular editorial pages but is identified by the word

advertisement at the top.

Photo essay ads are becoming more common in magazines.

5.3.2 Technology

New technologies have enabled magazines to distinguish themselves from

one another. Selective binding and ink-jet imaging allow publishers to

personalize issues for individual subscribers.

Satellite transmission, along with desktop publishing technology, allows

magazines to print regional editions with regional advertising. This

technology permits publishers to close pages just hours before press time.

Sophisticated database management lets publishers combine the

information available from subscriber lists with other public and private

lists to create complete consumer profiles for advertisers.

5.4 Magazine Readership Measurement

For the media planner and buyer it is critical to know whether magazine readers have

unique characteristics and, if so, whether there is a way to verify these facts.
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Several companies attempt to verify the paid circulation of magazines, along with the

demographic and psychographic characteristics of specific readers.

Magazine rates are based on the circulation that a publisher promises to provide, or the

guaranteed circulation. Magazine circulation is the number of copies of an issue sold, not

the readership of the publication. As with newspapers, the ABC is responsible for

verifying circulation numbers.

Mediamark, which provides a service called MRI, is the industry leader in readership

measurement. The Simmons Market Research Bureau (SMRB) provides psychographic

data on who reads which magazines and which products these readers buy and consume.

One problem with these measurement services is the limited scope of their services.

One interesting change in magazine measurement is the move, which is supported by the

Magazine Publishers Association, to quantify the experience of reading the magazine,

rather than just the circulation of the title.

5.5 Advantages and Disadvantages of Advertising in Magazines

The benefits of magazine advertising include the ability to reach target or specialized

audiences, audience receptivity, a long life span, format, visual quality, and the

distribution of sales promotion devices.

Magazines are limited by certain factors. The most prominent disadvantages are limited

flexibility, lack of immediacy, high cost, and difficult distribution.

5.6 The Future of Magazine Advertising

Magazine editors are under constant pressure to include product placements in their

editorial content. That means marketers would pay the magazine for running an article

that features a product, usually just seen in a visual, as part of the story.

Technologyespecially online technologyis changing the magazine industry.
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6.0 PACKAGING

In todays marketing environment, a package is both a container and a communication vehicle. In

particular, it is the last ad a customer sees before making the decision to buy a product and once

on the shelf at home or in the office it is a constant brand reminder.

Impact on the shelf is the goal of packaging strategy. In an attempt to win over undecided

consumers at the point of purchase, many manufacturers are focusing on creating innovative,

eye-catching packages.

The package serves as a critical reminder of the products important benefits at the moment the

consumer is choosing among several competing brands. Sometimes, the package itself is the

focus of the advertising. In sum, packaging is a constant communicator, an effective device for

carrying advertising messages, and a strong brand reminder.

7. Out-Of-Home Advertising

Out-of-home advertising includes everything from billboards to hot-air balloons, from ads on

buses to posters on walls, telephone kiosks, painted semi-trucks, and so forth. The only thing

thats standard is that the image is applied using some form of printing process.

Out-of-home advertising is situational. It can target specific people with specific messages at a

time when they are most interested.

7.1 Outdoor Advertising

Outdoor advertising refers to billboards along streets and highways, as well as posters in

other public locations. Outdoor advertising is growing.

7.1.1 Size and Format

In terms of size and format, there are two kinds of billboards: poster panels and

painted bulletins. Printed posters are a type of billboard created by designers,

printed, and shipped to an outdoor advertising company. They are then pre-pasted
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and applied in sections to the poster panels face on location. They come in two

sizes.

The other kind of billboard is the painted bulletin. Painted bulletins differ from

posters in that they are normally created on site and are not as restricted as

billboards in size or shape. They can be painted on the sides of buildings, on

roofs, and even natural structures, such as the side of a mountain.

Designers can add extensions to the painted billboards to expand the scale and

break away from the limits of the long rectangle. These embellishments are

sometimes called cutouts because they present an irregular shape.

An advertiser would use a billboard for two primary reasons. First, it would

supplement a mass-media strategy by providing reminders to the target audience.

Second, it would act as primary medium when the board is in close proximity to

the product.

The message on a billboard must be short and have stopping power.

7.1.2 Buying Outdoor Space

The outdoor-advertising industry has increased its professional standards and

become more competitive with other media. The industry uses a system based on

showings, which refers to a standard unit for space sales based on the opportunity

a person has to see a particular outdoor board. This is typically based on traffic

count. If an advertiser purchases a 100 showing, the basic standard unit is the

number of poster boards in each market that will expose the message to 100

percent of the market population every day.

7.1.3 Advantages and Disadvantages of Outdoor Advertising

Outdoor advertising has the advantage of being a high-impact medium offering

larger-than-life visuals on a hard-to-ignore structure. It is valued as a directional

medium because it tells someone how to find a business establishment. It can also

serve as a brand reminder and can reinforce a creative concept employed in other
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media. Finally, outdoor boards and signs are the least expensive of all major

media, especially in light of their long life.

Disadvantages include the message fails to be seen or have an impact and the

media is a very passive medium. Some people feel that outdoor advertising is

visual pollution.

7.2 On-Premise Signs

Retail signs that identify stores have been with us throughout recorded history and are

today the most ubiquitous form of advertising. An effective sign may be simple or

complex. Signs that are mounted on a store or its property are described as directional, as

well as informational. Without signs consumers would find it difficult to locate the shops

they patronize and, likewise, businesses would become largely invisible to their

prospective customers. For some businesses, a sign, along with an ad in the local phone

directory, may be the most important forms of advertising.

7.3 Posters

Posters are used on the sides of buildings, kiosks, vehicles, and bulletin boards. The

impact of a poster is derived primarily from its striking design. In most cases there are

few words. The impact of a poster is also determined by its location.

7.3.1 Kiosks

Special structures called kiosks are designed for public posting of notices and

advertising posters. The location has a lot to do with the design of the message.

7.4 Transit Advertising

Transit advertising is mainly an urban advertising form that places ads on vehicles, such

as buses and taxis, that can circulate through the community. Transit advertising also

includes the posters seen in bus shelters and train, airport, and subway stations. Most of

these posters must be designed for quick impressions.
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There are two types of transit advertising: interior and exterior. Interior transit advertising

is seen by people riding inside buses, subway cars, and some taxis. Exterior transit

advertising is mounted on the sides, rear, and top of these vehicles, so pedestrians and

peoples in nearby cars see it.

Transit advertising is reminder advertisingit is a high-frequency medium that lets

advertisers get their names in front of a local audience at critical times such as rush hour

and drive time.

7.4.1 The Transit Audience

Transit messages can be targeted to specific audiences if the vehicles follow a

regular route.

Transit media, in all their various forms, offer the same advantages and

disadvantages as outdoor media. Used primarily as a reminder or supplement to

other media, it would be a minor part of the media mix unless the product and the

ad are in close proximity.

7. Directory Advertising

Directories are books like the Yellow Pages that list the names of people or companies, their

phone numbers, and their addresses. In addition to this information, many directories publish

advertising from marketers who want to reach the people who use the directory. This is a prime

audience and one of the biggest advantages of advertising in directoriesbecause people have

taken the initiative to look for a business or service, the listing is reaching an audience already in

need of something.

Directory advertising is described as directional advertising because it tells people where to go to

get the product or service they want. The key difference between directional advertising and

brand-image advertising is this: Directory advertising reaches prospects, people who already

know they have a need for the product or service, and bran-image advertising seeks to create a

need.
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The most common directories are those that a communitys local phone service produces. The

listings and ads in the Yellow Pages are a major advertising vehicle, particularly for local

retailers.

8. Yellow Pages

The Yellow Pages, lists all local and regional businesses that have a telephone number. In

addition to the phone number listing, retailers can buy display space and run a larger ad.

Because AT&T never copyrighted the name Yellow Pages, any publisher can use it.

Almost 90 percent of those who consult the Yellow Pages follow up with some kind of action.

Because the Yellow Pages are filled with ads, the level of clutter is high. Finding the

breakthrough concept or graphic image is really the key to creating impact.

8.1 Other Directories

In addition to the Yellow Pages, an estimated 7,500 directories exist that cover all types

of professional areas and interest groups.

The ads in trade and professional directories usually are more detailed than those in

consumer directories because they address specific professional concerns, such as

qualifications and scope of services provided.

Most of the directories can be transformed into an electronic version accessible through

the Internet. Electronic directories provide convenience and speed to customers who have

the right technology.

8.2 Advantages and Disadvantages of Directory Advertising

Advantages include the fact that directories are a shopping medium and can be an

effective selling tool. Directories are inexpensive and provide a good return-on-

investment. They are flexible in respect to size, colors, and formats. They have a long

life.
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The weaknesses include competitive clutter. Ads cannot be changed for several months.

There are consumers, such as non-English speakers or the illiterate, who cannot easily

use directories.

9. Using Print Advertising

Advertisers should always ask their media planner the cost of each media, its ability to meet their

advertising objectives, its ability to accommodate the style of message, and how targeted the

audience is.

In Section 3 of this course you will cover these topics:
Broadcast Media

Interactive And Alternative Media

Media Planning And Buying

The Creative Side And Message Strategy

You may take as much time as you want to complete the topic coverd in section 3.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to continue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Broadcast Media

Topic Objective:

At the end of this topic students will be able to:

 Describe the structure of radio, how it is organized, its use as an advertising medium, its

audience, and the advantages and disadvantages of radio advertising.

 Explain the structure of television, how it is organized, its use as an advertising medium, the TV

audience, and the advantages and disadvantages of TV advertising.
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 Outline how advertisers use film and video.

 Identify advantages and disadvantages of using product placements.

Definition/Overview:

Broadcast Media

Broadcast media, which transmit sounds or images electronically, include radio and television.

Broadcast media messages are fleeting. The media engages more senses than print media.

Key Points:

1. Radio

There are more than 10,000 commercial radio stations. The industry has seen a 27 percent

increase in ad revenues between 1998 and 2003.

1.1 The Structure of the Radio Industry

The elements are discussed in the following sections.

1.1.1 AM/FM

Stations with a broadcast range of approximately 2.5 miles are considered local

stations. Regional stations may cover an entire state or several states. The most

powerful stations are called clear channel stations and can deliver signals for long

distances.

Radio stations are delivered by two different ranges of signals or radio wave

frequencies: AM or FM. The strength of an AM signal depends on the

transmitting power the FCC grants the station, but AM signals tend to be stronger,

sometimes reaching as far away as 600 miles.
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An FM station typically sends a signal that travels 50 miles. The tonal quality of

an FM signal is superior to that of AM.

1.1.2 Public Radio

Public radio must abide by the same rules and regulations as television. Local

public radio stations are usually affiliates of National Public Radio (NPR). These

stations are considered non commercial and rely on listener support for most of

their funding.

Public radio is growing relative to competitors.

Corporate underwriting has increased along with the audience size because public

radio is one of the few media that can deliver the well-educated, affluent

consumer.

The radio industry also includes:

o Cable radio: Uses cable television receiver to deliver static-

free music via wire plugged in to cable subscribers stereos.

o Satellite radio: Delivers your favorite radio stations

throughout the United States.

o Low-power FM (LPFM): These nonprofit, noncommercial

stations serve a small market, with a reach of three to five

miles. The FCC does not allow these stations to carry

advertising.

o Web radio: Provides web-casting, which is audio streaming

through a Website.

1.2 Radio Advertising

Radio dramas and ads can involve the audience on a more personal level and can deliver

a high level of frequency because radio commercials, particularly jingles, which are

commercials, set to music, lend themselves to repetition.
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One problem is that radio also plays in the background for many of our activities so the

listener may not really be listening to, or concentrating on, the message. Effective radio

advertising is designed to break through the surrounding clutter.

Revenue is divided into three categories: network, spot, and local. Network revenues are

the smallest category and local advertising is the largest.

o Network radio advertising: Radio advertising can be bought from national

networks who distribute programming and advertising to their affiliates.

Network radio is a group of local affiliates connected to one or more national

networks through telephone wires and satellites. Network radio is a group of

local affiliates connected to one or more national networks through telephone

wires and satellites. Many advertisers view network radio as a viable national

advertising medium.

o Spot radio advertising: In spot radio advertising an advertiser places an

advertisement with an individual station rather than through a network. With

so many stations available, spot messages can be tailored for particular

audiences. Local stations offer flexibility through their willingness to run

unusual ads, allow last-minute changes, and negotiate rates.

o Syndicated radio advertising: Program syndication has benefited network radio

because it offers advertisers a variety of high-quality, specialized, and usually

original programming. Syndicated radio is original radio programming

playing on a large number of affiliated stations. Advertisers value syndicated

programming because of the high level of loyalty of its audience.

1.3 The Radio Audience

Radio is a highly segmented advertising medium. Radio listeners can be departed into

four segments: station fans, radio fans, music fans, and news fans. Station fans make up

the largest segment of radio listeners; radio fans represent a third of listeners; only 11

percent of the audience is classified as music fans; and the remainder are news listeners.
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Experts contend that much of the future success of radio comes from its ability to reach

kids and teens.

1.3.1 Measuring the Radio Audience

Advertisers considering radio are most concerned with the number of people

listening to a particular station at a given time. The typical radio programming

day is divided into five segments called dayparts.

The 610 a.m. segment is called morning drive time and it is the period when the

most number of listeners are tuned to radio.

The radio industry and independent research firms provide several measures for

advertisers, including coverage, which is similar to circulation for print media.

The most basic measure is the stations coverage. This is simply the number of

homes in a geographic area that are able to pick up the station clearly, whether

those homes are actually tuned in or not. A better measure is a station or programs

ratings, which measures the percent of homes actually tuned in to the particular

station.

Several major audience-rating services operate in the advertising industry. One,

the Arbitron Ratings Company, estimates the size of radio audiences for more

than 250 markets in the United States. RADAR, owned by Arbitron, deals with

both local and network radio.

1.4 Advantages and Disadvantages of Advertising on Radio

Following is a list of advantages:

o Target audiences

o Affordability

o Frequency

o Flexibility

o Mental imagery

o High level of acceptance
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Disadvantages include:

o Listener inattentiveness

o Lack of visuals

o Clutter

o Scheduling and buying difficulties

o Lack of control

1.5 Using Radio Effectively

Radio has excellent reminder and reinforcement capacity. To maximize the impact of a

radio spot, timing is critical.

1.6 Trends in Radio/Audio Advertising

New opportunities for audio advertising are showing up in novel new formats. Mini-CDs

are being embedded in the lids of soft drink cups at movie theaters and theme parks.

Supermarket customers may hear a voice address them from the shelf.

2. Television

Television advertising is embedded in television programming, so most of the attention in media

buying, as well as in the measurement of television advertisings effectiveness, is focused on the

performance of various shows and how they engage their audiences.

2.1 Structure of the Television Industry

Following is a discussion of key types of television delivery systems.

2.1.1 Network Television

A broadcast network exists whenever two or more stations are able to broadcast

the same program that originates from a single source. Networks can be over-the-
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air or cable. In the United States there are four national, over-the-air television

networks: the American Broadcasting Company (ABC), the Columbia

Broadcasting System (CBS), the National Broadcasting Company (NBC), and

Fox Broadcasting. ABC, CBS, and NBC own 15 regional stations. The remaining

600 regional stations are privately owned affiliates that have a contractual

relationship with the broadcasting company. The cost of the network and station

operations are paid for from the local and national advertising carried on these

channels.

The major networks originate their own programs and provide the programming

to the local affiliate who provides the audience. The affiliate station signs a

contract with the national network agreeing to carry network-originated

programming during a certain part of its schedule.

Affiliates pay their respective networks 30 percent of the fees they charge local

advertisers. In turn, affiliates receive a percentage of the advertising revenue (12

to 25 percent) paid to the national network. This advertising is the primary source

of affiliate revenues.

The problem facing network TV is that its audience for the big networks

continues to erode.

2.1.2 Cable and Subscription Television

Cable systems have grown rapidly because they provide highly targeted, special-

interest programming options. Cable is the most familiar example of subscription

television, which means that people sign up for service and pay a monthly fee.

Cable is stealing ad revenue from network TV and is a significant threat to the

financial health of the networks. Viewing time for cable is increasing.

Another form of subscription television is satellite TV. This technology is useful

for people who live in rural areas without local service.
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About 8 percent of cable programming comes from independent cable networks

and from independent superstations. These networks include Cable News

Network (CNN) and the Disney Channel.

The two categories of cable scheduling are network and local. Network cable

scheduling runs commercials across the entire subscriber group simultaneously.

With local cable scheduling, advertisers can show their commercials to highly

restricted geographic audiences through interconnects, a special cable technology

that allows local or regional advertisers to run their commercials in small

geographic areas through the interconnection of a number of cable systems.

2.1.3 Local Television

Most local television stations are affiliated with a network and carry both network

programming and their own programs. There are also local stations called

independent stations because they are not affiliated with a network. Costs for

local advertising vary, depending on the size of the market and the demand for the

programs carried.

National advertisers sometimes buy local advertising using spot buys. They do

this to align the buy with their product distribution, to heavy-up a national

schedule to meet competitive activities, or to launch a new product in selected

cities.

2.1.4 Public Television

In 1984 the FCC allowed public broadcasting system stations some leeway in

airing commercial messages, which are called program sponsorships. The FCC

says these messages should not make a call to action or make price or quality

comparisons. Current FCC guidelines allow ads to appear on public television

only during the local 2.5-minute program breaks.

2.2 Programming Options.

Following is a description of the five programming options and distribution formats.
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2.2.1 Specialty Television

The FCC has licensed low-power television (LPTV) to provide programming

outlets to minorities and communities that are underserved by full-power stations.

LPTV stations have signals that cover a radius of fifteen miles. Homes pull in

LPTV signals through special antennas and LPTV carries advertising for local

retailers and businesses.

2.2.2 Pay-per-view

Pay-per-view is another type of special television programming delivered by

satellite. Usually used for major sporting and music events, commercial

customers, such as bars, subscribe for live delivery of events without

commercials. Some experts predict this business to increase.

2.2.3 Program Syndication

Independent TV and cable stations have grown to fuel the syndication boom.

Syndicated programs are television programs purchased by local stations to fill

time in open hours. Off-network syndication includes reruns of network shows

like Seinfeld and Everybody Loves Raymond. First-run-syndication programs are

purchased from networks by syndication distributors and moved into syndication

even as the shows owners continue to produce new episodes. These shows did not

meet the minimal number of episodes for regular syndication.

2.2.4 Interactive Television

An interactive TV set is basically a television with computer capabilities.

Interactive television development appears to be taking off, thanks to broadband.

Broadband has more capacity to send data and images into a home or business

through a cable television wire than the much smaller capacity of a traditional

telephone wire or television antenna system.
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2.2.5 High-Definition TV (HDTV)

High-definition TV (HDTV) has been slow to build demand but that seems to be

changing. A high-definition television is a type of TV set that cans playback

movie quality, high-resolution images. The station has to broadcast the program

in an HDTV format.

2.2.6 Digital Video Recorders (DVR)

Digital Recorders (DVRs) are expected to have a profound effect on television

programming. The DVR system allows users to record favorite TV shows and

watch them whenever they like. Users get a TiVo box and subscribe to a service

that distributes programming. The technology makes it possible to record the

programming without the hassles of videotape, letting users pause, view instant

replays, and begin watching programs even before the recording has finished. Its

known as time-shifting.

TiVo is a substantial threat to marketers because it allows consumers to skip

commercials completely. Advertisers need to decide how to respond.

2.3 Television Advertising

Television works like movies and is a good medium for demonstrating how things work.

It brings brand images to life and adds personality to a brand.

2.3.1 Forms of Television Advertising

The actual form of a television commercial depends on whether a network, local,

or cable schedule is used.

o Sponsorships: The advertiser assumes the total financial responsibility

for producing the program and providing the accompanying

commercials. The advertiser can control the content and quality of the

program as well as placement and length of commercials. The cost is

too expensive for many advertisers. Sponsorships represent less than

10 percent of network advertising.
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o Participations: Represents more than 90 percent of network advertising.

Advertisers pay for commercial time during one or more programs.

This approach carries flexibility in market coverage, target audiences,

scheduling, and budgeting.

o Spot Announcements: Commercials that appear in the breaks between

programs, which local affiliates sell to advertisers who want to show

their ads locally.

2.4 The Television Audience

At least 98 percent of American households have one or more television sets. The

audience is highly fragmented. Advertising clutter is a problem and the audience has

become good at avoidance, unless the ads are highly engaging.

2.4.1 Measuring the Television Audience

Several independent rating firms periodically sample a portion of the television

viewing audience, assess the size and characteristics of the audiences watching

specific shows, and then make these data available, for a fee, to advertisers and ad

agencies, who use them in their media planning. Currently, A.C. Nielsen

dominates this industry. They use an audiometer that records when the TV set is

used and which station it is tuned to. They also measure using a viewing diary,

which provides data on who is watching which show.

2.4.1.1 Ratings

When you read about a television show having a rating of 20.0, that means

that 20 percent of all the households with televisions were tuned to that

program. One rating point equals 1 percent of the nations estimated TV

homes. This information is a bit misleading as media planners are more

concerned about the number of people watching rather than merely the

number with televisions turned on.
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2.4.1.2 Share

A programs share of audience refers to the percent of viewers based on the

number of sets turned on.

2.4.1.3 Gross Rating Points

The sum of the total exposure potential expressed as a percentage of the

audience population is called gross rating points (GRPs).

2.4.2 People Meters

People meters record what television shows are being watched, the number of

households that are watching, and which family members are viewing. The

recording is done automatically; household members indicate their presence by

pressing a button. This service is provided by Nielsen Media Research.

2.5 Advantages of Advertising on Television

o Pervasiveness

o Cost-efficiency

o Impact

2.6 Disadvantages of Television Advertising

o Production Costs

o Clutter

o Wasted reach

o Inflexibility

o Intrusiveness

2.7 Changes and Trends in Broadcast Television

New forms of television advertising are increasing with sponsorships, product

placements, and advertiser-controlled programming. The telecommunication industry and
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the cable industry are battling over who will control digital TV technology. Digitization

will allow information to flow in to households just as electricity does today. As a result,

tomorrows viewers may see only what they want to see.

3. Film and Video

Movie theaters, particularly the large chain theaters, sell time at the beginning of their film

showings for commercials, called trailers, that are movie previews. Most of these trailers are

advertising upcoming films, but some are national commercials for brands or local commercials

for local businesses. These ads can be targeted to a certain extent by the nature of the film and

the rating. The cost of the trailer is based on the number of theaters showing the spot and their

estimated monthly attendance. Generally the cost of a trailer in a first-run theater is about the

same as the cost of a 30-second television spot in prime time.

Videocassette and DVD distributors are also placing ads before their movies as well as on their

cases. Even some billboards are now equipped to run mini-movies and ads electronically. There

are also promotional video networks that run programs and commercials.

3.1 Advantages and Disadvantages of Movie Advertising

Trailers play to a captive audience and the attention level is higher for these ads than for

most any other form of commercials.

The captive audience dimension is also the biggest disadvantage as people who have paid

for a ticket resent the intrusion.

4. Product Placement

Product placement means a company pays to have verbal or visual brand exposure in a movie or

television program.

Product placements are becoming popular because they arent as intrusive as conventional

advertising and audiences cant zap the ads. It makes the product a star.
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4.1 Advantages and Disadvantages of Product Placements

The greatest advantage of product placement is that it demonstrates product use in a

natural setting. Its unexpected and catches the audience when their resistance to

advertising messages may be dialed down. Its also good for engaging the affections of

other stakeholders.

The biggest problem is that the placement may not be noticed. A more serious problem

occurs when there is not a match between the product and the movie or its audience.

Equally serious is that the success or failure of a movie is not known when the contract

for the placement is being negotiated.

5. Using Broadcast Advertising Effectively

The Practical Tips box at the end of the topic provides guidelines for broadcast media decisions.

: Interactive And Alternative Media

Topic Objective:

At the end of this topic the student will be able to:

 Determine the difference between interactive media and more conventional mainstream media.

 Explain how the Internet works as a business and as marketing communication.

 Discuss how Internet advertising works.

 Describe how E-mail advertising works.

 Show how the different forms of interactive and alternative new media are changing the way

advertising works.
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Definition/Overview:

Interactive Media: Interactive media refers to communication systems that permit two-way

communication, such as a telephone call or an E-mail message. There is a range of interactivity.

The closer the medium is to a dialogue or the more a user is able to manipulate the content, the

more it can properly be described as interactive communication. The Internet is interactive

because users are involved in selecting the information they attend to and they can contact the

company and other users directly.

Key Points:

2.0 THE INTERNET

The Internet is a linked system of international computer networks. The World Wide Web is the

information interface that allows people to access the Internet through an easy-to-use graphical

format. Most people use these terms interchangeably.

2.1 E-Business and Marketing Communication

E-business refers to all the hardware, software, and computer know-how that provides a

platform for businesses that use the Internet to sell products, as well as manage their

accounting, distribution, and production online. It also includes their advertising,

customer service, personal sales, internal communication to employees, and external

communication to outside stakeholders. The most familiar form of e-business is

companies, such as Amazon.com, that sell products online.

2.1.1 Providing Information

The Internet has helped bring interactivity to customer communication by

providing information. Web publishers, who are media providers using the

Internet to deliver news, features, and programs, also need to advertise these

services.
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2.1.2 Collecting Customer Information

E-businesses capture information and use it to direct their marketing

communication efforts to make messages more personal and relevant to

consumers.

2.1.3 The Internet and Privacy

Some people see problems with the collection of information. Their concern is

with how it is used and whether its use violates peoples privacy. Companies try to

maintain a responsible position by posting their privacy policy on their Websites.

The government and a number of consumer activists follow and/or monitor this

issue.

The Internet is also useful in handling other important forms of e-business

communication, such as customer service and technical support. Customer service

is the department customers contact when they have problems, questions,

complaints, or suggestions. Technical support refers to departments with highly

trained staff who are available to product users to answer customer questions

about the products use.

2.2 The Internet and Marketing Communication

The marketing communication dimensions of the Internet vary. Some web-based tools

are used for stakeholder communication and some are for advertising and other types of

promotion.

The Internet has the capability to deliver inexpensive internal communication. Intranets

are internal communication systems that connect employees. Extranets are similar

communication systems that connect a company and its employees to external

stakeholders.

The Internet has also become a major internal communication source with password-

protected Websites for employees, vendors, suppliers, dealers, distributors, and sales

representatives.
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2.2.1 Websites

Sometimes called a home page, a companys Website is the online face it presents

to the public. The Website is a communication tool that sometimes blurs the

distinction between common forms of marketing communication, such as

advertising, direct marketing, and public relations. Website redesign is often tied

to an integrated marketing communication (IMC) program with the objective to

unify all marketing materials.

2.2.2 Advertising Resources

Most Internet users depend upon search engines, such as Google or Ask Jeeves, to

find information for them. These Internet tools use keywords to compile a

collection of information relating to that word. For marketers, an important first

step in creating a viable Website is getting it registered with popular search

engines so that it begins building visibility and shows up early on the list provided

by the search engine.

Search marketing describes an approach that relies on actions initiated by

consumers. Because they are searching for a particular topic, Websites and the ads

on them are not perceived to be as intrusive as other forms of advertising.

Business-to-Business (B2B) ad networks link B2B Websites vertically through an

industry and horizontally across a mass market. These networks produce

something akin to a custom directory of B2B Websites for each advertiser,

helping the advertiser target a precise business audience with the right message.

2.2.3 Chat Rooms

Groups of people with a special interest can contact one another and exchange

their opinions and experiences through chat roomssites located online, sometimes

as part of an organizations Website, but sometimes completely independent of any

company. On these sites, people can post notes and respond to other peoples

postings.
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2.2.4 Blogs

A blog is a personal diary-like Website that is created by an individual. These

personal publishing sites also contain links to other related sites that the writer

feels are relevant. Some corporations are considering blogs as an alternative to

traditional Websites as a way to keep employees and other stakeholders informed.

3. Internet Advertising

Internet advertising is a growing industry. Advertisers see it as a relatively low-cost alternative to

mainstream advertising media. It reaches people who arent watching much television or reading

newspapers.

More than 90 percent of Internet advertising is found on a small group of large, established

news-media sites that operate as electronic publishers, such as nytimes.com, wsj.com, and

espn.com.

3.1 Purpose of Internet Advertising

Online advertising serves three primary purposes. First, it provides a brand reminder

message to people who are visiting a Website. Second, it works like an ad in traditional

media and delivers an informational or persuasive message. The third purpose, however,

is most critical in that it provides a way to entice people to visit the advertisers site by

clicking on a banner or button on the Website. This is called driving traffic to the

Website.

People find an advertisers Website after doing a search using a search engine, by finding

the address in some other communication, or by encountering an ad on a related site that

has enough impact to entice the visitor to leave the original site and move to this new

one.
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3.2 Types of Internet Advertising

The industry is moving so quickly that by the time you read this, other categories may

replace or supplement those discussed here.

3.2.1 Banner Ads

Banner ads are small ads, about other Web pages, on which people can click to

move to the advertised Website. They are usually placed on a Website featuring

complementary products or related topics.

3.2.2 Other Formats

 Skyscrapers: Extra-long, skinny ads running down the right or left

side of a Website.

 Pop-ups and Pop-behinds: Ads that burst open on the computer

screen either in front of or behind the opening page of the Website.

 Minisites: Allow advertisers to market their products without

sending people away from the site theyre visiting.

 Superstitials: These are thought of as the Internets commercial, and

are designed to work like TV ads. When you go from one page on

a Website to another, a 20-second animation appears in a window.

3.2.3 Interactive Formats

New technologies such as plug-ins, Java script, and Flash provide active

components. New interactive ads that deliver multi-media effects using

sound, still images, and full-motion video are referred to as rich media.

The phrase streaming video is used to describe moving images that can be

transmitted online and received through most computers and their

modems.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

125
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



3.3 Offline Advertising for Websites

One of the most difficult problems facing Internet marketers is driving traffic to their

sites. One way to do this is to use offline advertising, which appears in conventional

media to drive traffic to a Website.

3.4 The Internet Audience

The Internet has become a standard communication tool in both business and personal

use. It is now the leading tool for information searching by all ages.

3.4.1 Measuring Internet Audiences

The advantages of the Internet as a potential advertising vehicle are tremendous,

with rapid, near instantaneous feedback and results chief among them. Marketers

can run tests online, measure meaningful results within days, and quickly invest in

the best performers with minimal switching costs. The problem, however, is that

there is a lack of standards to measure Internet effectiveness. At the heart of the

problem is the question of what exactly is to be measuredreaders, viewers,

visitors?and how it equates to the reach of other media.

Consider hits (the number of times a particular site is visited), viewers (the

number of viewers to a site), unique visitors (the number of different viewers

during a particular time period), and page views (the number of times viewers

view a page). These measures track a consumer through a Website, but they offer

no insights as to motivation, nor do they tell us whether a visitor paid any

attention to the surrounding ads.

The primary method currently used to measure consumer response to Internet

advertising is click-through (the number of people who click on a banner ad). This

measure is considered insufficient by many Internet advertisers and a host of

private research providers have emerged to expand on that measure.

Having the ability to quantitatively measure audiences is particularly important to

media buyers who need to show what the click-through, page view, or total traffic
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means to their clients. It is also meaningful to advertisers or media buyers to

obtain similar information from comparable sites so that they can see if they are

getting a fair deal.

3.5 Advantages and Disadvantages of Internet Advertising

Internet advertising is relatively inexpensive. Advertisers can customize and personalize

their messages. An advertiser can use database marketing techniques and input key

demographic and behavioral variables, making the consumer feel like the ad is just for

him or her.

For the B2B advertiser, Internet advertising can provide excellent sales leads or actual

sales.

The Internet can level the playing field for small- and medium-sized companies that

compete against larger organizations. The cost of creating a Website, a set of ads, and a

database is affordable for virtually every marketer.

The most serious drawback is the inability of strategic and creative experts to consistently

produce effective ads and to measure their effectiveness. Clutter is also a problem.

3.6 The Web in International Advertising

The Web is an international marketing and advertising medium but it faces access, legal,

linguistic, currency, and technological barriers. The Internet audience is growing faster

internationally than it is in the United States, particularly in developing countries.

Advertising and sales promotion laws differ from country to country.

3.7 Changes and Trends in Internet Advertising

One of the biggest problems faced by Internet advertisers is the varying levels of

technological sophistication viewers have available. Some use high-speed DSL lines

while others use slow, dial-up modems and narrow bandwidth systems that make online

access and transmission tedious. Bandwidth refers to the amount of digital information

that can be sent through a phone line or fiber optic line.
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Another upgraded technology includes the new willingness of online publishers to accept

various types of advertising other than banners on their pages.

The biggest changes will happen in the area of measurement as the Internet becomes

more like mainstream television. Media planners and buyers hope to be able to use the

same daypart data, as well as reach and frequency tools, to evaluate the effectiveness of

online advertising.

4. E-Mail Advertising

One of the attractive things about E-mail advertising is that it is so inexpensive. Unfortunately

for E-mail advertisers, people generally dont welcome unsolicited E-mail, even if the response

rate is higher than for banners. Permission marketing attempts to address this problem by asking

potential consumers for their permission prior to sending them E-mail.

4.1 Spam

Blasting millions of unsolicited E-mail messages to E-mail inboxes for everything from

loans to computer cartridges is called spamming. Consumers who are irritated by the

avalanche of solicitations that clutter their inboxes may think of spam as junk E-mail, but

providers prefer to call it bulk E-mail.

Critics, and thats most of the rest of us, would like to see the government close down

these providers.

4.1.1 Opt-in and Opt-out

Proposed solutions to the spam problem usually incorporate one of two

permission marketing strategies for consumers to control their inclusion on E-mail

lists. Opt-in means that all bulk E-mailers have to get your permission before

sending any E-mail. Opt-out means that E-mailers can send the first E-mail, they

just have to have an option that makes it possible for you to say not to send any

further E-mails from that business.
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4.2 Viral Marketing

A practice designed to deliver a groundswell of opinion or marketplace demand for a

product is called viral marketing. It uses E-mail to circulate a message among family and

friends.

5. Alternative and New Media

Mainstream media of all types are hurting, particularly network television. However, some are

seeing double-digit annual increases in the Internet.

The search for new media is particularly important for advertisers trying to reach the youth

market, because teens are often the first to experiment with new media forms.

In some ways, this search for new ways to deliver messages is just as creative as the message

concepts developed on the creative side of advertising. These new media forms are called either

new media, a phrase that has been used to refer to new electronic forms such as the Internet, or

alternative media, which refers to non-traditional or unexpected communication tools and events.

5.1 Advertainment

In an attempt to stand out among the media clutter, several companies have begun

integrating brands into the content of television showsknown as advertainment or

branded entertainment. Branded entertainment more aggressively promotes a product

than product placement. Described as situational ads because they are embedded in

specific programs, they are harder for viewers to dismiss immediately as ads because the

product is a character in the program.

5.2 New Internet Practices

The following are two new approaches.
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5.2.1 Brand Experiences on the Web

Many companies are making their Websites more engaging and entertaining

because many consumers consider pop-ups, banner ads, and superstitials not only

annoying but ineffective. As a result, many companies instead are making their

Websites more engaging and entertaining, providing brand experiences.

5.2.2 Webisodes

Similar to television programs with recurring episodes in a developing story,

webisodes have created a new form of Web advertising. Webisodes blend

advertising and entertainment.

5.3 Video Games

Marketers are trying to reach young people by using video games. Online games will be

created as will product placement within games.

As video games develop as an advertising medium, planners and buyers are asking for

standardized independent data that proves their effectiveness.

5.4 Wireless Communication

The mobile cell phone has exploded as a popular form of telecommunication. Wireless

communication that links the common phone to a computer is possibly the most

important change in communication systems so far in the new millennium.

Cell phones have also introduced new product lines, such as graphic faceplates and

specialty ring tones.

5.4.1 Instant Messaging

Young people are more adept at exploring connection opportunities with new

communication systems than are older people. Instant messaging (IM) allows

users to keyboard brief messages into a cell-phone screen.
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Teens hate IM advertising because they see it as invasive. As in other forms of

advertising, the way to be less intrusive is to be more relevant and offer opt-in

options.

Click-and-dial systems use wireless phones to access Websites.

5.4.2 Hybrid Technologies

Convergence is a big word in the traditional media industries where the

differences between television, print, and the Internet media seem to be blurring.

The potential of interactive media is that they may combine the advantages of

broadcast, print, and the Internet. Convergence is also creating opportunities in

the wireless environment.

5.5 Non-Electronic New Media

Ads have been appearing in unexpected places, such as the back of toilet stall doors, for

some time.

5.6 Guerilla Marketing

Guerilla marketing is unconventional marketing-communication activities that are

intended to get buzz on a limited budget. The idea is to use creative ways to reach people

where they live, work, and walk to create a personal connection and a high level of

impact. If it works, the encounter gets talked about through word of mouth rather than

through the media. More about matching wits than matching budgets, guerilla marketing

does have limited reach.

Guerilla marketing has even reached the political realm.

: Media Planning And Buying

Topic Objective:

At the end of this topic the student will be able to:
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 Outline the basic media concepts used by planners and buyers.

 Describe the types of information compiled by media researchers

 Analyze how media planners set media objectives.

 List the key media strategy decisions.

 Identify the responsibilities of media buyers.

Definition/Overview:

Media Planning and Buying

Traditionally, the advertising agency has been responsible for developing the media plan, which

is usually devised jointly by the agencys media department, the account and creative teams, and

the marketers brand management group.

Today, the media buying process has moved online. Media buying services have come on the

scene along with unbundling, which refers to moving the media buying function outside the

agency. The media planning field also has undergone a metamorphosis because of the

fragmentation of mainstream media and the proliferation of new media.

The Aperture Concept

Prospective customers for a product or service have one or more ideal times and places at which

they can be reached with an advertising message. This ideal point is called an aperture. The goal

of the media planner is to expose the target audience to the advertisers message at the critical

point when a consumer is receptive to the brand message. Aperture is a metaphor but it illustrates

the idea that media planners need to focus tightly on their target audience using all the details

they can find about these people in order to reach the target audience.
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Key Points:

2.0 THE MEDIA PLAN

The media plan is a written document that summarizes the objectives and strategies pertinent to

the placement of a companys advertising messages. The goal of a media plan is to find the most

effective ways to deliver messages at every important contact point, the point where a consumer

has an opportunity to connect with a brand and respond in some way to a brand message.

2.1 Media Research: Information Sources

Media decisions are central to advertising planning and media research is central to

media planning. Sources of information include:

 Client Information: A good source for information about targeted markets,

previous promotions, product sales, distribution patterns, brand plans, and budget.

 Market Research: Independently gathered information about markets and product

categories.

 Competitive Advertising: Often media planners make scheduling decisions based

on the amount of competitive traffic. The objective is to find media where the

advertisers voice is not drowned out by competitors voices. This concept is called

share of voice, which measures the percentage of total advertising spending by

one brand in a product category, and it gives media planners an idea of how much

their advertising will stand out.

 Media Information: Various media provide information about the size and

makeup of their audience. This information is sometimes suspect so outside

research sources are also used. A designated marketing area (DMA) is one type of

media-related information pertaining to the broadcast coverage area for television.

 Consumer Information: Services, such as the Claritas PRIZM system and

Nielsens ClusterPlus system, and supermarket scanner data are used to locate

target audiences within media markets.
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3. Media Objectives

Media planners consider three elements in setting specific media objectives: the degree of

exposure (impressions), the number of different people exposed to the message (reach), and

repetition needed to reach those people and make an impression on them (frequency).

3.1 Exposure and GRPs

In practice, media planners use gross impressions as a primary measure for total

impressions. Gross impressions are the sum of the audiences of all the media vehicles

used during a certain span of time. The summary figure is called gross because the

planner has made no attempt to calculate how many different people were in the audience

or whether the same person saw the ad several times. To get the sum of gross

impressions, the media planner finds the audience figure for each vehicle sued, multiplies

that figure by the number of times the vehicle was used, and adds the vehicle figures.

To avoid the huge numbers, media planners convert impressions to gross rating points

(GRPs) in order to compare the efficiency of different media schedules. The problem is

determining how much is enough. Based on experience, intelligent guessing, and

computer models, planners have a general idea how many GRPs are necessary to

effectively impact a particular market.

Media objectives for a campaign are always stated in terms of some time frame.

3.2 The Reach Objective

An important aspect of an advertising campaign is how many different members of the

target audience can be exposed to the message in a particular time frame, which is a

measure of the campaigns reach. Different or unduplicated audiences are those that

have at least one chance to be exposed to a message.

Reach is the percentage of a mediums audience exposed at least once to the advertisers

message during a specific time frame. The media planner calculates the reach of a media

schedule according to research estimates that forecast the unduplicated audience.
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3.3 The Frequency Objective

The rate of exposure is called frequency. Although the reach estimate is based on only a

single exposure, frequency estimates the number of times the exposure is expected to

happen. To estimate the frequency of a schedule, planners use two methods: a shorthand

summary called average frequency and the frequency distribution method, which

shows the percentage of audience reached at each level of repetition.

3.3.1 Average Frequency

To figure the average frequency you need GRPs of a schedule and the reach

estimate. Gross rating points are divided by reach (percentage) to calculate

average frequency.

3.3.2 Frequency Distribution

Average frequency can give the planner a distorted idea of the plans performance.

Most planners who consider frequency tend to calculate frequency distribution

whenever possible. The frequency distribution method is more revealing and thus

more valuable.

3.4 Effective Frequency

Because of the proliferation of information and clutter, many media planners believe

there should be a threshold, or minimum frequency level, before they consider an

audience segment to have been exposed to the advertising message. This theory

essentially combines the reach and the frequency elements into one factor known as

effective frequency. The idea is that you add frequency to reach until you get to the level

where people respond. Some planners call this effective reach because it is making the

reach level more effective by increasing frequency. Thats the reason why we call it

effective frequency in this book.
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4. Media Strategies

Media strategy is the way media planners determine the most cost-effective media mix that will

reach the target audience and satisfy the media objectives.

4.1 Delivering on the Objectives

Strategies are designed to deliver on the media objectivesto deliver the right level of exposure in

terms of reach and frequency. Some plans may emphasize reach while others emphasize

frequency. Its possible to work for a balance of both. The strategic thinking challenge is to come

up with ideas about how the objectives will be accomplished. These strategies generally include

decisions that focus on the target audience, the media used, the time frame, the duration, and

size. Following is a discussion related to these issues.

4.1 Target Audience Strategies

The media plan implements the targeting strategy by finding ways to reach the target

audience in the most efficient way possible. The breadth of the target, as defined in the

advertising plan, determines whether the media planner will be using a broad mass media

approach or a tightly targeted and highly focused approach. The tighter the focus, the

easier it is to find appropriate media to deliver a relevant and focused message.

Assessing the media for target audience opportunities is a major challenge for media

planners. Planners consult research services to find programs that reach a large

proportion of the target audience. Finding connections based on matching consumer

insights and media information is one of the creative aspects of the media planners role.

Additional target information used by media planners includes consumer media use,

geography, and their consumption patterns.

 Media Use: The consumer research used in targeting and segmenting almost

always ask for information about what media people use as well as what other

activities engage their time. Media planners realize that people are moving away

from traditional media and spending more time with video games and the Internet.

 Geography: In most cases the media plan will identify special regions or cities to

be emphasized with a heavy-up schedule, which means proportionately more of
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the budget is spent in those areas. The companys sales geography is one factor

ued to make this decision. Most national or regional marketers divide their market

geographically.

 Consumption Patterns: A category development index (CDI) is calculated for

various categories, which is an index of the relative consumption rate of a product

in a particular market. Similarly, a brand development index (BDI) is an index of

the consumption rate of a brand in a particular market. The CDI tells you where

the category is strong and weak and the BDI tells you where a particular brand is

strong and weak. There are different strategies for dealing with these levels and

they have implications for the media mix and schedule. Planners typically dont

make heavy allocations in weak sales areas unless strong marketing signals

indicate significant growth potential.

4.2 Media Mix Selection

The practice of strategically selecting a group of media to deliver the message is called a

media mix. Using a number of media distributes the message more widely because different

media tend to have different audience profiles. Different media have different strengths in

terms of reach and frequency. Planners also try to create a synergistic effect between the

messages delivered in different media. This is called image transfer and refers to the way

radio, in particular, reinforces and re-creates the message in a listeners mind. In general,

media selection is based on message needs.

4.3 Media Weighting

Media planners often use decision criterion called weighting to help them decide how

much to budget. Weighting strategies can be designed to show the relative proportion of

media activity in terms of any number of factors, such as seasonality, geography, or

audience segment.

4.4 Cost Efficiency: CPM and CPP

The process of measuring the target audience size against the cost of that audience is

based on calculations of efficiencyor more popularly, cost per thousand (CPM), which is

an estimate of the cost to expose one thousand audience members, and cost per point
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(CPP), which is a method of comparing media vehicles by relating the cost of the

message to the audience rating.

 Cost Per Thousand: It is best to use CPM analysis to compare vehicles within

one medium. It is also important to base it only on the portion of the audience

that has the target characteristics. This is called targeted cost per thousand.

 Cost Per Point: Some planners prefer to compare media on the basis of rating

points instead of impressions. Although both efficiency calculations are used,

planners favor the CPP because of its simplicity.

Both the CPM and the CPP are relative values. Although we can use these efficiency

analyses across media, we make such comparisons carefully. CPM and CPP are more

valid when used to compare vehicles within a medium.

4.5 Scheduling Strategies

Media planners manipulate schedules in various ways to create the strongest possible

impact given the budget. A discussion of three scheduling strategies involving timing,

duration of exposure, and continuity of exposure follows.

4.5.1 Timing Strategies

o Timing decisions relate to factors such as seasonality, holidays, days of

the week, and time of day. It also relates to how often the product is

bought, whether it is used more in some months than in others, as well as

the consumers best aperture and competitors advertising schedules.

o Duration, How Long?: Message scheduling is often driven by consumer

use cycles especially for products and services that demand high usage

rates, such as candy and gum. In general, if you cannot cover the whole

year, you should heavy-up the schedule in higher-purchase periods.

o Another question is how much is enough: At what point does the message

make its point?

o The concept of lead time is also relevant. It refers to the amount of time

allowed before the beginning of the sales period to reach people when they
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are just beginning to think about seasonal buying. Lead time also refers to

the production time needed to get the advertisement into the medium.

o Continuity, How Often?: Timing or continuity refers to the way the

advertising is spread over the length of a campaign. A continuous strategy

spreads the advertising evenly over the campaign. Planners who cannot

afford or do not want continuous scheduling have two other methods to

consider: pulse pattern and flight patterns.

o A pulsing strategy is designed to intensify advertising before an open

aperture and then to reduce advertising to much lower levels until the

aperture opens again. The pulse pattern has peaks and valleys, also called

bursts.

o A flighting strategy is the most severe type of continuity adjustment. It is

characterized by alternating periods of intense advertising activity and

periods of no advertising. This on-and-off schedule allows for a longer

campaign without making the advertising schedule too light. The hope in

using non-advertising periods is that the consumers will remember the

brand and its advertising for some time after the ads have stopped. If the

flight strategy works, there will be a carryover effect of past advertising

that means consumers will remember the product across the gap until the

next advertising period begins.

4.5.2 The Media Flowchart

The strategy for meeting time and duration requirements calls for a balance

between the available advertising dollars and the length of the campaign. After

the schedule has been worked out in terms of what media run when and for how

long, these decisions are plotted on a media flowchart.

4.6 The Media Budget

The media planner begins and ends with the budget. An initial assessment of the budget

determines what kinds of media can be used. After the end of the planning processafter
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the media mix has been determinedthe media planner will do media allocation, which

means allocating the budget among the various media chosen. This is often shown in pie-

chart format.

4.7 Global Media Planning

Global media do not currently exist.

Satellite transmission is changing the face of international advertising but its availability

is not universal because of the footprint, the technical limitations, and the regulations of

transmission by various governments.

The North American, European, Asian, and Latin American markets are becoming

saturated with cable TV companies offering an increasing number of international

networks.

Star TV, with an audience spanning thirty-eight countries, was the first to reach the

market of an estimate 2.7 billion people.

The expansion of satellite television makes it possible to distribute a standardized

message to extensive audiences, the potential of which presents international advertisers

with new and unique challenges and powerfully enticing rewards.

6. Media Buying

Once the media plan is set, media buyers convert objectives and strategies into tactical decision.

They select, negotiate, and contract for the time and space in media.

6.1 Media Buying Specifics

Buying is a complicated process. Following is a discussion of the most important buyer

functions.

o Providing Inside Information: Media buyers are important information sources for

media planners. They are close enough to day-to-day changes in media popularity and

pricing to be a constant source of inside information.
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o Selecting Media Vehicles: The key function of media buying is choosing the best

media vehicles that fit the target audiences aperture. The media planner lays out the

direction, but the buyer is responsible for choosing the specific vehicles. Questions

such as, Does the vehicle have the right audience profile? or Will the programs

current popularity increase? are answered.

o Negotiation: A media buyer negotiates special advantages for clients. The key

questions are whether the desired vehicles can be located and whether a satisfactory

schedule and rates can be negotiated and maintained. Negotiating the lowest possible

price for placements is crucial. Following is a list of negotiation areas:

o Preferred Positions: The locations in print media that offer readership advantages.

o Extra Support Offers: Buyers often demand additional promotional support called

value-added media services. These can take any number of forms, including contests,

special events, merchandising space at stores, displays, and trade-directed

newsletters.

o Billing and Payment: Ultimately, it is the responsibility of the advertiser to make

payment for the various media. However, the agency is contractually obligated to pay

the invoice on behalf of the client. Keeping track of the invoices and paying the bills

is the responsibility of the media buyer in conjunction with the accounting

department.

o Monitoring the Media Buy: A media buyers responsibility to a campaign does not end

with the signing of space and time contracts. The media buyer is responsible for

tracking the performance of the media plan as it is implemented, as well as afterward,

as part of the campaign evaluation. Buyers must also fix problems. If errors occur

(e.g., program preemptions, missed closing, or technical problems), a policy of

compensating for such errors is called making good on the contract known as make

goods.

o Postcampaign Evaluation: Once a campaign is completed, the planners duty is to

compare the plans expectations and forecasts with what actually happened.

6.2 Global Media Buying

The definitions of global media buying vary widely, but everyone agrees that few

marketers are doing it yet. But, many are thinking about it.
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7. Media Planning Changes and Challenges

The entire area of media is dynamic and changing so fast, its hard to keep track of how business

is practiced.

7.1 Unbundling Media Buying and Planning

Occurring in the media industry is a shift in the way the industry is organized. This shift

is called unbundling media services. Because media companies can aggregate the buying

function across many different clients, that enables them to negotiate better rates for their

clients. Because these companies control the money, they have become a powerful force

in the advertising industry leading to a tug-of-war over control and planning.

Some of these media companies are now offering consolidated services, which means

bringing the planning and buying functions back together. To take advantage of this

consolidation argument, some media companies are also adding special planning teams

for other related areas, such as events, product placement, Internet, and guerilla

marketing programs.

7.2 Online Media Buying

At one time, GM set up GMTradeXchange.com for its vendors to buy and sell their

goods and services online. A comparable system to GMs has been set up by more than 50

consumer goods companies, including Proctor & Gamble, Coca-Cola, and Unilever.

Today, many companies rely on Covisint to handle these requests, allowing them to buy

billions of dollars in advertising through Internet technology.

7.3 New Forms of Media Research Needed

One challenge media planners face is the lack of reliable audience research on new

media. But the problem is deeper than that as the industry continues to challenge the

validity of the traditional media monitoring systems, such as the Nielsen ratings.
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Some experts are calling for innovative media monitoring systems that measure outcomes

and results instead of simply delivery.

Another problem is that media research is based on each medium as a separate study for

separate media. Most of the research services are unable to tell you much about the

effectiveness of combined media, such as seeing the same message on television and then

reading about it in a newspaper story or ad.

: The Creative Side And Message Strategy

Topic Objective:

At the end of this topic the student will be able to:

 Define creative advertising and explain how it leads to a Big Idea.

 Describe the characteristics of creative people and their creative process.

 Discuss key creative strategy approaches.

 Outline the key parts of a creative brief.

Definition/Overview:

The Art and Science of Creative Advertising

There is both a science (the way a message is persuasive, convincing, and relevant) and an art

(the way a message is an unexpected idea) driving effective advertising.

The ROI of Effective Advertising

According to the DDB Needham agency, an effective ad is relevant, original, and has

impactwhich is referred to metaphorically as ROI. Ideas have to be relevant or mean something

to an audience. An idea that is creative is novel, fresh, unexpected, and unusual. Original means

one of a kind. To be effective, the ideas also must have impact.
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The Big Idea

Behind every effective advertisement is a Big Idea, a creative concept that implements the

advertising strategy so that the message is both attention-getting and memorable.

The essence of a creative idea is that no one else has thought of it before. In an industry that

prides itself on creativity, copycat advertisingthat is, using an idea that someone else has

originatedis a concern.

The challenge is to come up with novel, interesting ideas for products that might appear to be

rather boring.

The Creative Leap

A Big Idea that expresses an original advertising thought involves a mind-shift. Instead of seeing

the obvious, a creative idea looks at something in a different way or from a different angle.

A creative leap means moving from the safety of a predictable strategy statement to an unusual

idea that hasnt been tried before. This leap is often referred to as the creative risk: If it hasnt been

tried before, then its a gamble. All creative ideas in advertising involve this element of risk, and

thats why copy-testing is used to test the idea before it runs, to try to determine whether it works.

Creative Thinking

A common technique advertisers use to force the creative leap is to make unusual associations.

Following is a list of common techniques that creative thinkers use to stimulate new ideas.

 Free association

 Divergent thinking

 Analogies and metaphors

 Right-brain thinking

Another approach is called creative aerobics. Creative aerobics is a thought-starter process that

works well in advertising because it uses both the head and the heart, which we refer to in

strategy development as rational and emotional appeals.
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Creative Roles

All agencies have copywriters and art directors who are responsible for developing the creative

concept and crafting the execution of the advertising idea. They often work in teams, are

sometimes hired and fired as a team, and may work together successfully for a number of years.

The creative director manages the creative process; copywriters and art directors work together

to generate concept, word, and picture ideas.

The Creative Person

Creative people are found in business, science, engineering, advertising, and many other fields.

But in advertising, creativity is both a job description and a goal. A current view of creativity

suggests that the area of personality most related to creativity is how open you are to new

experiences. Creative advertising people may be zany, weird, off-the-wall, and unconventional,

but they cant be eccentric.

Research indicates that creative people tend to be independent, assertive, self-sufficient,

persistent, and self-disciplined, with a high tolerance for ambiguity. They are also risk takers

with powerful egos that are internally driven. They dont care much about group standards and

opinions and typically have inborn skepticism and strong curiosity. Following is a list of key

characteristics of creative people who do well in advertising:

 Problem solving

 Ability to visualize

 Openness to new experiences

 Conceptual thinking

As important as creative thinking is for advertising professionals, strategic thinking is just as

important.

The Creative Process: How to Get an Idea

People who are good at thinking up new ideas will tell you that it is hard work. They read, study,

analyze, test and retest, sweat, curse, and worry.
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Steps and Stages

The creative process usually is portrayed as a series of steps. Following is a list of steps:

 Immersion

 Ideation

 Brainfog

 Incubation

 Illumination

 Evaluation

Brainstorming

As part of the creative process, some agencies use a thinking technique known as brainstorming,

where a group of six to ten people work together to come up with ideas. One persons idea

stimulates someone elses, and the combined power of the group associations stimulates far more

ideas than any one person could think of alone. The secret to brainstorming is to remain positive

and defer judgment.

Key Points:

2.0 CREATIVE STRATEGY

The art and science of advertising come together in the phrase creative strategy. A Big Idea must

be both creative and strategic.

People who create advertisements also make a distinction between creative strategy and creative

executions. Creative strategy, or message strategy, is what the advertisement says and execution

is how it is said.
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2.1 Message Objectives

In planning creative strategies, it is important to have an idea of what you want that

message to accomplish. Here are some of the more common advertising objectives that

drive creative strategy as they relate to the critical facets of effectiveness:

 Perception: create attention, awareness, interest, recognition, and recall

 Cognitive: deliver information and understanding

 Affective: touch emotions and create feelings

 Persuasion: change attitudes and create conviction and preference

 Transformation: establish brand identity and associations

 Behavior: stimulate trial, purchase, repurchase, or some other form of action.

2.2 Head and Heart Strategies

Two basic approaches to translating objectives into strategy are sometimes referred to as

head and heart strategies. Think and feel dimensions are sometimes referred to as rational

and emotional or what we are calling the head and heart factors. In the Facets model the

cognitive and persuasion objectives on the left generally speak to the head and the

affective and transformational objectives on the right are more likely to speak to the

heart. The decision to use a head or heart strategy is also affected by the product

situation.

2.2.1 Hard and Soft Sell Strategies

A hard sell is an informational message that is designed to touch the mind and

create a response based on logic. The assumption is that the target audience wants

information and will make a rational product decision. A soft sell uses emotional

appeals or images to create a response based on attitudes, moods, dreams, and

feelings. The assumption with soft-sell strategies is that the target audience has

little interest in an information search and will respond more favorably to a

message that touches their emotions or presents an attractive brand image.
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2.2.2 Lectures and Dramas

A lecture is a serious instruction given verbally. The advantages of lectures are

many: They are (relatively speaking) not expensive to produce and are compact

and efficient. A lecture can deliver a dozen selling points in seconds, get right to

the point, and make the point explicitly.

Drama relies on the viewer to make inferences. When a drama rings true, viewers

join in, draw conclusions from it, and apply those conclusions to their product

decisions.

3. Facets of Creative Strategy

The idea behind creative strategy is that there are a number of different ways to deliver a

message. The approach to use will vary with the target audience, the marketing situation, the

product itself, and its category. The goal is to match the objective with the best possible way to

deliver the message.

3.1 Messages That Drive Perception

To be effective, advertisements need to get exposure through the media buy. The

message, however, needs to get attention and build awareness. It also needs to get

consumers interest. Then, advertisers hope consumers will remember the message.

Following are some suggestions on how to do that.

3.1.1 Attention and Awareness

Getting consumers attention requires stopping power. Intrusiveness is important

in cluttered markets and media and for products that have a small share of

mindthose that are not very well know or not very interesting.

The function of originality is to capture attention by breaking old patterns.
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3.1.2 Interest

Keeping attention is the pulling power of an adit keeps pulling the reader or

viewer through to the end of the message. Advertisers stimulate interest by

speaking to the personal interest of their target audience. Another way is to elicit

curiosity, such as using a teaser campaign where the message unfolds over time.

3.1.3 Memory

Effective advertising has to stick (or be committed to memory). One technique to

ensure memorability is repetition. Clever phrases, shape, key visuals, and color

also intensify memorability.

Memorability also depends on the ads structure. The beginning of an advertising

message is the most important part for attracting attention and the end or closing

of a message is the most important part for memorability.

3.2 Messages That Drive Cognition

To have a practical effect on customers, managers must identify the product

characteristics or features (also called attributes), that are most important to the target

audience. In addition to importance to the consumer, the advertising might also point to

the products point of differentiation relative to the competition, which reflects its

position.

Attributes can be both tangible and intangible.

One type of informational strategy is a claim: which is a product-focused strategy that is

based on a statement about how the product will perform.

3.3 Messages That Touch Emotions

Emotional strategies highlight the psychological attraction of the product to the target

audience through such responses as love, fear, anxiety or envy. These are all soft-sell

strategies because they arent using a rational approach to present information or reasons.

A soft-sell strategy can be used for hard products.
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A general emotional goal is to deliver a message that people like in order to create liking

for the product.

3.4 Messages That Persuade

Persuasive advertising is designed to affect attitudes and create belief. Strategies that are

particularly good are testimonials and messages that generate word of mouth about the

product. A referral from someone who is not affiliated with the product will have more

persuasiveness than an ad that everyone knows is paid for by its sponsor.

3.4.1 Appeals

An appeal connects with some emotion that makes the product particularly

attractive or interesting, such as security, esteem, or fear. Although emotion is at

the base of most appeals, in some situations appeals can also be logical. Appeals

generally pinpoint the anticipated response of the audience to the product and the

message.

3.4.2 Selling Premises

A selling premise states the logic behind the sales offer. A premise is a

proposition on which an argument is based or a conclusion is drawn. It is usually

a rational approach. Following is a list of rational, customer-focused selling

premises.

 Benefit

 Promise

 Reason why

 Unique selling proposition

An important part of a selling premise is the proof given for the claim or benefit

statement. The proof, or substantiation needed to make a claim believable, is

called support.
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3.4.3 Conviction

The end result of persuasion is conviction, which means the consumer is

committed to something, prefers it, and probably intends to buy it or respond in

some way. Conviction is often built on strong, rational arguments that use such

techniques in their creative strategies as test results, before-and-after visuals,

testimonials by users and experts, and demonstrations to prove something.

Celebrity endorsements are also used to intensify conviction in the target

audience.

Product placements can be persuasive because they show a product in use in the

context of a movie and in use by stars. Celebrities, product placements, and other

credibility techniques are used to give the consumer permission to believe a claim

or selling premise.

3.5 Messages That Transform a Product into a Brand

The transformative power of branding, where the brand takes on character and meaning,

is one of advertisings most important functions. Image advertising is used to create a

representation in a consumers mind. The image takes on a particular meaning based on

the ideas, feelings, and attitudes that a consumer has about a product, as well as the

consumers past experiences with the product and its advertising.

3.5.1 Associations

An association message strategy delivers information symbolically by connecting

a brand with a certain type of person, lifestyle, or other characteristic. This link is

often created through visuals.

The objective of many branding campaigns is to create a brand relationship,

which gives a sense of ownership or affiliation to the user. Loyalty programs,

such as frequent flyer and frequent buyer clubs, are relationship marketing

programs that lock customers into an ongoing brand relationship.

Self-image appeals are also delivered through symbolism and association.
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3.6 Messages That Drive Action

Even harder to accomplish than conviction is a change in behavior. Many of the

strategies advertisers use to encourage behavior come from marketing communication

areas other than advertising, such as direct marketing and sales promotions.

Most ads end with a signature of some kind that serves to identify the company or brand,

but it can also serve as a call to action if it gives direction to the consumer about how to

respond.

Another challenge is to find interesting and original ways to generate word of mouth and

get people talking about the product. Trade shows can do this. This is sometimes called

viral marketing or buzz and it takes advantage of the fact that personal communication is

generally seen as more persuasive than mass media advertising and more likely to

motivate action. Viral marketing, which refers to messages being passed through an

online network, is another way to create buzz.

Ultimately, advertisers want loyal customers who purchase and repurchase the product as

a matter of habit or preference. Simply keeping the brand name in front of customers

goes a long way toward reinforcing continued use of that brand by customers who have

had a positive brand experience. Thats what reminder advertising strategies are designed

to do.

3.7 Message Approaches

There is no one right way to do advertising. However, there are some common message

formats or formulas. Following is a list of common formulas:

 Straightforward

 Demonstration

 Comparison

 Problem solution/problem avoidance

 Humor

 Slice of life

 Spokesperson
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 Teasers

 Shockvertising

4. Planning and Managing Creative Strategy

The next section looks at the process and planning document creative teams use to express their

ideas and includes a discussion of how executions follow from the creative brief and how the

creative strategy is evaluated.

4.1 The Creative Brief

The creative strategy and the key execution details are spelled out in a document called a

creative brief. The brief is the document prepared by the account planner to summarize

the basic marketing and advertising strategy. It gives direction to the creative team as

they search for a creative concept. The formats of these briefs vary, but most combine the

basic advertising strategy decisions:

o The problem to be solved

o The objectives

o The target market

o The positioning strategy

o The type of creative strategy

o The selling premise

o Suggestions about the ads execution, such as tone of voice

4.2 Message Execution

An execution is the form in which the ads message is presented. The execution details are

the specifics about how the message will look, read, and sound in its finished form.

Because ad copy is written as if it were a conversation, it can also be described in terms

of tone of voice.
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4.3 Managing the Global Creative Effort

Global campaigns, like domestic campaigns, require ad work that addresses the

advertising objectives and reflects the products positioning. The opportunity for

standardizing the campaign across multiple markets exists only if the objectives and

strategic position are essentially the same.

Even if the campaign theme, slogan, or visual elements are the same across markets, it is

usually desirable to adapt the creative execution to the local market. Adaptation is

especially important if the advertiser wants its product identified with the local market

rather than as a foreign import.

4.4 The Go/No Go Decision

An important part of managing creative work is evaluation, which happens at several

stages in the creative process. Although evaluation is based on research, at some point

there is a personal go/no go decision, either by the creative team or the client.

A particular problem that Big Ideas face is that the message is sometimes so creative that

the ad is remembered but not the product. Thats called vampire creativity and it is one of

the reasons some advertisers shy away from really novel or entertaining strategies.

4.4.1 Structural Analysis

The Leo Burnett agency has an approach for analyzing the logic of the creative

strategy as it is being developed. The Burnett creatives use it to keep the message

strategy and creative concept working together, as well as the head and the heart

appeals. This method, called structural analysis, relies on these three steps:

o Evaluate the power of the narrative or story line (heart).

o Evaluate the strength of the product claim (head).

o Consider how well the two aspects are integratedthat is, how the story line

brings the claim to life.
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4.4.2 Copytesting

A more formal method of evaluating the effectiveness of an ad, either in a draft

form or after it has been used, is called copytesting. To evaluate the results of the

advertising, the objectives need to be measurablewhich means they can be

evaluated to determine the effectiveness of the creative strategy

In Section 4 of this course you will cover these topics:
Copywriting

Design And Production

Direct Response

Sales Promotion, Events, And Sponsorships

You may take as much time as you want to complete the topic coverd in section 4.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to continue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Copywriting

Topic Objective:

At the end of this topic the student will be able to:

 Explain the basic style of writing used for advertising copy.

 Describe the various copy elements of a print ad.

 Explain the message characteristics and tools of radio advertising.

 Discuss the major elements of television commercials.

 Discuss how Web advertising is written.
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Definition/Overview:

Copywriting: The Language of Advertising

Although advertising is highly visual, there are four types of advertisements in which words are

crucial.

 If the message is complicated, words can be more specific than visuals and can be read over and

over until the meaning is clear.

 If the ad is for a high-involvement product, meaning the consumer spends a lot of time

considering it, then the more information the better, and that means using words.

 Information that needs definition and explanation, like how a new wireless phone works, is better

delivered through words.

 If a message tries to convey abstract qualities, such as justice and quality, words tend to

communicate these concepts more easily than pictures.

The Copywriter

The person who shapes and sculpts the words in an advertisement is called a copywriter. Copy is

the text of an ad or the words that people say in a commercial. A successful advertising

copywriter is a savvy marketer and a literary master.

Advertising Writing Style

Advertising writing is tightevery word counts because space and time are expensive.

Copywriters try to write the way the target audience thinks and talks.

The pompous, overblown phrasing of many corporate statements doesnt belong in ads. We call it

your-name-here copy because almost any company can use those words and tack their signature

on the end.

Tone of Voice

To develop the right tone of voice, copywriters write to the target audience.
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Grammar

Copywriters are attuned to the niceties of grammar, syntax, and spelling, although sometimes

they will play with a word or phrase to create an effect, even if its grammatically incorrect.

Adese

Formula writing, a well-known problem called adese, violates all the guidelines for writing

effective copy. It is full of clichs, superlatives, stock phrases, and vague generalities.

Another type of adese is brag-and-boast copy, which is we copy written from the companys point

of view with a pompous tone.

Key Points:

2.0 COPYWRITING FOR PRINT

A print advertisement is created in two pieces: a copy sheet and layout. The two categories of

copy that print advertising uses are display copy and body copy (or text). Display copy includes

all elements that readers see in their initial scanning, such as headlines, subheads, call-outs,

taglines, and slogans. Body copy includes the elements that are designed to be read and

absorbed, such as the text of the ad message and captions.

2.1 How to Write a Headline

The headline is a key element in print advertising. It conveys the main message so that

people get the point of the ad. It also works with the visual to get attention and

communicate the creative concept.

Headlines need to be catchy phrases, but they also have to convey an idea and attract the

right target audience.

Agencies copytest headlines to make sure they can be understood at a glance and that

they communicate exactly the right idea. Split-run tests (two versions of the same ad) in
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direct mail have shown that changing the wording of the headline while keeping all other

elements constant can double, triple, or quadruple consumer response. Following is a list

of general principles that guide the development of headlines.

o A good headline will attract only those who are prospects.

o The headline must work in combination with the visual to stop and grab the readers

attention.

o The headline must also identify the product and brand and start the sale.

o The headline should lead readers into the body copy.

Headlines can be grouped into two general categories: direct- and indirect-action. Direct

headlines are straightforward and informative and often link the brand with a benefit.

Indirect headlines are not as selective and may not provide as much information but may

be better at drawing the reader into the message. Following is a list of types of direct

action headlines.

o Assertion

o Command

o How-to heads

o News announcements

Following are two types of indirect action headlines.

o Puzzles

o Associations

A blind headline is an indirect headline that gives little information. It can work as an

attention getter but backfire if its not informative or intriguing enough to capture

attention.

2.2 How to Write Other Display Copy

Captions have the second highest readership. They have pulling power and provide

information. Copywriters also craft subheads that continue to help lure the reader into

the body copy. Subheads are considered display copy.
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Taglines are short catchy phrases and particularly memorable phrases used at the end of

an ad to complete or wrap up the creative idea. Slogans, which are repeated from ad to ad

as part of a campaign or a long-term brand-identity effort, also may be used as taglines.

Following is a list of techniques copywriters use to create catchy slogans.

o Direct address

o A startling or unexpected phrase

o Rhyme, rhythm, alliteration

o Parallel construction

o Cue for the product

o Music

2.3 How to Write Body Copy

The body copy is the text of the ad and its primary role is to maintain the interest of the

reader. It is the persuasive heart of the message. Following is a list of standard writing

style approaches.

o Straightforward

o Narrative

o Dialogue

o Explanation

o Translation

The lead is the first paragraph of the body copy. Closing paragraphs in body copy

usually refer back to the creative concept and wrap up the Big Idea. Direct-action

messages usually end with a call to action with instructions on how to respond.

2.4 Print Media Requirements

Various print media use the same copy elements; however, the way these elements are

used varies with the objectives for using the medium

2.4.1 Newspapers

Newspaper advertising is one of the few types of advertising that is not

considered intrusive because people consult the paper as much to see what is on
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sale as to find out what is happening in City Hall. For this reason, the copy in

newspaper advertisements does not have to work as hard as other kinds of

advertising to catch the attention of its audience or entertain. As a result, most

newspaper advertising copy is straightforward and informative.

2.4.2 Magazines

Magazines offer better quality ad production, which is important for brand image

and high-fashion advertising. On the other hand, consumers may clip and file

advertising that ties in with the magazines special interest as reference

information. This type of magazine ad can be more informative and carry longer

copy than do newspaper ads. Copywriters take care to craft clever phrasing for the

headlines and the body copy.

2.4.3 Directories

Publications that provide contact information often carry display advertising. In

writing a directory ad, copywriters advise using a headline that focuses on the

service or store personality unless the stores name is a descriptive phrase. Putting

in information that is subject to change can become a problem because the

directory is published only once a year.

2.4.4 Posters and Outdoor Advertising

Posters and outdoor boards are primarily visual, although the words generally try

to catch consumers attention and lock in an idea, registering a message. An

effective poster is built around a creative concept that marries the words with the

visual.

The most important characteristic of copywriting for outdoor advertising is

brevity.
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2.4.5 Product Literature

Sometimes called collateral materialsbecause they are used in support of an

advertising campaignbrochures, pamphlets, and other materials provide details

about a product, company, or event.

Typically, product literature is a heavy copy format or at least a format that

provides room for explanatory details along with visuals: The body copy may

dominate the piece.

3. How to Write Radio Copy

Ads that are broadcast on either radio or television are usually fifteen, thirty, or sixty seconds in

length. This short length means the commercials must be simple enough for consumers to grasp,

yet intriguing enough to prevent viewers from switching the station. Thats why creativity is

important to create clutter-busting ads that break through the surrounding noise and catch the

listeners attention.

Radio is a transitory medium and the ability of the listener to remember facts is limited. Thats

why copywriters repeat the key points of brand name and identification information. Radio is

pervasive but is seldom the listeners center of attention.

Radios special advantage, referred to as theater of the mind, is that the story is visualized in the

listeners imagination. The copywriter uses voice, music, and sound effects to help the listener

visualize.

3.1 Tools of Radio Copywriting

The tools are voice, music, and sound effects.

3.1.1 Voice

The most important element in radio advertising is voices, which are heard in

jingles, spoken dialogue, and announcements. Copywriters specify voices for

commercials based on the evocative qualities they contribute to the message.
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Radio advertising relies on conversational style and vernacular language. A good

radio copywriter also has an ear for the distinctive patterns of speech for the target

audience.

3.1.2 Music

Music can be used behind the dialogue to create mood and establish the setting.

The primary use of music is in support of jingles, which is a commercial in song.

Radio copywriters understand the interplay of catchy phrases and hummable

music that creates little songs that stick in our minds.

Jingle houses are companies that specialize in writing and producing commercial

music, catchy songs about a product that carry the theme and product

identification.

3.1.3 Sound Effects

Sound effects help make a commercial attention-getting and memorable. Sound

effects can be original, but more often they are taken from sound-effect libraries.

3.2 The Practice of Radio Copywriting

Following is a list of guidelines for writing effective radio commercials that address the

distinctive characteristics of radio advertising.

o Keep it personal.

o Speak to listeners interests.

o Wake up the inattentive.

o Make it memorable.

o Include call to action.

o Create image transfer.

3.3 Planning the Radio Commercial: Scripts

Copywriters working on a radio commercial use a standard radio script format to write

the copy to certain time blocksall the words, dialogue, lyrics, sound effects, instructions,
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and descriptions. The script format usually has the source of the audio written down the

left side and the content on the right. The instructions and descriptions, anything that isnt

spoken, are in capital letters.

4. How to Write Television Copy

Television copywriters understand that it is the moving imagethe actionwhich makes television

so much more engaging than print. The challenge for the writer is to fuse the images with the

words to present not only a creative concept, but also a story. One of the strengths of television,

is its ability to reinforce verbal messages with visuals or reinforce visuals with verbal messages.

Effective television can achieve a high level of audience absorption if it is written to maximize

the dramatic aspects of moving images and storytelling. Televisions ability to touch our emotions

and to show us thingsto demonstrate how they look and workmakes television advertising highly

persuasive.

4.1 Tools of Television Copywriting

Television copywriters have two primary tools: their audio and visual toolkits, designed

to create exactly the right impact. A television commercial is one of the most complex of

all advertising forms.

4.1.1 Video

Copywriters keep in mind that visuals and motion, the silent speech of film,

should convey as much of the messagethe Big Ideaas possible. Emotion is

expressed convincingly in facial expressions, gestures, and other body language.

Television is theatrical so many of the copywriters toolssuch as characters,

costumes, sets, and locationare similar to those you would use in a play, television

show, or movie.
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4.1.2 Audio

As in radio, the three audio elements are music, voices, and sound effects, but

they are sued differently in television commercials because they are connected to

a visual image.

A common manipulation of the camera-announcer relationship is the voice-over,

in which an announcer who is not visible describes some kind of action on the

screen. Sometimes a voice is heard off camera, which means you cant see the

speaker and the voice is coming from the side, behind, or above.

Music is also important in most commercials. Sometimes it is just used as

background, other times the song is the focus of the commercial.

4.1.3 Other TV Tools

The setting or set is where the action takes place. It can be shot in a studio or

filmed on location, which means the entire crew and cast are transported

somewhere away from the studio.

For many commercials, the most important element is the people, who are called

talent. Finding the right person for each role is called casting. People can be cast

as:

o Announcers

o Spokespersons

o Character types

o Celebrities

Costumes and makeup can be an important part of the story. Lighting is also

important.

Copywriters might have to specify the commercials pacehow fast or slow the

action progresses.
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4.2 Planning the TV Commercial

Copywriters must plan how long the commercial will be, what shots will appear in each

scene, what the key visual will be, and where and how to shoot the commercial. In

addition, the copywriter has to consider the length, number of scenes, and key frames.

A commercial is planned in scenessegments of action that occur in a single location.

Because television is a visual medium, the message is often developed from a key visual

that contains the heart of the concept. A key frame is that visual that sticks in theme and

becomes the image that viewers remember when they think about the commercial.

Copywriters need to answer many questions, such as how much product information

should be in the commercial, should the action be fast or slow, should the ad be unusual,

and so forth.

4.2.1 Scripts and Storyboards

Commercials are planned with two documentsa television script prepared by the

copywriter and a storyboard drawn by the art director. Similar to a radio script, a

TV script is the writers version of the commercials plan. It contains all the words,

dialogue, lyrics, instructions, and descriptions of the details. The storyboard,

which is the visual plan or layout of the commercial, shows the number of scenes,

the composition of the shots, and the progression of the action.

5. Writing for the Web

The Web is more interactive than any other mass mediumnot only does the viewer initiates the

contact; viewers can send an E-mail on many if not most Websites. This makes Web advertising

more like two-way communication, and thats a major point of difference from the other

advertising forms. Not only is the Web copywriter challenged to attract people to the site but also

to manage a dialogue-based communication experience. Web advertisers have to listen and

respond as well as target messages to audiences.
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In this complicated, fast-changing medium, there arent a lot of rules. For banners and other

formats that look like advertising and seek to attract someone to a companys Website, verbosity

is a killer. However, the Web is an information medium and users come to it, in some cases, for

extensive reference information. The challenge for Web advertisers, then, is to understand the

users situation and design messages that fit the users needs. That means Web copywriters have to

be able to write everything from catchy phrases for banners to copy that works like traditional

advertisements, brochures, or catalogues. A basic principle, however, is that good writing is good

writing.

5.1 Banners

The most common form of online advertising are small banner ads containing text,

images, and perhaps animation. Banners in this extremely small format have to be

creative to stand out amidst the clutter on a typical Web page and, similar to outdoor

advertising, they have to grab the surfers attention with few words.

Sometimes banners provide brand reminder information only, but they usually also invite

viewers to click on the banner to link to an ad or the advertisers home page. The

effectiveness of such efforts is monitored by the number of click-throughs. A study of the

most effective banner ads found that although they satisfy the need for entertainment,

information, and contest, they seldom use promotional incentives, such as prizes or gifts,

to motivate visitors to click through to the sponsors Website to drive action.

5.2 Web Ads

Similar to traditional advertising, Web ads are designed to create awareness and interest

in a product and build a brand image. In terms of creating interest, good copywriting

works well in any medium, including the Internet. These ads arent focused as much on

attracting attention as they are on maintaining interest.

5.3 Other Web Formats

Many marketers are experimenting with new forms of Web advertising such as games,

pop-up windows, daughter windows, and side frames. Ultimately, marketers want Web

ads that are totally interactive. An Internet approach that uses broadcast media as a model
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may be the answer. They want to make Internet advertising better than television

advertisingall the visual impact of traditional broadcast with the additional value of

interactivity.

6. Copywriting in a Global Environment

Language affects the creation of the advertising. English is more economical than many other

languages. This creates a major problem when the space for copy is laid out for English and one-

third more space is needed for French or Spanish. However, English does not have the subtlety

of other languages such as Greek or French. Standardizing the copy content by translating the

appeal into the language of the foreign market is fraught with possible communication blunders.

Headlines in any language often rely on a play on words, themes that are relevant to one country,

or slang. Because these verbal techniques dont cross borders well, copywriters must remove

them from the advertising unless the meaning or intent can be re-created in other languages. For

this reason, international campaigns are not literally translated.

Experience suggest that the most reasonable solution to the language problem is to use bilingual

copywriters who understand the full meaning of the English text and can capture the essence of

the message in the second language. A back translation of the ad copy from the foreign language

into the domestic one is always a good idea, but it never conveys a complete cultural

interpretation.

: Design And Production

Topic Objective:

At the end of this topic student would be able to:

1. Explain how visual impact is created in advertising.

2. List the principles of layout and explain how design is affected by media requirements.

3. Describe how art and color are reproduced.
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4. Explain how the art director creates TV commercials.

5. Identify the critical steps in planning and producing broadcast commercials.

6. Summarize the techniques of Web design.

Definition/Overview:

Visual Communication

Visuals normally work together with words to present the creative concept. Words and pictures

accomplish different message effects. Designers focus on six key reasons for the effective use of

visuals in advertising:

 Grab attention

 Stick in memory

 Cement belief

 Tell interesting stories

 Communicate quickly

 Anchor associations

Visual Impact

In most advertising the power to get attention primarily lies with the visual. In general, designers

have found that a picture in a print ad captures more than twice as many readers as a headline

does. The bigger the illustration, the more the advertisement grabs consumers attention. Ads with

pictures also tend to pull more readers into the body copy; initial attention is more likely to turn

to interest with a strong visual.

People not only notice ad visuals, they remember those with pictures more than those composed

mostly of type. The believability factor, as well as the interest-building impact of a visual story,

also is reasons why visuals are anchored so well in memory.

The Art Director

The person most responsible for creating visual impact is the art director. The art director is in

charge of the visual look of the message and how it communicates mood, product qualities, and
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psychological appeals. The art director makes decisions about whether to use art or photography

in printfilm or animation in televisionand what type of artistic style to use. Newspaper and Web

advertising visuals are often clip artimages from collections of copyright-free art that anyone

who buys the clip-art service can use.

One of the most difficult problems that creatives face is to transform a concept into words and

pictures. During the brainstorming process, creatives are engaged in visualization, which means

they are imagining what the finished ad might look like.

Art directors are involved in designing a brand or corporate logo, as well as merchandizing

materials, store or corporate office interiors, and other aspects of a brands visual presentation,

such as shopping bags, delivery trucks, and uniforms.

Key Points:

2.0 PRINT ART DIRECTION

The art directors toolkit for preparing print advertising includes the photos, illustrations,

typefaces, color, and layout of the proposed ad. Following is a discussion.

2.1 Illustrations and Photos

When art directors use the word art, they usually mean photographs and illustrations,

each of which serves different purposes in ads. Photography has an authenticity that

makes it powerful. Most people feel that pictures dont lie. For credibility, photography is

a good medium. A photograph is more realistic and an illustration is more fanciful.

Illustrations eliminate many of the details in a photograph, which can make it easier to

understand because what remains are the highlights of the image that we use most often

in recognizing what it represents. This ease of perception can simplify the visual message

but it can also focus attention on key details of the image. It can also intensify meanings

and moods, making illustrations ideal for fantasy.

The decision to use a photograph or an illustration is usually determined by the

advertising strategy and its need for realism or fanciful images.
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2.2 Color in Print

Color is used to attract attention, provide realism, establish moods, and build brand

identity. Print ads with color get more attention than ads without color. Some ads use

either full color; black and white, which lends dignity and sophistication to a visual; or

spot color in which a second color is used in addition to black. Spot color is highly

attention-getting, particularly in newspaper ads.

When realism is important to convey in an ad, full-color photographs may be essential.

Color can help convey a mood.

2.3 Typography

The ads typography is the appearance of the ads printed matter. In most cases, good

typesetting does not call attention to itself because its primary role is functional. Type

also has an aesthetic role, however, and the type selection can contribute to the impact

and mood of the message.

2.3.1 Families and Fonts

The basic set of letters in a particular typeface is known as the font. A font

contains the alphabet for one typeface in all its various sizes plus the numerals

and punctuation that go with the typeface.

There are two major typeface familiesserif and sans serif. Serif means that the end

of each stroke of a letter has a little flourish. A sans serif typeface is one that is

missing this detail and the ends of the stroke tend to be more block-like. Serif

letters are most often used for formal effectsand when there is a lot of copy to be

read. Sans serif faces are used for copy that is consulted rather than read, such as a

phone book or type in a diagram.

Designers must work with the following aspects of typeface selection:

o Uppercase

o Lowercase

o All caps
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o U&lc

o Weight, posture, and width

2.3.2 Justification

How the lines align at the end is referred to as justification. With justified type,

the ends align on both the right and left sides of the column type. With unjustified

type, also called ragged right (or flush left), the line endings on the right side of

the column fall where they will. The opposite, which is rarely used, is ragged left

(more often known as flush right), where the lines are aligned on the right but the

beginnings of the lines vary. A final option is to center the type.

2.3.3 Type Measurement

The smallest system of measurement units is called points, which designers use to

indicate the size of typefaces. There are 72 points in an inch. Designers also

measure the width and length of columns in picas. The pica is a bigger unit of

measurement with 6 picas in an inch and 12 points in a pica.

2.3.4 Legibility

The legibility of type refers to how easy it is to perceive the letters. Reverse type

is hard to read because people are accustomed to reading type as black or dark

shapes on a white or light background. All capitals and surprinting, which means

running the type over another image, are also more difficult to read.

2.4 Layout and Design

A layout is a plan that imposes order and at the same time creates an arrangement that is

aesthetically pleasing. Following is a list of layout types.

o Picture window: One of the most common layout formats is one with a single,

dominant visual that occupies about 60 to 70 percent of the ads space. Underneath it

is a headline and a copy block. The logo or signature signs off the message at the

bottom.

o All art: The art fills the frame of the ad and the copy is embedded in the picture.
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o Panel or grid: A layout that uses a number of visuals of matched or proportional sizes.

If there are multiple panels all of the same size, the layout can look like a window

pane or comic strip panel.

o Dominant type or all copy: Occasionally, you will see layouts that emphasize the type

rather than the art or even an all-copy advertisement in which the headline is treated

as type art. A copy-dominant ad may have art, but it is either embedded in the copy or

placed in a subordinate position, such as at the bottom of the layout.

o Circus: A layout that combines lots of elementsart, type, colorto deliberately create a

busy, jumbled image. This is typical of some discount-store ads or ads for local

retailers, such as tire companies.

o Nonlinear: A contemporary style of layout that can be read starting at any point in the

image. In other words, the direction of viewing is not ordered. This style of ad layout

works for young people who are more accustomed to nonlinear forms; they are not as

effective for older generations.

o Grunge: A style of layout that shows what is presumed to be a Generation Xinspired

lack of concern for the formalities of art, design, type styles, and legibility.

2.4.1 Design Principles

The design of an ad has both functional and aesthetic needs. The functional side of a

layout makes the message easy to perceive; the aesthetic side makes it attractive and

pleasing to the eye. Following is a discussion of eight design principles.

o Direction: Usually, designers create a visual path for the eye as it scans the

elements. In Western countries most readers scan from top to bottom and from

left to right. Most layouts work with these natural eye movements, although a

layout can manipulate directional cues to cause the eye to follow an

unexpected path.

o Dominance: Normally, the dominant element, which is the point of emphasis

or a focal point, is a visual, but it can be a headline if the type is big and bold

enough to dominate other elements. By definition there can be only one

dominant elementone focal pointand everything else must be subordinate.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

172
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



o Unity: With unity, all the elements in an ad fuse into one coherent image and

the pieces become a whole. Neighboring elements that touch and align add

unity and help with direction. An old axiom states the importance of grouping

things: Keep things together that go together.

o White space: Areas of the layout that arent covered by art or type are called

white space or negative space. White space can be a design element in

itselfeither to frame an element or to separate elements that dont belong

together.

o Contrast: Contrast makes one element stand out from another and indicates

importance. Contrast is created by size (larger versus smaller) and tone (light

versus dark).

o Balance: When artists decide where to place an element, they are

manipulating balance. There are two types of balance: formal and informal.

Formal balance is symmetricalcentered left to right. It is conservative,

suggests stability, and is used in more upscale product ads. Informal balance is

asymmetrical and creates a more visually dynamic layout, counterbalancing

visual weights around an imaginary optical center.

o Proportion: Equal proportions of elements in a print ad are visually

uninteresting because they are monotonous. Two visuals of the same size fight

with one another for attention and neither provides a point of visual

dominance. Copy and art should be proportionately different. Usually, the art

dominates and covers two-thirds to three-fifths of the page area (if the ad is

not meant to be text-heavy).

o Simplify, simplify, simplify: This is truism but most art directors realize that

less is more. Generally, the more elements that are crowded into a layout, the

more the impact is fragmented. The fewer the elements, the stronger the

impact. Clutter is the opposite of simplicity. It comes from having too many

elements and too little unity. Like all rules, however, this one is made to be

broken. Art directors know that to create the effect they want in a nonlinear

discount-store layout, they have to sacrifice simplicity.

o
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2.4.2 Layout Stages

The stages in the normal development of a print ad may vary from agency to agency

or from client to client. A thumbnail sketch is a quick, miniature, preliminary sketch.

Rough layouts show where design elements go. Semicomps and comprehensives are

drawn to size and used for presentation either inside or to the client. Mechanicals

assemble the elements in their final position for reproduction.

3. Print Production

Art directors need to understand print-ad production not only because it affects the look of the

ad, but also because it affects costs.

3.1 Print Media Requirements

Different media put different demands on the design, as well as the production, of

advertising. Newspapers are printed at high speed on an inexpensive, rough-surfaced,

spongy paper called newsprint that quickly absorbs ink on contact. Newsprint is not a

great surface for reproducing fine details, especially color photographs and delicate

typefaces. Most newspapers offer color to advertisers, but because of the limitations of

the printing process, the color may not be perfectly in registration (aligned exactly with

the image).

Magazines have traditionally led the way in graphic improvements because their paper is

better than newsprint. Excellent photographic and color reproduction is the big difference

between newspapers and magazines. Magazine advertisements are also turning to more

creative, attention-getting devices, such as pop-up visuals, scent strips, and computer

chips that play melodies when the pages are opened.

The key to an effective poster or outdoor board is a dominant visual with minimal copy.

Billboards must make a quick and lasting impression from far away so their layout should

be compact with a simple visual path.
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3.2 Art Reproduction

There are two general types of printed images: line art and halftone. A drawing or

illustration is called line art because the image is solid lines on a white page.

Photographs, which are referred to as continuous tone or halftone, are much more

complicated to reproduce because they have a range of gray tones between the black and

white. Printers create the illusion of shades of gray by converting continuous-tone art and

photos to halftones by shooting the original photograph through a fine screen. The

screened image is converted to a pattern of dots that gives the illusion of shades of

graydark areas are large dots that fill the screen and light areas are tiny dots surrounded

by white space.

Screens are also used to create various tint blocks, which can either be shades of gray in

black-and-white printing or shades of color. A block of color can be printed solid or it

can be screened back to create a shade.

Full-color images are reproduced using four distinctive shades of ink called process

colors, in a process called four-color printing. These colors are magenta, cyan, yellow,

and black. Printing inks are transparent, so when one ink overlaps another, a third color is

created and thats how the full range of colors is created. The process printers use to

reduce the original color image to four halftone negatives is called color separation. In

photographing the original, a separate color filter screens out everything but the desired

hue for each of the four process colors.

3.3 Printing Processes

Following is a list of the most common printing processes used in advertising and a brief

description of how they work.

o Letterpress: A process used for numbering items (such as tickets and so on) and

specialty printing effects such as embossing. With letterpress printing, a raised

surface gets inked; then when it strikes the surface of the paper, the image is

transferred.
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o Offset lithography: The most popular type of printing for newspapers and most

magazines. Offset lithography uses a smooth-surfaced, chemically treated plate to

transfer the image. Based on the principle that oil and water dont mix, the oil-based

ink adheres to parts of the image but not to other parts. The offset plates are produced

photographically.

o Rotogravure: A process used for long print runs with high-quality photographic

reproduction. Rotogravure printing uses an incised surface. The images are engraved

into the plate and ink collects in these little wells. When the plate strikes the surface

of the paper, ink is transferred from the wells to the paper.

o Flexography: A procedure that prints on unusual surfaces and shapes such as mugs

and balls. Flexography uses a rubber-surfaced printing plate that can be bent to print

on irregular surfaces. The plate transfers ink similar to offset printing.

o Silkscreen: A type of printing used to print posters, T-shirts, and point-of-sale

materials. Silkscreen printing uses a porous screen of silk, nylon, or stainless steel

mounted on a frame. A stencil image is made either by hand or using a photographic

process and the stencil is adhered to the screen. The nonprinting areas are blocked by

the stencil and the areas to be printed are left open. Using a squeegee, ink is forced

through the screen onto the printing surface.

If an ad is going to run in a number of publications, there has to be some way to distribute

a reproducible form of the ad to all of them. The duplicate material for offset printing is a

slick proof of the original mechanical. These proofs are called photoprints or photostats,

which are cheap to produce. Veloxes or C-prints are better-quality proof prints but are

more expensive.

3.3.1 Digitization

A recent trend in print production is the digitization of images that uses computer

technology to break type or art into tiny grids, each one coded electronically for

tone or color. These digitized images can then be transmitted electronically to

printers or clients.

Desktop publishing is the process of producing print documents on personal

computers with easy-to-use software. Desktop publishing is taking over the
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inexpensive end of typesetting and printing. At the higher end, typesetting

systems use sophisticated computer-based pagination equipment that combines

computer typesetting with page layout capabilities.

More sophisticated computers and software can produce the printing plates

directly from the layout.

3.3.2 Binding and Finishing

Art directors can enhance their ads and other printed materials by using a number

of special printing effects. Mechanical techniques include:

o Die-cutting

o Embossing or debossing

o Foil-stamping

o Tip-ins

4. Television Art Direction

The excitement and drama in a television commercial is created through moving images. The

visual storytelling is another responsibility of the art director. Visual storytelling is important,

even for abstract concepts.

4.1 Video Graphics

Art directors are responsible for creating the graphic elements that appear on screen. The

art director can arrange for filming or choose to use stock footage, which is previously

recorded imageseither video, still slides, or moving film.

Other graphic elements such as words, product logos, and still photos are digitized or

computer generated right on the screen. A crawl is computer-generated letters that appear

to be moving across the bottom of the screen. All of these are designed or specified by

the art director.
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Sophisticated computer graphics systems have pioneered the making of artistic film and

video advertising on computers. One of the most creative video techniques is called

morphing, in which one object gradually changes into another.

4.2 TV and Film Requirements

The length of a TV commercial is important in its design.

In addition to TV commercials, videos, CDs, and DVDs are also used for product

literature, news releases, direct marketing, and training films and, like ads, these are also

designed by art directors. The objective is to tell a longer product story and sometimes

the focus is as much on education as it is on selling the product.

5. Broadcast Production

The producer and director are the core of the production team. The commercials effectiveness

depends on their shared vision of the final commercial and the directors ability to bring it to life

as the art director imagined it.

5.1 Producing TV Commercials

There are a number of ways to produce a message for a television commercial. It can be

filmed live or prerecorded using film or videotape. It can also be shot frame by frame

using animation techniques. Typically, the film is shot on 35mm film or videotape and

then digitized, after which the editor transfers the image to videotape for disseminationa

process called film-to-tape transfer. The term cut, which comes from the editing

procedure, indicates an abrupt transition from one view of a scene to another. Art

directors work closely with editors who assemble the shots and cut the film to create the

right pacing and sequence of images as outlined in the storyboard.

5.1.1 Animation

The technique of animation traditionally meant drawing images on film and then

recording the images one frame at a time. Animation is traditionally shot at
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sixteen drawings per second. The introduction of computers has accelerated the

process and eliminated a lot of tedious handwork.

5.1.2 Stop Motion

A particular type of animation is stop motion, a technique used to film inanimate

objects. The same technique is used in claymation, which involves creating

characters from clay and then photographing them one frame at a time.

5.1.3 Music and Action

Specifying the music is usually done as part of the copywriting, however,

matching the music to the action is an art directors or producers responsibility. In

some cases, the music is the commercial; other times it is used to get attention, set

a mood, and lock the commercial into memory.

5.2 The TV Production Process

For the bigger national commercials, there are a number of steps in the production

process that fall into four categories: message design, preproduction, the shoot, and

postproduction.

5.2.1 Message Design

The first part of the production process is to get client approval on an advertising

strategy, choose the message format, create a key frame, write the script,

storyboard the action and scenes, and get client approval of the script and

storyboard.

5.2.2 Preproduction

The producer and staff first develop a set of production notes, describing in detail

every aspect of the production. These notes are important for finding talent and

locations, building sets, and getting bids and estimates from specialists.

Once the bids for production have been approved, the creative team and the

producer, director, and other key players hold a preproduction meeting to outline
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every step of the production process and anticipate every problem that may arise.

Then the work begins.

5.2.3 The Shoot

The film crew includes a number of technicians all of whom report to the director.

For both film and video recording, the camera operators are the key technicians.

Other technicians include the gaffer, who is the chief electrician, and the grip,

who moves props and sets and lays tracks for the dolly on which the camera is

mounted.

If the sound is being recorded at the time of shooting, a mixerwho operates the

recording equipmentand a mike or boom personwho sets up the

microphoneshandle the recording on the set.

The director shoots the commercial scene by scene, but not necessarily in the

order set down in the script. Each scene is shot, called a take, and all the scenes in

the storyboard are then assembled through editing. Film has to be processed

before the director can review it. These processed scenes are called dailies.

Rushes are rough versions of the commercial assembled from cuts of the raw film

footage. The director and the agency creative team view them immediately after

the shoot to make sure everythings been filmed as planned.

5.2.4 Postproduction

For film and video, much of the work happens after the shoot in

postproductionwhen the commercial begins to emerge from the hands and mind

of the editor. The objective of editing is to assemble the various pieces of film

into a sequence that follows the storyboard. The postproduction process is hugely

important in video because so many digital effects are being added to the raw

film

Another goal of video editing is to manipulate time, which is a common technique

used in commercial storytelling.
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The result of the editors initial work is a rough cut, a preliminary edited version of

the story that is created when the editor chooses the best shots and assembles

them to create a scene. The editor then joins the scenes together. After the

revision and reediting are completed, the editor makes an interlock, which means

the audio and film are assembled together. The final version with the sound and

film mixed together is called an answer print. The answer print is the final version

printed onto a piece of film. For the commercial to air on hundreds of stations

around the country, the agency has to make duplicate copiesa process called

dubbing. The dubbed copies are called release prints and are usually in video

form.

6. Effective Web Design

Web design includes creating ads that run on the Web as well as the Website itself. Banner ads

are designed more like outdoor boards than conventional print ads. This is because their small

space puts intense requirements on the designer to make the ad communicate quickly and

succinctly and yet attract attention and curiosity to elicit a click-through response.

Designers know that Web pages, particularly the first screen, should follow the same layout rules

as posters: The graphics should be eye-catching without demanding too much downloading time;

type should be simple, using one or two typefaces and avoiding all capitals and letter spacing

that distorts the words. Organizing the information is critical. Black type on a high-contrast

background usually is best; all the design elements should be big enough to see on the small

screen.

Sometimes the illustrations, as well as the photos, are obtained from clip-art services, or rather

click art. Any image can be scanned and manipulated to create a Web image, which is causing a

copyright problem for artists.

Because of digitizing, Web pages can combine elements and design styles from many different

media: print, still photography, film, animation, sound, and games.
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Web designers use a completely different toolbox than other types of art directors. Its such a

rapidly changing design world that its difficult to keep track of the most recent innovations in

Web design.

6.1 Action and Interaction

Web advertisers are continuing to find ways to bring dramatic action to the small screen

in order to make the imagery more engaging.

Because users can create their own paths through the Website, designers have to make

sure that their sites have clear navigation. Users should be able to move through the site

easily, find the information they seek, and respond. Ideally, users who visit a site

regularly should be able to customize the site to fit their own interests. If a site is well

designed, people may want to interact with the organization sponsoring the site.

: Direct Response

Topic Objective:

At the end of this topic the student will be able to:

Define and distinguish between direct marketing and direct-response advertising.

Explain the types of direct marketing.

Name the players in direct marketing.

Evaluate the various media that direct-response programs can use.

Explain how databases are used in direct marketing.

Discuss the role of direct marketing in integrated marketing programs.
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Definition/Overview:

The Practice of Direct Marketing

Advertisers use direct marketing in every consumer and business-to-business category. Direct

marketing (DM) occurs when sellers and customers deal with each other directly rather than

through an intermediary. It includes a strong focus on marketing research to guide strategy and

database development to better target customers. The four strategic tools of direct marketing are

catalogs, direct mail, telemarketing, and direct-response advertising.

Advantages and Disadvantages of Direct Mail

All four direct-marketing tools are also communication devices that deliver persuasive messages

with a focus on producing a sale. Advantages of direct marketing over indirect marketing include

the following:

 Direct marketing technology allows for the collection of relevant information about the

customer, contributing to the development of a useful database and selective reach, which

reduces waste.

 Products have added value through the convenient purchase process and reliable/quick delivery

mechanisms of direct marketing. Purchase is not restricted to a location.

 The marketer controls the product (rather than the wholesaler or retailer) until delivery.

 Advertising carrying direct-marketing components is more effective.

 It affords flexibility both in form and timing.

Weaknesses include:

 Consumers are still reluctant to purchase a product sight unseen.

 Annoyance is associated with direct marketing, such as too many catalogs, junk mail, and calls

during dinner.

 Direct marketing tends to be attuned to driving immediate sales, creating tension between

creating a long-term brand image and driving immediate sales.
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Direct Marketing and Direct-Response Advertising

Direct marketing includes one or more components that allow for lead generationwhich refers

to the way marketers identify prospective customersas well as actual purchase. It is a way of

doing business that produces sales as the result of a direct contact between the marketer and the

customer without any intermediaries.

Direct-response advertising is a type of marketing communication that combines the

characteristics of advertisingattention-getting visuals, interesting copy, and relevant timingbut

also includes an element that allows the reader, viewer, or listener to make a direct response to

the advertiser. The contact element can be a toll-free 800 or 900 phone number, an order coupon,

a request-for-information device, a Website, or an E-mail address.

Direct advertising provides a short-term, explicit result and the opportunity for immediate action.

Therefore, the return on investment is significantly high for direct-response advertising.

The Direct-Marketing Process

There are five basic steps in direct marketing:

 Setting objectives and making strategic decisions.

 Communication of an offer by the seller through the appropriate medium.

 Response or customer ordering.

 Fulfillment or filling orders and handling exchanges and returns.

 Maintenance of the companys database and customer service.

Objectives and Strategies

Direct marketing has three primary objectives:

 Lead generation: Providing basic information on companies or individuals who are potential

customers.

 Traffic generation: Motivating customers to visit an event, retail outlet, or other location.

 Action: Order products and make payments or take some other action, such as visiting a dealer,

returning a response card, or visiting a Website.
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The direct-marketing tools that achieve these objectives are direct-response advertising, catalog,

direct mail or E-mail, or telemarketingseparately or in some combination.

Prospecting is a technique of mining the information in databases to uncover prospective buyers

whose characteristics match those of users.

The Offer

All direct marketing contains an offer, typically consisting of a description of the product, terms

of sale, and payment and delivery information. In its offer, a successful DM campaign must

communicate benefits to buyers by answering the enduring question, Whats in it for me?

An effective DM offer, as with all marketing offers, clearly calls on the buyer to take some

action. All variables that are intended to satisfy the needs of the consumer are considered part of

the offer. These variables include the price, the cost of shipping and handling, optional features,

and so forth.

Message and Media Strategy

General guidelines apply to message development in direct marketing. The message is often

longer and contains more explanation and detail. Messages must contain clear comparisons or

characteristics such as price, style, convenience, and so forth.

Copy tends to be written in a personal, one-to-one conversational style. The message should

reflect whether the offer is a one-step offer or a two-step offer. A one-step offer asks for a direct

sales response and it is crucial that there is a mechanism for responding to the offer. A two-step

offer is designed to gather leads, answer consumer questions, or set up appointments.

There are two types of media employed in direct marketing. In the case of direct-response

advertising, traditional mass media are used to deliver the offer. The second kind of medium is

called controlled mediathe direct marketer either owns the medium or contracts for a company

to deliver the message through carefully controlled criteria. These media include catalogs,

telemarketing, and direct mail.
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The Response/Order

All direct marketing aims to generate a behavioral response, especially sales. Generating a

response is the third step in the direct-marketing process. Consumer response may take the form

of direct action or behaviors that precede purchase. Direct marketing prompts behavior by

making a relevant offer and providing a mechanism for convenient purchase and fast delivery.

To create urgency, the direct-marketing message may also include a promotional device such as

a gift or limited-time-only price deal.

Fulfillment and Customer Maintenance

The next step in the direct-marketing process is called fulfillmentthat is, getting the product to

the customer who ordered it. The most critical aspect of successful direct marketing is

maintaining a customer relationship. Direct marketers use a database to track customer

interactions and transactions.

Evaluation

DM professionals are able to continually evaluate and accurately measure the effectiveness of

various offers in a single campaign. Accurate measurements and adjustments are largely

responsible for DMs success.

Key Points:

2.0 Database Marketing

Direct marketers use databases to keep track of customers, identify prospective customers, and

as a segmentation tool for communicating offers to customers and prospects. The database is

important at both the beginning of the direct-marketing process, where it is a critical source of

information, and at the end of the process, where it captures and updates information for the next

interaction.
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Database marketing is possible because of innovations in computer technology that have helped

companies keep up with their customers. The purpose of the database is to produce up-to-date

information on customers and prospects, as well as their interactions with the company.

Database marketing is a practice that uses databases to predict trends and monitor consumers to

more effectively implement direct-marketing strategies.

The stages of the database marketing process include:

 Collection point

 Data entry

 Data assessment

 Data clustering

 Data application

 Data sharing

 Data refinement

If either expertise or resources are lacking, a company can obtain commercial databases from

firms whose sole purpose is to collect, analyze, categorize, and market an enormous variety of

detail about the American consumer.

2.1 Lists

Direct-mail lists that match market segment identified in the advertising plan can be

purchased or rented from list brokers. Direct-mail list brokers have thousands of lists

tied to demographics, psychographics, geography, hobbies, affiliations, and so forth.

New lists can be created by merging and purging. Combining lists or information is

called merging and deleting names or lists is called purging. There are three types of

lists:

o House lists: A list of the marketers own customers or members, its most important

target markets, and probably its most valuable list.

o Response lists: Derived from people who respond to something, such as a direct-mail

offer or solicitations, a response list is similar to the advertisers target audience.
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o Compiled lists: Rented from a direct-mail broker. It is usually a list of some specific

category, such as new mothers or association members.

2.2 Data-Drive Communication

Using the insights captured from previous interactions to create data-drive

communication, companies are better able to respond to and interact with their customers.

Ultimately, the knowledge in the database is the tool used to build and maintain customer

relationships.

2.3 Customer Relationship Management (CRM)

Customer relationship management (CRM) is a result of the improved management of

information contained in customer databases. CRM identifies and analyzes patterns in

customer behavior to maximize the profitability of reach relationship.

Behind CRM is highly developed database software that establishes links between

transactions and the corresponding customers characteristics. Armed with this

knowledge, the company can pursue strategies to improve services that are important to

their most profitable customers, attract new customers with similar characteristics, reward

best customers, and identify and eliminate those customer relationships that drain

company resources.

3. The Key Players

There are four main players in direct-response marketing: advertisers who use direct response to

sell products or services; agencies that specialize in direct-response advertising; the media that

deliver messages by phone, mail, or the Web; and consumers, who are the recipients of the

information and sometimes the initiator of the contact.

3.1 Advertisers

More than 1,200 firms are engaged in direct-response marketing. Their primary business

is selling products and services by mail or telephone.
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3.2 Agencies

The four types of firms in direct-response advertising are:

o Advertising agencies: Agencies whose main business is mass-media advertising

either have a department that specializes in direct response or own a separate direct-

response company. Even if there isnt a special division or department, the staff of the

agency may still be involved in producing direct-marketing pieces.

o Independent agencies: The independent, full-service, direct-marketing agencies

specialize in direct response, and many of them are quite large. The largest direct-

marketing agencies include some firms that specialize in only direct response and

others that are affiliated with major agencies.

o Service firms: Service firms specialize in supplying printing and mailing and list

brokering.

o Fulfillment houses: The fulfillment house is a type of service firm that is vital to the

success of many direct-marketing strategies. This is a business responsible for making

sure consumers receive whatever they request in a timely manner, be it a catalog,

additional information, or the product itself.

3.3 Media Companies

Direct-marketing media include mail, phone, Websites, and E-mail. In other words, all

those can be used to make a contact with a prospect and by the customer to place an order

or inquiry.

3.4 Customers

Although people might dislike the intrusiveness of direct-response advertising, many

appreciate the convenience.

4. The Tools of Direct Marketing

Direct marketing includes four primary tools to achieve its objectives. These strategic tools are

direct mail, catalogs, telemarketing, and direct-response advertising.
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4.1 Direct Mail

Direct mail is a print advertising message for a product or service that is delivered by

mail. A 2 to 5 percent response rate is considered typical. Most direct mail is sent using

the third-class, bulk-mail permit.

4.1.1 Direct-Mail Message Design

Progressive direct marketers, supported by research findings, have discovered that

the appearance of a direct-response ad can enhance or destroy the credibility of

the product information.

Most direct mail pieces follow a fairly conventional format. The packaging

usually consists of an outer envelope, a letter, a brochure, supplemental flyers or

folders, and a reply card with a return envelope. These can be one-page flyers,

multipanel folders, multipage brochures, or spectacular broadsheets that fold out

like maps big enough to cover the top of a table. The most critical decision made

by the target is whether to read the mailing or throw it away, and that decision is

based on the outer envelope.

Historically, the letter has been the most difficult element in a direct-mail

package.

4.2 Catalogs

A catalog is a multipage direct-mail publication that shows a variety of merchandise. As

databases have improved, catalog marketers are refining their databases and culling

consumers who receive catalogs but dont order from them.

The real growth in this field is in the area of specialty catalogs.

A number of advertisers are using video catalogs because these provide more information

about their products. Consumers can go online and review several catalogs, make

comparisons, and place orders.
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4.3 Telemarketing

More direct-marketing dollars are spent on telemarketingads delivered through phone

callsthan any other medium. Thats because telemarketing is almost as persuasive as

personal sales, but a lot less expensive.

Callers work in call centers, which are rooms with large banks of phones and computers.

Most calls are made from databases that contain prospects who were previously qualified

on some factor, such as an interest in a related product or a particular profile.

Occasionally cold-calling is used, which means the call center staff are calling

unqualified numbers, sometimes just randomly selected, and this practice has a much

lower response rate.

4.3.1 Types of Telemarketing

An inbound or incoming telemarketing call originates with the customer. The

consumer can be responding to an ad or a telemarketing message received earlier.

Calls originating with the firm are outgoing; these outbound telemarketing calls

are the ones that generate the most consumer resistance.

4.3.2 Criticisms of Telemarketing

Perhaps the most universally despised telemarketing tool is predictive dialing.

Predictive dialing technology makes it possible for telemarketing companies to

call anyoneeven those with unlisted numbers. Special computerized dialing

programs use random dialing.

Another problem associated with telemarketing is fraudulent behavior, such as

promising a product or service in exchange for an advance payment.

In responses to abuses in telemarketing, the Federal Trade Commission enacted

the Telemarketing Sales rule (TSR) in 1995 to protect consumers. The most

serious restriction on telemarketing is coming from various state and national do-

not-call lists.
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4.3.3 Telemarketing Message Design

The key point to remember about telemarketing solicitations is that the message

has to be simple enough to be delivered over the telephone. The message also has

to be compelling and short.

4.4 Direct-response Advertising

The common thread that runs through all types of direct-response advertising is that of

action. The move to action is what makes direct-response advertising effective. Although

it costs a lot per impression, direct-response advertising, particularly direct mail, is well

targeted.

4.4.1 Print Media

Ads in the mass media are less directly targeted than are direct mail and catalog

but they can still provide the opportunity for a direct response. Ads in newspapers

and magazines can carry a coupon, an order form, an address, or a toll-free or 900

number.

In magazines, response cards may be either bind-ins or blow-ins. Both are

freestanding cards that are physically separate from the ad they support. Bind-in

cards are stapled or glued right into the binding of the magazine adjoining the ad.

Blow-in cards are attached to the magazine after it is printed by special machinery

that puffs open the pages. These cards are loose and may fall out in distribution,

so they are less reliable.

4.4.2 Broadcast Media

A direct-response commercial on radio or TV can provide the necessary

information for the consumer to request information or even make a purchase.

Cable television lends itself to direct response because the medium is more tightly

targeted to particular interests.
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Direct-response TV also makes good use of the infomercial format. Today the

infomercial is viewed as a viable medium because of the following.

o Consumers now have confidence in infomercials and the products they

sell.

o With the involvement of upscale advertisers, the quality of infomercial

production and supportive research has improved.

o Consumers can be better segmented and infomercials are coordinated with

respect to these audiences.

o Infomercials can easily be introduced into foreign markets.

Advertisers might use the infomercial format if their product needs to be

demonstrated, is not readily available through retail outlets, and has a relatively

high profit margin.

4.5 The Internet and Direct Response

Direct marketingparticularly catalog marketingis the model for E-commerce. The Internet

provides the same components found in direct mail and telemarketing. The Web is

moving marketers much closer to one-to-one marketing.

Another feature of Internet direct marketing is greater sampling opportunities. Music is

an example.

The Internet is also providing companies with new ways to gather information on

consumers. One of the more ambitious is allowing consumers to create their own network

of contacts for marketers to promote across.

The technology of the Internet has produced dramatic changes in the direct-mail industry.

At a most basic level, the Internet has facilitated the ease in producing and distributing

traditional direct mail.

The Internet has begun to reconcile an ongoing conflict within the direct-mail industry:

the debate over sending small, personalized mailings or big, mass mailings. Today, the

utilization of extensive database information and innovative E-mail technology,
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combined with creative marketing strategies, has brought the benefits of highly

personalized, inexpensive messages to far-reaching mass campaigns.

4.5.1 Spam and Permission Marketing

Although E-mail marketing has enjoyed increased success, the practice has

received intense criticism for generating too much unwanted E-mail, otherwise

known as spam. The FTC has determined that 90 percent of all spam involving

business and investment opportunities contains false or misleading information.

Spoofing is done by spammers who fraudulently use someone elses identity to

send out spam.

This is a huge problem for legitimate direct marketers who have responded to the

criticism in two ways. For one, companies now search their rich databases for

customers buying habits or recent purchases. They then send these customers E-

mail that offers deals on related products and connect it to their customers

previous interactions with the company. More recently, direct marketers have

used a second approach called permission marketing to reduce criticism about

spam. Permission marketing gives customers an opportunity to opt-in to a

notification service from a company. The E-mail will ask if the recipient wants

further Emails and wants to be on the mailing list.

Permission marketing also gives customers an opportunity to opt-out of the

service when they no longer need a companys product or services. They can

sometimes even opt-down by reducing how frequently they receive messages.

5. Integrated Direct Marketing

As technology provides more and better ways to interact with customers, the challenge to direct

marketers has been to integrate direct mail, catalogs, telemarketing, E-mail, Websites, text

messaging, and instant messaging with other marketing communication, such as advertising.

One reason integration plays so well in the direct-response market is because of its emphasis on

the customer. By using databases, companies can become more sensitive to customer wants and
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needs and less likely to bother them with unwanted commercial messages. Integrated direct

marketing (IDM), also known as integrated relationship marketing, can be defined as a

systematic way to get close to your best current and potential customers.

5.1 Linking the Channels

Integrated direct-marketing companies seek to achieve precise, synchronized use of the

right media at the right time with a measurable return on dollars spent.

The principle behind integration is that not all people respond the same way to direct-

response advertising. One person may fill out an order form while another may

immediately call an 800 number.

A common failure in direct-marketing integration is that direct-marketing messages and

advertising messages often do not reinforce each other as well as they should. This is

because the two functionsadvertising and direct marketingoften are handled by different

agencies that dont talk to one another.

5.2 Creating Loyalty

If a company can demonstrate that it is acting in the customers best interest rather than

just trolling for dollars, it might gain consumers loyalty.

Perhaps the most ambitious attempt to create consumer loyalty is through a concept

called lifetime customer value (LCV). LCV is an estimate of how much purchase volume

companies can expect to get over time from various target markets. LCV is the financial

contribution through sales volume of an individual customer or customer segment during

a length of time. The calculation is based on known consumption habits plus future

consumption expectations. The estimate of the contribution is defined as return on

investment. By knowing your consumers past behavior, you can decide how much you

want to spend to get them to purchase and then repurchase your product, and you can

track your investment by measuring the response.
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6. Global Considerations In Direct Marketing

The direct-marketing industry is growing fast in many Far Eastern and European countriesin

some places, even faster than in the United States. The global trend is fueled by the same

technological forces driving the growth in the United States: the increasing use of computer

databases, credit cards, toll-free phone numbers, the Internet, and the search for more convenient

ways to shop.

Direct marketing is particularly important in countries that have tight restrictions on advertising

and other forms of marketing communication. However, the privacy issues are even more intense

in some countries than in the United States.

Governmental regulation of the postal service may also place limitations on the use of direct

mail.

: Sales Promotion, Events, And Sponsorships

Topic Objective:

At the end of this topic the student will be able to:

Explain the principles that drive the use of sales promotion and discuss why advertisers are

spending increasing sums of money on sales promotion.

List and explain the use of various consumer promotions.

Summarize the types and purposes of trade promotions.

Describe the use of other types of promotions: sponsorships, specialties, interactive

promotions, loyalty programs, and co-marketing programs.

Explain the strategic use of promotions in marketing in terms of brand building, new product

launches, integration, and effectiveness.
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Definition/Overview:

The Practice of Sales Promotion

Whenever a marketer increases the value of its product by offering an extra incentive to purchase

a brand or product, it is creating a sales promotion. In most cases, the objective of sales

promotion is to encourage action, although promotion can also help build brand identity and

awareness.

Changes in the Promotion Industry

In the 1980s more marketers found themselves driving immediate bottom-line response through

the use of sales promotion. As a result, in the 1980s and the 1990s the budget share switched

from 60 percent advertising and 40 percent sales promotion to the reverse. That trend reversed

again in the late 1990s as the dot-com companies spent huge sums on advertising. However, the

sales promotion industry has continued to grow, particularly in the area of trade promotion.

Reasons for the Growth of Sales Promotions

The chief reasons are the pressure for short-term profits and the need for accountability for

marketing communication efforts. Sales promotions are relatively easy to evaluate in terms of

their impact on sales.

Most U.S. companies focus on immediate profits, a drive that sales promotion satisfies.

Companies invest more money in sales promotions because they want quick results. Advertisers

also cite economic reasons for the shift. Traditional media costs have escalated to the point

where alternative types of media must be considered.

It is relatively easy and quick to determine whether a sales promotion strategy has accomplished

its objectives because there is usually an immediate response of some kind.

From the consumers perspective, sales promotion reduces the risk associated with a purchase by

giving them something of added value, such as a coupon, rebate, or discounted price.

Other reasons for the move to sales promotion match changes in the marketplace such as these:
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 Consumer behavior: Shoppers today are better educated, more selective, and less loyal to brand

names than in the past, which means they are more likely to switch brands.

 Pricing: Consumers have come to expect constant short-term price reductions, such as coupons,

sales, and price promotions.

 Market share: In most industries, the battle is for market share rather than general product

growth. Sales promotion encourages people to switch products, increasing market share.

 Parity products: Sales promotion is often the most effective strategy for increasing sales of a

parity product when the products in the category are largely undifferentiated. When products are

similar, promotions become the tiebreaker in the consumers decision making.

 The power of the retailer: Dominant retailers, such as Safeway, Wal-Mart, Toys R Us, and Home

Depot, demand a variety of promotional incentives before allowing products into their stores.

Categories of Sales Promotion

The most common sales promotion strategies target the three audiences of promotions:

consumer, trade, and sales force.

Key Points:

2. Consumer Promotions

Consumer sales promotions are directed at the ultimate user of a good or service. They are

intended to provide an incentive so that when consumers go into a store they will look for a

particular brand. The primary strengths of consumer sales promotions are their variety and

flexibility.

2.1 Types of Consumer Promotions

Following is a summary of common types:

o Price deals: A popular sales-promotion technique is a price deala temporary price

reduction or a sale price. There are four common price deals: (1) A cents-off deal is a

reduction in the normal price charged for a good or service (for example, was $1,000,
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now $500, or 50 percent off) announced at the point of sale or through mass or direct

advertising; (2) Price-pack deals provide the consumer with something extra through

the package itselfa prize in a cereal box, for instance; (3) Bonus packs contain

additional amounts of the product free when consumers purchase the standard size at

the regular price; and (4) Banded packs are more units of a product sold at a lower

price than if they were bought at the regular single-unit price. Sometimes the products

are physically packaged together, such as bar soap and six-packs of soft drinks.

o Coupons: There are two general types of coupons, which provide a discount on the

price of a productretailer and manufacturer. Retailer-sponsored coupons can be

redeemed only at the specified retail outlet. Manufacturer-sponsored coupons can be

redeemed at any outlet distributing the product. They are distributed directly (direct

mail, door-to-door), through media (newspaper and magazine ads, freestanding

inserts), in or on the package itself, or through the retailer (co-op advertising).

Manufacturers pay retailers a fee for handling their coupons.

o Refunds and rebates: A refund or rebate is a marketers offer to return a certain

amount of money to the consumer who purchases the product. Sometimes the refund

is a check for a certain amount of money, but other times it may be a coupon to

encourage repeat use.

o Sampling: Allowing the consumer to try the product or service is called sampling.

Advertisers can distribute samples to consumers in numerous ways. Sampling tables,

particularly for food products, can be set up in stores. Small samples of products can

show up with newspapers, on house doorknobs, in doctors and dentists offices, and,

most commonly, through the mail. Advertisers can design ads with coupons for free

samples, place samples in special packages, or distribute samples at special in-store

displays.

o Contests and sweepstakes: Contest and sweepstakes promotions create excitement by

promising something for nothing and offering impressive prizes. Contests require

participants to compete for a prize or prizes based on some sort of skill or ability.

Sweepstakes require only that participants submit their names to be included in a

drawing or other chance selection. A game is a type of sweepstake. It differs from a

one-shot drawing type of sweepstake because the timeframe is longer, so it
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establishes continuity requiring customers to return several times to acquire additional

pieces (such as bingo-type games) or to improve their chances of winning. There are

legal as well as ethical issues with contests, sweepstakes, and games.

o Premiums: A premium is a tangible reward for a particular act, usually purchasing a

product or visiting the point-of-purchase. Premiums are a type of incentive that work

by adding value to the product. Examples of premiums are the toy in Cracker Jacks,

glassware in a box of detergent, and a radio given for taking a real-estate tour.

Premiums are either free or low in price. The two general types of premiums are

direct and mail. Direct premiums award the incentive immediately at the time of

purchase. There are four variations of direct premiums: (1) store premiums, given to

customers at the retail site; (2) in-pack premiums, inserted in the package at the

factory; (3) on-pack premiums, placed on the outside of the package at the factory;

and (4) container premiums, in which the package is the premium. Mail premiums

require the customer to take some action before receiving the premium. A self-

liquidating premium usually requires that a payment be mailed in along with some

proof of purchase before the customer receives the premium. The payment is

sufficient to cover the cost of the premium. Another type of mail premium requires

the customer to save coupons or special labels attached to the product that can be

redeemed for merchandise.

o Specialties: Specialty advertising presents the brands name on something that is given

away as a remindercalendars, pens and pencils, T-shirts, mouse pads, tote bags, water

bottles, and so forth. The ideal specialty is an item kept out in the open where other

people can see it, such as a coffee mug.

2.2 How to Use Consumer Promotions

Promotions can be used to encourage trial as well as to maintain or increase share of the

market or remind and reward customers.

2.2.1 Awareness

Awareness is a real strength of advertising and the first step in consumer decision

making. Sometimes awareness can be increased when advertising is combined
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with an appropriate promotion to call attention to the brand name in order to get

people to try the product.

2.2.2 Trial

Sale promotions help consumers see clear benefits compared to the competition.

Sales promotion does this by arranging for experiences such as special events

where people can try the product or see it demonstrated. Trial is one of sales

promotions most important objectives, however, the important thing is to get the

right peoplethe target audienceinvolved with the product.

Sales promotion has other tools that lead to trial such as sampling. Sampling is an

effective strategy for introducing a new or modified product or for dislodging an

entrenched market leader by enticing potential users to try the product. As a

general rule of thumb, retailers and manufacturers maintain that sampling can

boost sales volume as much as ten times when used with a product demonstration

and 10 to 15 percent thereafter. Sampling is generally most effective when

reinforced on the spot with product coupons.

Another way sales promotion can motivate people to try a new product is to offer

a price deal. These price deals are usually done through coupons, refunds, rebates,

or premiums. Refunds and rebates are effective because they encourage

consumers to purchase a product before a deadline. In addition, refunds stimulate

sales without the high cost and waste associated with coupons.

Coupons mainly encourage trial, induce brand switching, and reward repeat

business. The main advantage of the manufacturers coupon is that it allows for the

advertiser to lower prices without relying on cooperation from the retailer to

distribute them. Advertising for these deals include sales, flyers, newspaper ads,

and broadcast ads.

2.2.3 Maintain or Increase Market Share

Price deals can convince prospective users to switch from an established

competing brand. A price deal can be used to reward loyal users in order to
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encourage their repeat business. Price deals are particularly effective in those

situations where price is an important factor in brand choice or if consumers are

not brand loyal.

To maintain a brands presence or increase its market share after it is launched,

markets use promotional tools such as coupons, premiums, special events, and

contests and sweepstakes.

In addition to serving as a reward for buying a product, premiums, for example,

can enhance an advertising campaign or a brands image.

2.2.4 Brand Reminder

Promotions are used at the reminder stage. This means that you change

advertising copy to remind customers about the positive experience they had with

the product and use sales promotions to reinforce loyalty with coupons, rebates,

and other rewards. Specialty advertising serves as a reminder to the consumera

reminder to consider the product. Advertisers use specialty items to thank

customers for patronage, to reinforce established products or services, and to

generate sales leads.

3.0 TRADE PROMOTIONS

Marketers know that they must engage the trade in programs if their consumer promotions are to

be effective. In such programs, trade refers to all the people involved in the channel of

distributionbuyers, brokers, distributors, wholesalers, dealers, franchisees, retailers, and so on.

Typically companies spend more than 50 percent of their total promotion budget on promotions

directed at the trade.

3.1 Types of Trade Promotion

Trade advertising directed at wholesales and retailers provide trade members with

information about new products and their selling points. In addition trade promotion
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techniques, especially price discounts, point-of-purchase displays, and advertising

allowances, motivate retailers to provide shelf space for products and consumer

promotions. Following is a discussion of the most common types of trade promotions.

 Point-of-purchase displays: A manufacturer-designed display distributed to

retailers who use it to call their customers attention to product promotions is

known as a point-of-purchase (POP) display. Another popular POP form is the

merchandising display, which retailers use to showcase their products and create a

personality for their stores. Although POP forms vary by industry, they can

include special racks, display cartons, banners, signs, price cards, and mechanical

product dispensers, among other tools.

 Retailer (dealer) kits: Materials that support retailers selling efforts or that help

representatives make sales calls on prospective retailing customers are often

designed as sales kits. The kits contain supporting information, such as detailed

product specifications, how-to display information, and ad slicksprint ads that are

ready to be sent to the local print media as soon as the retailer or dealer adds

identification, location, promotion price, or other information.

 Trade incentives and deals: Similar to consumer price deals, a manufacturer may

reward a reseller financially for purchase of a certain level of a product or support

of a promotion. These promotional efforts can take the form of special displays,

extra purchases, superior store locations, or greater local promotion. In return,

retailers can receive special allowances, such as discounts, free goods, gifts, or

cash from the manufacturer. The most common types of trade deals are buying

allowances for increasing purchases and advertising allowances, which include

deals on cooperative advertising and display allowances, that is, deals for

agreeing to use promotional displays.

 Contests: As in the case of consumer sales promotion, advertisers can develop

contests and sweepstakes to motivate resellers. Contests are far more common

than sweepstakes, mainly because resellers find it easy to tie contest prizes to the

sale of the sponsors product. A sales quota is set, for example, and the retailer or

person who exceeds the quota by the largest percentage wins the contest.
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 Trade shows and exhibits: The trade show is where companies within the same

industry gather to present and sell their merchandise, as well as to demonstrate

their products. Exhibits are the spaces that are designed to showcase the product.

3.2 How to Use Trade Promotion

The ultimate gauge of a successful trade promotion is whether sales increase. Trade

promotions are primarily designed to get the cooperation of people in the distribution

channel and to encourage their promotion of the product to the consumer. Sale promotion

brings resellers to that point of conviction. There are two primary roles for a trade

promotion:

 Trade support

 Excitement

In addition, trade promotion is also used to manipulate levels of inventory and expand

product distribution to new areas of the country or new classes of trade.

3.2.1 Demand: Push and Pull Strategies

If consumers really want to try a product, based on what they have heard in

advertising and publicity stories, they will ask their local retailers for it, which is

called a pull strategy; that is, by asking for it they will pull the product through

the distribution channel.

A push strategy pushes the product through the channel by convincing

(motivating or rewarding) members of the distribution network to carry a product.

Following is a description of common types of incentives and trade deals used

with retailers as part of a push strategy.

o Bonuses: A monetary bonus (also called push money or spiffs) is paid to a

salesperson based on units that salesperson sells during a period of time.

o Dealer loaders: Loaders are premiums (comparable to a consumer

premium) that a manufacturer gives to a retailer for buying a certain

amount of a product. A buying loader rewards retailers for buying the
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product. Display loaders reward retailers by giving them the display after

the promotion is over.

o Buying allowances: A manufacturer pays a reseller a set amount of

money, or a discount, for purchasing a certain amount of the product

during a specified time period.

o Advertising allowances: The manufacturer pays the wholesaler or retailer

a certain amount of money to advertise the manufacturers product. This

allowance can be a flat dollar amount or it can be a percentage of gross

purchases during a specified time period.

o Cooperative advertising: In a contractual arrangement between the

manufacturer and the resellers, the manufacturer agrees to pay a part or all

of the advertising expenses incurred by the retailers.

o Display allowance: A direct payment of cash or goods is given to the

retailer if the retailer agrees to set up the point-of-sale display. Before

issuing the payment, the manufacturer requires the retailers signature on a

certificate of agreement.

3.2.2 Attention

Some trade promotions are designed to not only get the attention of the trade

members, but also to grab the attention of customers. POP displays are a good

example.

In addition to getting attention in crowded aisles and promoting impulse

purchases, marketers are designing POP efforts to complement other promotional

campaigns.

3.2.3 Motivation

Most trade promotions are designed to motivate, in some way, trade members to

cooperate with the manufacturers promotion. Incentives such as contests and trade

deals are used. Trade incentive programs are used to stimulate frequency and

quantity of purchase and encourage cooperation with a promotion.
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3.2.4 Information

Trade shows display products and provide an opportunity to sample and

demonstrate products particularly for trade buyers. Trade shows permit companies

to gather information about their competition.

4. Promotions That Cross The Lines

Many promotions such as sponsorships and event marketing blur the lines between promotions,

advertising, and public relations.

4.1 Sponsorships and Event Marketing

Sponsorships occur when companies support an event, say a sporting event, concert, or

charity, either financially or by donating supplies and services. Event marketing means

building a products marketing program around a sponsored event such as the Olympics or

a golf tournament.

Companies undertake sponsorships to build brand associations and to increase the

perceived value of the brand in the consumers mind. The important thing is that the event

must project the right image for the brand. Events give sales representatives the

opportunity to interact with prospective and current customers in a social environment as

opposed to a less relaxed business setting, so its building the image and reputation of the

company as well as supporting lead generation and customer reward programs.

Ambush marketing is the term given to promotional stunts used at events, such as the

Olympics and the soccer world cups, by companies that are not official sponsors.

Event marketing describes the marketing practice of linking a brand to an event.

Marketers use related promotional events, such as a tour or appearance of the product or

its spokesperson at a mall or sporting event, to gain the attention and participation of

people in the target audience who attend the event. The event showcases the brand, often

with sampling, coupons, and other incentives. Business-to-business promotions also use
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events to reach trade audiences. Stakeholders are invited to participate in the event as a

reward for their support.

To be successful the event must match the brand to the target markets lifestyle.

4.2 Other Promotional Support

Advertisers will use blimps, balloons, and inflatables to capture attention and create an

aura of excitement at events.

4.3 Interactive and Internet Promotions

There are a number of ways that advertisers can use the Internet for sales promotion

programs, including sampling, sweepstakes and contests, price deals, and coupons.

Internet promotion is one of the hot areas of sales promotions. Many advertising

campaigns include a campaign-dedicated Website designed as a tie-in for other

promotions.

Sampling has been a mainstay of interactive promotions on the Internet. Some companies

offer samples from their own home pages; however, most farm out the efforts to online

companies that specialize in handling sample offers and fulfillment. Sampling over the

Internet is not cheap for companies.

Sweepstakes and contests are effective promotional tools for driving people to marketers

Internet sites.

Some sites offer price promotions only to online purchasers. The promotions might be

discounted prices, rebates, or free offers such as frequent flier miles.

Coupons can be delivered via the Internet.

4.4 Loyalty Programs

A loyalty program, also called a continuity or frequency program (such as airline frequent

flyer programs), is a promotion to increase customer retention and reward customers for

continued patronage. Typically, the higher the purchase level, the greater the benefits.
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Marketers like membership programs because they also generate information for

customer databases.

4.5 Partnership Programs

Co-marketing is where manufacturers develop marketing communication programs with

their main retail accounts, instead of for them. If done right, they strengthen relationships

between manufacturers and retailers. Co-marketing programs are usually based on the

lifestyles and purchasing habits of consumers who live in the area of a particular retailer.

4.5.1 Co-branding

When two companies come together to offer a product, the effort is called co-

branding.

4.5.2 Licensing

With licensing, legally protected brand identity items, such as logos, symbols, and

brand characters, must be licensed, that is, a legal contract gives another company

the right to use the brand identity element. In brand licensing, a company with an

established brand rents that brand to other companies, allowing them to use its

logo on their products and in their advertising and promotional events.

4.5.3 Tie-ins

A tie-in is an effective strategy for marketers using associations between

complementary brands to make one-plus-one equal three. The biggest tie-in deals

are arranged around movies and other entertainment events.

The reason for the tie-in success stories is that brands can leverage similar

strengths to achieve a bigger impact in the marketplace. Typically, marketers

align themselves with partners that provide numerous complementary elements,

including common target audiences, purchase cycle patterns, distribution

channels, retailer penetration, and demographics to drive their products and

promotions through retail channels and into the minds of consumers.
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5. Promotion Strategy

The strategy behind the use of promotions, as well as how advertising and promotions

complement each other help build brands.

5.1 Promotion Objectives

Promotions can aid in a new product launch and can deliver trial. Promotions can offer

consumers an immediate inducement to try or buy a product, often simply by making the

product more valuable. Sales promotion can make consumers who know nothing about

the brand develop awareness and trial, as well as persuade them to buy again once theyve

tried it. It can push the product through the distribution channel by generating positive

brand experiences among resellers and buyers in many places along the channel and

purchase continuum.

Promotions can build a brand over time by reinforcing advertising images and messages.

Promotions can create an affinity between brands and buyers and provide new channels

for reaching audience segments. They can create brand involvement and positive

experiences that people associate with the brands.

Promotions alone cannot create an image for a brand, for example. They cannot do much

to change negative attitudes toward a product, overcome product problems, or reposition

a brand.

5.2 The Issue of Brand Building

Brand building is a long and time-consuming process of establishing the brands core

values. Critics point to a general decline in consumer brand loyalty as just one negative

result of price-based promotions.

Promotion, whether a sale price, a premium, a coupon, or some other incentive, is

inherently short term, so the promotion can undermine the brands established values if

not handled carefully.
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But, sales promotion experts argue that sales promotion can help to build brand image.

They also acknowledge that continuous promotionparticularly continuous price

promotiondoes not work well with brand building, except for discount marketers, whose

image is built on the notion of sale prices.

One industry expert said the solution to the debate is to make advertising more

accountable and promotion more brand focused.

5.3 Promotion Integration

Advertising and promotion both contribute to the effectiveness of a marketing

communication plan, primarily because they do different things and have different

objectives. In an effective plan, the two work together, along with other marketing

communication tools, to accomplish the overall marketing communication objectives.

The major differences between advertising and sales promotion concern their methods of

appeal and the value they add to the sale of the product or service. Advertising is

primarily used to create a brand image and high levels of brand awareness over time;

promotions are primarily used to create immediate action. Advertising tends to add

intangible valuebrand personality and imageto the good or service. Promotions add

tangible value to the good or service and contribute greatly to the profitability of the

brand.

Some objective advertising and promotion share include increasing the number of

customers and increasing the use of the product by current customers. Both objectives

attempt to change audience perceptions about the product or service, and both attempt to

make people do something. Advertisers accomplish these tasks in different ways.

Another area needing cooperation and integration is the use of direct marketing to

announce a promotion.
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5.4 Promotion Effectiveness

Because promotions are so focused on action, it makes sense that sales are the primary

measure of their effectiveness. Response rate is also important to sales promotions as are

redemption rates.

Payout planning is critical to the success of a promotion. If poorly planned, sales

promotions can negatively affect the brands reputation.

In Section 5 of this course you will cover these topics:
Public Relations

Special Advertising Situations

Evaluation Of Effectiveness

You may take as much time as you want to complete the topic coverd in section 5.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to continue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Public Relations

Topic Objective:

At the end of this topic the student will be able to:

Explain what public relations (PR) is and how it differs from advertising.

Describe the most common types of public relations programs.

Analyze the key decisions in public relations planning.

Explain the most common types of public relations tools.
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Discuss the importance of measuring the results of public relations efforts.

Definition/Overview:

The Practice of Public Relations

Public relations are used to generate goodwill for an organization. Public relations are focused on

all the relationships that an organization has with its various publics. Publics means all the

groups of people with which a company or organization interactsemployees, media, community

groups, shareholders, and so forth. Another term for this is stakeholders, which refers more

specifically to people who have a stake. Although public relations has a distinguished tradition,

people often mistake it for publicity, which refers to getting new media coverage. Publicity is

one aspect of public relations.

Public relations is practiced by a wide range of organizations: companies, governments, trade

and professional associations, nonprofits organizations, educational systems, politicians, and so

on.

On one level, public relations is a tactical function in the PR staff to produce a variety of

communication tools to achieve corporate image objectives. On a higher level, it is a

management function that monitors public opinion and advises senior corporate managers on

how to achieve positive relationships with various audiences in order to effectively manage the

organizations image and reputation. Publics may be external and internal.

Public Opinion

Public-relations programs are built on an understanding of public opinion on issues critical to the

organization, such as how a companys practices impact on the environment and its local

community. Public opinion is a label describing what a group of people think. Public opinion is

not always based on fact.

The public-relations strategist researches the answers to two primary questions about public

opinion to design effective public relations programs. First, which publics are most important to
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the organization, now and in the future? Second, what do these publics think? Particular

emphasis falls on understanding the role of opinion leadersimportant people who influence the

opinions of others.

Reputation: Goodwill, Trust, and Integrity

Public goodwill is the greatest asset any organization can have and is critical to the organizations

survival.

The trust on which good will is based comes from corporate integrity. Integrity involves more

than image. Image is a perception based on messages delivered by the advertising and other

marketing communication tools. Reputation, however, is based on an organizations actual

behavior.

Comparing Public Relations and Advertising

The objective of advertisers is to create the consumer awareness and motivation that delivers

sales. The goal of public relations specialists is communicating with various stakeholders,

managing the organizations image and reputation, and creating positive public attitudes and

goodwill toward the organization. Ultimately, the difference between the two is that public

relations takes a longer, broader view of the importance of image and reputation as a corporate

competitive asset and addresses more target audiences. Public relations and advertising also

differ in how they use the media, the level of control they have over message delivery, and their

perceived credibility.

 Media use: In contrast to buying advertising time and space, public relations people seek to

persuade media gatekeepers to carry stories about their company. Gatekeepers include writers,

producers, editors, talk-show coordinators, and newscasters. This aspect of public relations is

called publicity and carries no direct media costs.

 Control: In the case of news stories, the public-relations strategist is at the mercy of the media

gatekeeper.

 Credibility: The public tends to trust the media more than they do advertisers. This consumer

tendency is called the implied third-party endorsement factor.
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Types of Public-Relations Programs

The word relations in public relations refers to relationships with various stakeholders. In fact,

the main subspecialties in the fieldpublic affairs, media relations, employee relations, and

financial relationscall attention to important relationships with such groups as the general public,

the media, employees, and the financial community.

The key publics addressed by relationship management programs in public relations are media,

employees, the financial communityincluding a companys shareholdersgovernment, and the

general public.

 Media relations: The area that focuses on developing media contacts is called media relations. A

successful relationship between a public-relations person and the editor is built on a PR persons

reputation for honesty, accuracy, and professionalism.

 Employee relations: Programs that communicate information to employees are called employer

relations. A related program is called internal marketing, which is communication efforts aimed

at informing employees about marketing programs and encouraging their support.

 Financial relations: All the communication efforts aimed at the financial community, such as

press releases sent to business publications, meetings with investors and analysts, and the annual

report, are referred to as financial relations.

 Public affairs: Corporate communication programs with government and with the public on

issues related to government and regulation are called public affairs. Public affairs includes

lobbying, when the company provides information to legislators in order to get their support and

vote on a particular bill. It also includes communication efforts with consumer or activist groups

who seek to influence government policies. Issue management is another term for this function.

In addition to government relations, public-affairs programs also monitor public opinion about

issues central to the organizations interest and develop programs to communicate to and with the

public about these issues.

 Fund-raising: Fund-raising is the practice of raising money by collecting donations. At

universities fund-raising is called development.

 Cause marketing: When companies associate themselves with a good cause providing assistance,

as well as financial support, the practice is called cause marketing.
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Corporate Reputation Management

The area that focuses on an organizations image and reputation is called corporate relations. The

overriding goal of reputation management in a corporate-relations program is to strengthen the

trust that stakeholders have in an organization. Because corporate reputation is a perception, it is

earned through deeds, not created by advertising.

Crisis Management

There is no greater test for an organization than how it deals with a crisis. The key to crisis

management is to anticipate the possibility of a disaster and plan how to deal with the bad news

and all the affected publics.

An effective crisis plan can help to both avoid crises and ease the damage if one occurs. A plan

outlines who contacts the various stakeholders who might be affected, who speaks to the news

media, and who sets up and runs an on-site disaster-management center.

Marketing Public Relations

One area where advertising and public relations overlap is marketing public relations (MPR).

Defined by Tom Harris, author of The Marketers Guide to Public Relations, MPR is the process

of planning and delivering programs that encourage sales and contribute to customer satisfaction

by providing communication that addresses the needs and wants of consumers. MPR is different

from a more general public relations approach in its consumer and sales focus. MPR supports

marketings product and sales focus by increasing brand credibility and the companys credibility

with consumers.

Public Communication Campaigns

Used as a way to change public opinion, public communication campaigns also discourage

socially harmful behaviors, such as discouraging driving in areas with air-pollution problems.

Sometimes they are engaged in counter marketing as they try to counter other advertising

messages.
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Key Points:

2. Public Relations Planning

Planning for a public-relations campaign is similar to planning an advertising campaign. The

plan should complement the marketing and advertising strategies so the organization

communicates with one clear voice to its various publics. The plan also identifies the various key

publics and the public relations activities the PR people use to address the interest of its various

publics. In addition to identifying key targets, public-relations plans also specify the objectives

that give direction to the PR program or campaign.

2.1 Research and Situation Analysis

Research is used by an organization, as well as outside PR agencies, throughout the

planning and implementation of a PR plan. Its also used afterward to determine if the

effort was successful and if the organization is spending its money wisely on the public-

relations effort.

The PR effort may also begin with a more formal type of background research, called a

communication audit, to assess the internal and external PR environment that affects the

organizations audiences, objectives, competitors, and past results. An annual audit or a

campaign-specific audit can be used to ensure that a program is on track and performing

as intended. A gap analysis measures the differences in perceptions and attitudes between

groups.

Because public opinion is so central to public-relations programs, companies often use

ongoing research to monitor opinions and attitudes. There are a number of services that

provide this information.

A PR plan begins with background research leading to a situation analysis that evaluates

a companys strengths, weaknesses, opportunities, and threats (SWOT). This SWOT

analysis creates a general understanding of the difficulty of changing peoples attitudes.

Understanding the nature of the problem makes it easier to determine the appropriate
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communication objectives and the target stakeholder audiences, or publics, who will be

addressed by the PR efforts. In public-relations planning, the situation analysis can

include such topics as changes in public opinion, industry and consumer trends, economic

trends, governmental regulations and oversight programs, and corporate strategies that

affect a companys relationships with stakeholders.

2.2 Targeting

As in advertising and other marketing communication areas, it is important to understand

the target audience before designing the campaign. Research is conducted to identify the

appropriate publics to which to address the pubic-relations message.

2.3 Objectives and Strategies

A variety of objectives guide a PR plan and the company can use a number of strategies

to carry out the plan. Public-relations objectives are designed by PR planners to make

changes in the publics knowledge, attitudes, and behaviors related to a company, brand,

or organization. Usually, these objectives focus on creating credibility, delivering

information, and building positive images, trust, and corporate goodwill as well as

changing behavior.

Typical public-relations objectives include:

o Creating a corporate brand.

o Shaping or redefining a corporate reputation.

o Positioning or repositioning a company or brand.

o Moving a brand to a new market or a global market.

o Launching a new product or brand.

o Disseminating news about a brand, company, or organization.

o Providing product or brand information.

o Changing stakeholder attitudes, opinions, or behaviors about a brand or company.

o Creating stronger brand relationships with key stakeholders, such as employees,

shareholders and the financial community, government, members (for associations),

and the media.
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o Creating high levels of customer (member) satisfaction.

o Creating excitement in the marketplace.

o Creating buzz (word of mouth).

o Involving people with the brand, company, or organization through events and other

participatory activities.

o Associating brands and companies with good causes.

2.3.1 Change-agent Strategies

Changing the attitudes that drive behavior is central to public-relations programs.

Change-agent programs can be internal strategies focused on employees

(sometimes called internal marketing) or external and focused on other publics,

such as customers or other stakeholders.

2.3.2 Involvement Strategies

Public relations uses participation to intensify stakeholder involvement with a

company or brand. Getting people to participate in an action plan is one way to

drive behavior change.

2.4 The Big Idea

Creative ideas are just as important in public relations as in advertising. And for the same

reasonsto get attention.

PR stunts designed to get publicity are also part of the promotional arsenal.

2.5 PRs Role in Integrated Marketing Communication (IMC)

In integrated programs, advertising and public relations aim at different targets with

different but complementary messages. In many companies, advertising and public

relations are separate, uncoordinated functions. These different orientations can

sometimes create inconsistencies in a companys communication efforts.

Public relations uses a variety of marketing-communication tools just as advertising does.

Its not just the use of tools that makes PR a viable IMC function, its the fact that PR can

contribute some valuable effects, such as credibility.
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3. PUBLIC-RELATIONS TOOLS

The public-relations practitioner has many tools, which we can divide into two categories:

controlled media and uncontrolled media. Controlled media include house ads, public service

announcements, corporate (institutional) advertising, in-house publications, and visual

presentations. The sponsoring organizations pay for these media. In turn, the sponsor maintains

total control over how and when the message is delivered. Uncontrolled media include press

releases, press conferences, and media tours. The most recent new media are electronic and they

can be categorized as semi-controlled.

Special events and sponsorships are set in place by the company, but participation by the press

and other important publics is not under the control of the sponsoring company. Word of mouth,

or buzz, is important to the PR programs because of the persuasive power of personal

conversation. PR programs, particularly the employee communication programs, may be

designed to influence what people say about the company, but ultimately the comments are

outside the control of the company.

3.1 Advertising

Public-relations programs sometimes employ advertising as a way to create corporate

visibility or increase its goodwill with its various stakeholder audiences.

3.1.1 House Ads

A company (or a medium) may prepare a house ad, which is an ad for use in its

own publication or programming. Consequently, no money changes hands.

3.1.2 Public Service Announcement

The ads for charitable and civic organizations that run free of charge on television

or radio or in print media are public service announcements (PSAs).
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The PSA directors at various media receive a barrage of public-service campaigns

every week on different issues and they have to choose which ones to run. There

is no guarantee which markets will see the campaign elements and there is no

guarantee that the same people will see the print and TV.

Studies of PSA effectiveness help guide nonprofit organizations.

3.1.3 Corporate Advertising

With corporate advertising, a company focuses on its corporate image or

viewpoint. There is less emphasis on selling a particular product unless it is tied in

to a good cause. For that reason, the ad or other campaign materials may originate

in the public-relations department rather than the advertising department.

Corporate identity advertising is another type of advertising that firms use to

enhance or maintain their reputation among specific audiences or to establish a

level of awareness of the companys name and the nature of their business.

Sometimes companies deliver point-of-view messages called advocacy

advertising.

3.2 Publicity

Publicity is an uncontrolled message used by media-relations specialists to get

information in the news media on behalf of a company or brand. Media-relations

specialists know media that would be interested in stories about their companies and

develop relationships with these professionals. The primary tool used in media relations

is the news release, but press conferences and media tours are also used.

3.2.1 News Releases

The new release is the primary medium used to deliver public-relations messages

to the various external media. Although the company distributing the news release

controls its original form and content the media decide what to present and how to

present it.
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The decision to use any part of a news release at all is based on an editors

judgment of its news value. News value is often based on timeliness, proximity,

impact, or human interest.

News releases must be written differently for each medium, accommodating

space and time limitations.

The news release can be delivered in a number of waysin person, by local

delivery service, by mail, by fax, or by E-mail.

Video news releases (VNRs) contain video footage for a television newscast.

They are effective because they show target audiences the message in two

different video environments: fist as part of a news report and then later in an

advertisement.

3.2.2 Pitch Letters

Ideas for feature stories, which are human interest stories rather than hard news

announcements, hove to be sold to editors. This is done using a pitch letter that

outlines the subject in an engaging way and sells a story idea.

3.2.3 Press Conferences

A press conferencean event at which a company spokesperson makes a statement

to media representativesis one of the riskiest pubic-relations activities because the

media may not see the companys announcement as being real news. Companies

often worry about whether the press will show up for a press conference.

To anticipate some of these problems, companies may issue a media kit, usually

a folder that provides all the important background information to members of the

press, either before or when they arrive at the press conference. The risk in

offering media kits is that they give reporters all the necessary information so that

the press conference itself becomes unnecessary.
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3.2.4 Media Tours

A media tour is a press conference on wheels. The traveling spokesperson makes

announcements and speeches, holds press conferences to explain a promotional

effort, and offers interviews.

3.3 Publications

Organizations may provide employees and other publics with pamphlets, booklets, annual

reports, books, bulletins, newsletters, inserts and enclosures, and position papers.

Some companies publish materialoften called collateral materialto support their

marketing-public-relations efforts.

Corporate publication, marketing, and sales-promotion departments and their agencies

also produce training materials and sales kits to support particular campaigns.

3.4 Videos, DVDs, CDs, and Books

Videos, DVDs, CDs, and corporate books have become major public relations tools for a

great many companies. Videos are not cheap; however, they are an ideal tool for

distributing in-depth information about a company or program. Because they are easier to

duplicate, CDs are reducing this cost.

3.5 Speakers and Photos

Many companies have a speakers bureau of articulate people who will talk about topics

at the publics request.

Some publicsparticularly the news mediamay want pictures of people, products, places,

and events. Thats why PR departments maintain files of photographs that are accurate

and well composed.

3.6 Displays and Exhibits

Displays include booths, racks and holders for promotional literature, and signage.

Exhibits tend to be larger than displays; they may have moving parts, sound, or video and
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usually are staffed by a company representative. Booth exhibits are important at trade

shows, where some companies may take orders for much of their annual sales.

3.7 Special Events and Tours

Special events and tours are high visibility activities designed to get maximum publicity.

Special events can be the public-relations managers responsibility, as well as a sales-

promotion activity.

Fancy staged events are seeing growth. Corporate sponsorship of various sporting events

has evolved into a favorite public-relations tactic.

Events can also be important in internal communication. Learning objectives are often

accomplished through meetings, seminars, and workshops sponsored by a company, as

well as training materials and other publications.

In addition to media tours, tours of all kinds are used in public-relations programs, such

as plant tours and trips by delegates and representatives.

3.8 Online Communication

The new electronic media are making the biggest change in the communication

landscape. E-mail, intranets (which connect people within an organization), extranets

(which connect people in one business with its business partners), Internet advertising,

and Websites have opened up avenues for public-relations activities.

3.8.1 External Communication

Corporate Websites have become an important part of corporate communication.

These sites can present information about the company and open up avenues for

stakeholders to contact the company. Website newsrooms distribute a companys

press releases to the media and other interested stakeholders.

In addition to Websites, the Internet has become the favorite tool of media-

relations professionals, as well as journalists. Most press releases are now

distributed online either by sending them directly to reporters or to such services
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as PR newswire, which then does mass distribution online to appropriate

publications.

3.8.2 Internal Communication

E-mail is a great way for people in separate sites to communicate. You can get a

fast reply and it is inexpensive. A downside is that E-mail can be used in court.

Internal company networks do have great benefits. Intranets and corporate portals

encourage communication among employees in general and permit them to share

company databases, such as customer records and client information.

3.8.3 Web Challenges

The Internet presents at least as many challenges to public relations professionals

as it does opportunities.

The Internet makes it possible to present the companys image and story without

going through the editing of a gatekeeper. On the other hand, it is much harder to

control what is said about the company on the Internet. All employees have an

inside view of their company, whether sanctioned by the PR department or not.

Every employee becomes a spokesperson.

Gossip and rumors can spread around the world within hours.

Some companies monitor the Internet to see what is being said about them so they

can respond to protect their reputations.

4. Effectiveness and Pre-Excellence

The Institute for PR has developed a set of measurement standards to help evaluate the

effectiveness of public relations. Public relations is based on setting measurable objectives in the

beginning of the planning. Objectives that specify the impact the program seeks to have on the

various publics can be evaluated by the PR manager if they contain benchmarks and target

levels.
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Public-relations practitioners track the impact of a campaign in terms of output (how many news

releases lead to stories or mentions in news stories) and outcome (attitude or behavior change).

Such tracking is done to prove the effectiveness of the PR program and to learn from their efforts

and fine-tune future campaigns. To get a comprehensive picture of PRs impact, practitioners

evaluate process (what goes out) and outcome (media use; effect on the target audience).

: Special Advertising Situations

Topic Objective:

At the end of this topic the student will be able to:

Discuss retail advertising and what makes it distinctive.

Explain the basics of business-to-business (B2B) advertising.

Identify the basic goals and operations of nonprofit and social marketing.

Describe the strategic decisions behind international advertising and integrated marketing

communication (IMC).

Definition/Overview:

Retail Advertising

Retail marketing is about selling (the companys viewpoint), but it is also about shopping (the

consumers viewpoint).

The face of retailing is changing as malls convert to open-air markets, eBay operates an

international flea market, and the Internet becomes the primary information source for buyers.

Retail advertising accounts for nearly half of all the money spent on advertising.
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Key Points:

1. Retail Advertising

1.1 Retail Advertising Strategies

Retail advertising occurs on local, national, and international levels. By local advertising,

we mean advertising targeted at consumers who live close to a retail store.

In targeting consumers, a retailer is concerned about geography and consumer taste.

Retail advertising has a number of objectives. Following is a list:

o Build store traffic.

o Build store-brand awareness.

o Sell a variety of products and brands by creating consumer

understanding of items or services offered.

o Deliver sales promotion messages.

o Create and communicate a store image or personality.

o Establish a store brand that resonates with the local audience.

o Create consumer desire to shop at this particular store.

In addition, most retailers use advertising to help attract new customers, build store

loyalty, increase the amount of the average sale, maintain inventory balance by moving

out overstocks and outdated merchandise, and help counter seasonal lows.

1.1.1 Differences Between Retail and Brand Advertising

Retail advertising differs from brand advertising in various ways. First, local retail

advertising is targeted to people living in the stores community and is customized

to match their particular needs, wants, and culture. National and international

brand advertisers typically deliver a more standardized, general message. Second,

national brand advertising supports only the advertisers brand while retail

advertising may promote several different brands or even competing brands.

Third, retail advertising has an inherent urgency. National retail brand advertising
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is more concerned with image. The fourth difference is that local retail advertising

advertises a specific local store or stores and includes contact information, such as

the stores address, telephone number, and business hours.

Retail advertising is generally more utilitarian than national advertising. It is more

short term. Most local retail advertisers cant justify high production costs for

advertising. Often media sales representatives design and produce their ads rather

than outside agencies.

1.1.2 Cooperative Advertising

In cooperative (co-op) advertising the national brand reimburses the retailer for

part or all of the advertising expenses. Co-op funds, sometimes called ad

allowances, have become so common that most retailers wont even consider

taking on a new brand without receiving some support. Retailers may also seek

reimbursement for local advertising from suppliers as part of a retailers vendor

support program.

1.1.3 Institutional and Product Retail Advertising

Institutional retail advertising is image advertising that sells the retail store as a

brand. Product retail advertising presents specific merchandise for sale at a certain

price and urges customers to come to the store to buy it. When a sales price

dominates the ad, it is called promotional or sales advertising. Nonpromotional

advertising talks about merchandise that is new, exclusive, and of superior quality

and design.

1.2 Creating the Retail Ad

Jeweler and Drewniany suggest that advertisers answer this question: Why would you

shop in your store? They suggest these typical reasons:

o Stores personnel

o Stores location

o Stores pricing policy
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o Stores products

o Stores history

o Stores stand on social responsibility issues

o Stores image

1.2.1 Production

Small- and medium-sized retailers often save money by using stock artwork.

Some manufacturers also provide a dealer tag, which is time left at the end of a

radio or television spot or space left at the bottom of print materials, where the

local store is mentioned. Retailer chains make their television production more

efficient by using a donut format in which the opening and closing sections are

the same, while the middle changes to focus on different merchandise or different

stores.

1.2.2 Who Creates the Retail Ad?

Most retail advertising is created and produced by one or a combination of the

following: local media, in-house staff, ad agencies, and freelancers. All local

media create and produce ads for retailers. With the exception of television, most

provide this service free.

1.3 The Media of Retail Advertising

At the national level, retailers use a variety of traditional and non-traditional media.

Aside from traditional newspaper ads, local retailers can use a host of store-based media

to communicate their promotions. Examples include banners, bill inserts, shelf talkers,

special direct-mail pieces, and shopping cart ads.

1.3.1 Local Retail Media Strategy

Unlike national advertisers, local retailers generally prefer reach over frequency.

Thats why direct mail is now the second-largest advertising medium used by

retailers next to newspapers. Media competition at the local level has increased

significantly.
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Newspapers have always made up the bulk of the retailers advertising because the

local newspaper fits the retailers desire for geographic coverage and immediacy.

Free-distribution newspapers called shoppers that are dropped off at millions of

suburban homes once or twice a week are popular advertising outlets for retailers.

Preprints are advertising circulars furnished by a retailer for distribution as a

freestanding insert in newspapers.

2. Business-To-Business Advertising

Advertising directed at people in business who buy or specify products for business use is called

business-to-business advertising. Although personal selling is the most common method of

communicating with business buyers, business advertising is used to create product awareness,

enhance the companys reputation, and support salespeople and other channel members by

generating new business leads.

2.1 Types of Business-to-Business Advertising

Businesses are grouped according to the North American Industry Classification System

(NAICS), which was formerly known as the Standard Industrial Classification (SIC)

system, which was established by the U.S. government to group organizations on the

basis of the major activity, product, or service provided. The NAICS system allows a

business advertiser to find its customers NAICS codes and then obtain lists that include

the publications each NAICS group uses. This information means the advertiser can

select media that will reach the business in a certain NAICS. The industries are classified

as industrial, government, trade, professional, and agricultural.

o Industrial advertising: Original equipment manufacturers (OEMs)

purchase industrial goods or services that either become a part of the final

product or aid business operations. Industrial advertising is aimed at

OEMs.

o Government advertising: The largest purchasers of industrial goods in the

United States are federal, state, and local governments. However, you
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seldom see advertisements targeted directly to government agencies

because these purchases are usually made by bids and contracts and the

decision is made on price.

o Trade/channel advertising: Trade advertising is used to persuade

distribution channel members to stock the products of the manufacturer.

o Professional advertising: Advertising directed at a group of mostly white-

collar workers, such as lawyers, accountants, teachers, and marketing

specialists, is known as professional advertising.

o Agricultural advertising: Agricultural advertising promotes a variety of

products and services such as animal health products, seeds, farm

machinery, and fertilizer.

2.2 B2B Buying Behavior

Business marketing differs from consumer marketing in three ways: who buys a product,

what the buying motive is, and how the decision is made. In business markets,

organizations buy products or services to support their production requirements or their

business needs.

2.2.1 Purchasing Objectives

Purchasing objectives in B2B center on rational, pragmatic considerations, such

as price, service, quality of the product or service, and assurance of supply. For

that reason, B2B advertising tends to use rational strategies and focus on reasons

and benefits.

2.3 Creating B2B Advertising

Business advertising is used primarily to assist and support the personal selling function.

As a result, B2B advertising objectives center on creating company awareness, increasing

overall selling efficiency, and supporting distributors and resellers. Advertising in trade

magazines and general business publications often can reach the influencers more easily

than a salesperson can.

Business-to-business advertisers follow these guidelines to create effective ads:
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o Make sure the ad selects the strongest benefit and presents it prominently

and persuasively.

o Dramatize the most important benefit, either by showing the product in

action or by visualizing the problem and offering your product or service

as a solution.

o Make sure the visual is relevant to the key message. It should help readers

understand how your product or service works or instantly show that you

understand the problem.

o The offer must be clear. What exactly do you want the reader to do as a

result of seeing your ad?

o Provide contact information. It should be easy for the potential customer

to follow through with a response.

2.4 B2B Advertising Media

Most business advertisers rely on general business or trade publications, industrial

directories, direct marketing, or some combination of media.

o General business and trade publications: General business and trade

publications are classified as either horizontal or vertical. Horizontal

publications are directed to people who hold similar jobs in different

companies across different industries. In contrast, vertical publications are

targeted toward people who hold different positions in a particular

industry.

o Directory advertising: Every state has an industrial directory, and there are

also a number of private ones.

o Consumer media: Sometimes businesses advertise in consumer magazines

(such as Golf, Time, or Newsweek) in the hope of building widespread

brand recognition, such as the Intel Inside campaign. Consumer

advertising can also be used to influence consumers to pull the brand

through the channel by requesting a brand at their retail store. In general,

consumer publications receive less than 5 percent of the total dollar

amount spent on B2B advertising, and broadcast advertising receives less
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than 1 percent. There has been growth in business television

programming.

o The Web and B2B advertisers: The Internet is a key medium for B2B

advertisers. Company Websites allow business clients to view product

lists, place orders, check prices and availability, and replace inventories

automatically.

o B2B direct marketing: Direct mail has the capacity to sell the product,

provide sales leads, and lay the groundwork for subsequent sales calls.

Business advertisers use various direct-marketing vehicles, such as direct

mail, catalogs, and data sheets, to reach their markets. Catalogs and data

sheets support the selling function by providing technical data about the

product and supplementary information concerning price and availability.

Technology developments allow direct-mail marketers to personalize the

message to specific customers. Long copy, quality illustrations, diagrams,

and specification sheets can be distributed easily through direct mail.

3. Nonprofit or Social Marketing

Social marketing, which refers to the use of marketing programs and marketing communication

tools for the good of society, can be approached as either a corporate strategy or a strategy used

by nonprofit organizations.

Concern for social issues is important to for-profit companies who use their marketing

communication tools in support of a social responsibility position. A societal marketing

philosophy describes the operations of companies whose corporate mission reflect their desire to

do good. In addition to societal marketing business philosophy, corporate public relations

activities are sometimes designed to create a positive company image by emphasizing a

companys concern for social issues and the steps that it takes to make a positive contribution to

society. This happens through the use of cause or mission marketing.
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3.1 Cause and Mission Marketing

Cause marketing means adopting a good cause and sponsoring its fund-raising and other

community-oriented efforts.

In addition to societal marketing, other companies display a corporate commitment to the

community, the environment, a relevant target market cause, and positive employee

relations. If this commitment reflects the companys core business strategy, it is called

mission marketing. Mission marketing links a companys mission and core values to a

cause that connects with the companys interests.

3.2 Nonprofit Marketing

Socially responsible marketing is also used by nonprofits. As nonprofit organizations

have become more competitive in their drive for public support, their marketing and

marketing communications efforts have become more sophisticated.

Nonprofit organizations have a number of goals, such as membership, donations,

participation, sales, attitude change, advocacy, and visits or attendance.

3.2.1 Fund-raising

Almost all nonprofits fund-raise, often under the guidance of a development

officer, who is a professional specializing in fundraising.

Capital campaigns are designed to raise a specified amount of money in a given

time period and are common for universities and other operations trying to

finance buildings and other programs.

3.2.2 Public Communication Plans

Social marketing is also called public communication. Public communication

campaigns are undertaken by nonprofit organizations as a conscious effort to

influence the thoughts or actions of the public.
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4. International Advertising / Marketing Communication

The globalization of marketing communication is driven by the development of international

media and global brands. Increasing use of the Internet and English as an international language

is helping to spread Western ideas of marketing. The tendency toward globalization is also a

product of a healthy economy.

4.1 Stages of Market Development

Virtually every product category can be divided into local (or national), regional (trading

bloc), and international markets and brands.

o Exporting: The first step requires placing the product in the distribution

system of another country, a practice called exporting. The exporter

typically appoints a distributor or importer, who assumes responsibility for

marketing and advertising in the new country. Some companies prefer to

appoint a local distributor who knows the language and the distribution

system and can handle customers and government better than a foreigner

could.

o Internationalization: As sales of the imported line grow, management and

manufacturing may transfer from the home country to the foreign one with

key marketing decisions focusing on acquiring or introducing products

specifically for the local market, such as BMW setting up a U.S.

manufacturing plant to build American versions of its German cars. Once

the exporter becomes nationalized in several countries in a regional bloc,

the company often establishes a regional management center and transfers

day-to-day management responsibilities from the home country to that

office.

o Globalization: An International or global brand is one marketed in two or

more of the four major regional market blocs: North America, Latin

America, Europe, and Asia-Pacific. The ultimate goal of any organization

in attaining a global perspective is to leverage its operations in such a way

that it benefits from currency exchange, tax or labor rates, the education
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and skill base of the labor force, natural resources, and industrial or

government infrastructures. Another characteristic of globalized

companies is that the country of origin label doesnt apply any more. Nokia

and Motorola, even though they are not U.S. companies, are both familiar

brands to U.S. consumers.

4.2 The Global Versus Local Debate

There has been considerable debate over how to conduct global marketing. Some argue

that companies should operate as if there were only one global market. Others argue that

the impact of national culture on business, the work place, and consumption patterns is

huge and should be accommodated in marketing and advertising strategies.

The outgrowth of this debate has been three main schools of thought on advertising in

another country:

o Standardization: The standardization school of thought contends that

differences between countries are a matter of degree, so advertisers must

instead focus on the similarities of consumers around the world. Product

category is important: There are enough similarities in certain categories,

such as high-tech products and high-fashion cosmetics, that their

advertising can be largely standardized across borders.

o Localization (adaptation): The localization or adaptation school of thought

argues that advertisers must consider differences among countries,

including local culture, stage of economic and industrial development,

stage of life cycle, media availability, research availability, and legal

restrictions.

o Combination: This school of thought reasons that a combination of

standardization and localization may produce the most effective

advertising. Some elements of brand identity and strategy, for example,

may be standardized, but advertising executions may need to be adapted to

the local culture.

The reality of global advertising suggests that a combination approach is best. Still, the

trend toward global markets is inescapable. The challenge for advertisers is to balance
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variations nationally or regionally with a basic global brand plan that maintains brand

consistency.

Most companies use the combination approach or lean toward localization.

4.3 Planning Global Marketing Communication Programs

Global marketing is inherently more complex than local marketing. The marketing

communication strategy can be complex if a multitude of IMC functions are being used.

4.3.1 Market or Culture Orientation

There are two basic ways to approach this planning. The market-orientation

model compares data from several countries. The two major variables are the

share of market of brands within a category and the size of the category.

However, if the market is already dominated by global brandsno matter how big it

isthen perhaps another country might be a better target because there is more

opportunity for growth.

The culture-orientation approach emphasizes the cultural differences among

peoples and nations. This school of thought recognizes that people worldwide

share certain needs, but it also stresses the fact that these needs are met differently

from culture to culture.

How do cultural differences relate to advertising? Although the same emotions

are basic to all humanity, the degree to which these emotions are expressed

publicly varies.

According to the high-context/low-context theory, although the function of

advertising is the same throughout the world, the expression of its message varies

in different cultural settings. The major distinction is between high-context

cultures, in which the meaning of a message can be understood only when

contained within context cues, and low-context cultures, in which the message

can be understood as it stands.
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Advertising messages constructed by writers from high-context cultures might be

difficult to understand in low-context cultures because they may offer too much

detail to make the point clearly.

4.3.2 Central Control Versus Local Adaptation

How are global campaigns created? International advertising campaigns have two

basic starting points: success in one country and a centrally conceived strategy.

Planning approaches also include variations on the central campaign and bottom-

up creativity.

o Local initiative: In the first starting point, a successful advertising

campaign, conceived for national application, is modified for use in other

countries

o Centrally conceived campaigns: The second starting point, a centrally

conceived campaign, was pioneered by Coca-Cola and is now used

increasingly in global strategies. Although the centralization concept is

simple, the application is difficult. A work team, task force, or action

group (the names vary) assembles from around the world to present,

debate, modify if necessary, and agree on a basic strategy as the

foundation for the campaign. Cost is a huge factor. If the same

photography and artwork can be used universally, this can save the

$10,000 or more that each local variation might cost.

o Variations on central campaigns: Variations on the centrally conceived

campaign also exist. For example, Xerox may handle its European creative

development by asking the European offices of Young & Rubicam to

develop a campaign for a specific product. The office that develops the

approved campaign would be designated the lead agency and would

develop all the necessary elements of the campaign and prepare a

standards manual for use in other countries. This manual would include

examples of layouts and broadcast spots (especially the treatment of the

logo or the product) and design standards for all elements. Because

photography, artwork, television production, and color printing are very
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costly, developing these items in one location and then overlaying new

copy or re-recording the voice track in the local language saves money.

However, because some countries, such as Malaysia, require that all ads

be locally produced, this approach gives direction to the message but still

allows for local requirements to be met.

o Bottom-up creativity: Sometimes a central campaign idea may be

established but the executions can be developed locally and submitted to

headquarters for use globally.

4.4 Planning a Global Advertising Strategy

Assuming that the ad campaign has been approved centrally, with a local application

approach its execution must be adapted to suit the local market and that may involve

modifying basic strategy decisions, such as objectives, targeting, and perhaps even

positioning.

4.4.1 Global Advertising Objectives

Global advertising plans originate with statement objectives. The problem of

managing brand consistency is largely responsible for limiting most global

marketing objectives to awareness and recall, two effective yet easily attainable

marketing communication measures, although more specific objectives may be

needed in individual markets.

4.4.2 Targeting Issues

The globalization/localization debate is really about targeting. The question is

whether people in the target are similar across borders or whether their national

and cultural differences are great enough so that, to be effective, the message

strategy has to be modified country by country.

4.4.3 Positioning the Global Brand

Research must be conducted to identify the problems and opportunities facing the

product in each of the international markets to be entered. The situation analysis

portion of the advertising plan develops the information needed for positioning
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the product in the foreign markets. Particularly important is a good understanding

of consumer buying motives in each market. This is almost impossible to develop

without locally based consumer research. If analysis reveals that consumer buying

behavior and the competitive environment are the same across international

markets, it may be possible to use a standardized positioning throughout.

4.4.4 Setting the Budget

When preparing a single advertising plan for multiple markets, many companies

use an objective-task budgeting approach that uses a separate budget for each

foreign market. This technique adds some flexibility to localize campaigns as

needed. However, local practices also may affect the budget decision. Most

notably, the exchange rate from country to country may affect not only the

amount of money spent in a particular market, but also the timing of the

expenditures.

4.4.5 Executing the International Campaign

The execution of a global campaign is usually more complex than a national plan.

The creative may need to be reshot with local models and settings, as well as

language. Language is always a problem for a campaign that is dependent on

words rather than visuals as the primary meaning carrier.

Government approval of television commercials can be difficult to secure.

Adjustments may need to be made for seasonality.

Everything takes longer internationally. Time can also be an enemy.

4.4.6 Organizing for the International Campaign

Agencies have to develop an organizational structure to manage global brand

messages. The organizational structure depends heavily on whether the client

company is following a standardization or localization strategy. Some agencies

exercise tight control, while others allow more local autonomy. All these

approaches fall into three groups: tight central international control, centralized
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resources with moderate control, and matching the clients organizationif the client

is highly centralized, then the agency account structure will be highly centralized.

4.5 The IMC Factor in Global Advertising

Integrated marketing communication means that all the messages a consumer receives

about a brand work together to create a coherent brand impression. To do that on a global

level there must be both horizontal and vertical coordination. Figure 18.6 represents a

planning sheet used in plotting the strategic coordination across country and IMC tool,

including the designation of elements that maintain brand consistency.

: Evaluation Of Effectiveness

Topic Objective:

At the end of this topic the student will be able to:

 Demonstrate that you understand why and how advertising evaluation is conducted.

 List and explain the stages of copytesting.

 Identify the key areas of media evaluation.

 Discuss how campaigns and IMC programs are evaluated.

Definition/Overview:

Evaluating Effectiveness

The final section in a campaign plan is a plan for evaluating the effectiveness of the marketing

communication program or campaign. Similarly, the final step in implementation is to assess the

outcome or results of the plan.

Why do evaluation? The first reason is that the stakes in making an advertising misstep are high.

The second reason is advertising optimization: that means reducing risk by testing, analyzing,
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tracking performance, and making changes where possible to increase the performance of the

advertising. The third reason is to learn what works and what doesntin other words, to identify

best practices so a brands advertising continues to improve.

Key Points:

1. Stages of Evaluation

1.1 Types and Stages of Evaluation

Evaluation is done through testing, monitoring, and measurement. Testing is used to

predict results; monitoring tracks performance; and measurement evaluates results. In

other words, advertisements typically are tested before they run as a way to predict their

effectiveness, a practice called copytesting. Ideally, the results of evaluative research

should be available before large sums of money are invested in finished work or in media

buys. As a campaign unfolds, the performance is tracked to see whether any elements

need to be changed. The results, the actual effects, are measured after the ad or campaign

runs. Diagnostic research is used in all three stages to deconstruct an advertisement in

order to spot message problems. These are the four types of research used in evaluation:

o Developmental research: Through pretesting, estimates the likelihood that

an ad idea will work or that one idea is better than another.

o Concurrent research: By using tracking studies and test marketing,

monitors the way the campaign is unfolding and how the messages and

media are working.

o Posttesting research: Evaluates the impact after the campaign is over or

after the ad ran. In order for post-campaign research to be useful,

benchmark or baseline studies are needed in order to gauge movement.

These can be research company norms or they can be based on previous

campaigns by this brand.
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o Diagnostic research: Deconstructs an ad to see what elements are working

or not working. Researchers who evaluate commercials use frame-by-

frame or moment-by-moment analysis to identify strengths and

weaknesses in an ad.

1.2 Factors to be Evaluated

Factors other than advertising affect sales and it makes it hard to isolate advertising in

order to determine its impact. Advertising effects tend to be delayed, so its difficult to

link the advertising seen at one time to purchases made days or weeks later. In some

cases, such as direct-response advertising, sales can be measured as a direct response to

an advertising message.

Usually, however, advertising is measured in terms of its communication effects, which

become surrogate measures for sales impact. Such factors as purchase intention,

preference, and liking all suggest that the advertising message can make a positive

contribution to an eventual purchase decision.

1.3 Copytesting Services

Copytesting companies have different specialties focusing on different effectiveness

dimensions. The most successful of these companies have conducted enough tests that

they have developed norms for common product categories. After they pretest an ad, they

are able to compare its score with others that reflect how comparable ads perform on the

factors they test. Norms allow the advertiser to tell whether a particular advertisement is

above or below the average for the brand or its product category. Without norms, the

advertiser would not know whether a score was good or bad.

2.0 STAGES OF COPYTESTING

Copytesting is a general term that describes various kinds of research used at different stages in

the advertising processbefore, during, and after an ad or campaign has run.
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2.1 Message Development Research

Deciding what facts to convey in advertisements is never easy. Research is needed to

develop and test alternative message strategies.

2.1.1 Message Strategy

Planners conduct research with members of the target audience to develop the

message strategy and test the relative effectiveness of various selling premises.

2.1.2 Concept Testing

Research in concept testing compares the effectiveness of various creative ideas

(big idea). This testing often relies on a key concept card, which is an artists

drawing of the visual idea with a sentence underneath that captures the essence of

the idea.

2.1.3 Pretesting

Pretesting helps marketers make the final go/no-go decisions about finished or

nearly finished ads. Pretesting differs from concept testing or message strategy

research, which reveals the strengths and weaknesses of different versions of a

concept or approach as marketers develop them. Pretesting assesses the strength

of the finished message and predicts how well it will perform.

In terms of print advertisements, the ideas to be tested are often full mock-ups of

the ad. In television, advertisers can test the commercials as storyboard ideas or

photoboards (still photos arranged as a storyboard), but more often commercials

are in the form of animatics (drawings or still photos shot on videotape

synchronized with a rough version of the audio track).

Researchers follow the viewing of the advertisement with a survey, a more open-

ended interview, or a set of questions for a group discussion.
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2.1.4 Diagnostics

Many advertisers and agencies are moving away from copytesting methods that

rely on single scores to evaluate an ad and turning to methods that are more

focused on diagnosing strengths and weaknesses. They believe an advertisement

is too complex to be reduced to one factor and one simple score.

Moment-by-moment tests of a commercial provide an analysis of the impact of

the internal logic of the commercial. The procedure includes showing a clutter

reel (a group of commercials that includes the test commercial and competitors

commercials as well as others) and conducting interviews afterward. The

Ameritest company uses a picture sort to diagnose the viewers attention to and

emotional engagement with different elements in the commercial. The viewers

receive a deck of key frames from the commercial and sort them into images they

remember seeing and ones they dont remember. Then they sort them into five

categories from strong positive to strong negative. Researchers tabulate the sets to

depict a flow of impact for both attention and emotion.

2.2 During Execution: Concurrent Testing

Concurrent testing takes place while the advertising is actually being run. There are three

primary techniques: coincidental surveys, attitude tests, and tracking studies. The first

two assess communication responses; tracking studies evaluate actual behavior.

The coincidental survey technique is most often used with broadcast media. Random

calls are made to individuals in the target market. By discovering what stations or shows

people are seeing or hearing, the advertiser can determine whether the target audience is

getting the message and, if so, what information or meaning the audience members

receive. This technique can be useful in identifying basic problems.

2.2.1 Tracking Studies

Studies that follow the purchase activity of a specific consumer or group of

consumers during a specified period of time are tracking studies. These studies

combine conventional marketing research data with information on marketing

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

244
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



communication spending and provide a more complete view of the market.

Researchers use market tracking for both concurrent testing and posttesting. It

may serve two basic objectives: to show how the marketers product sales or

market share compares with the competition after implementing some marketing

communication and to conduct reassessment, that is, to help the marketer

understand how the market responds to changes made in the marketing

communication strategy.

Tracking studies evaluate copy and media against changes in sales.

Brand tracking is an approach that tracks the performance of the brand, rather

than the ad.

Because spending information enters the analysis, much of the focus of tracking

studies is on the target market, the selection of media vehicles, the schedule, the

marketing communication mix, and the media mix. Account planners use several

methods to collect tracking data.

o Researchers survey individuals who were exposed to the ad, asking

questions about the spokesperson, the tone of the ad, its wording, and so

forth. Results that show strong negative attitude scores may prompt the

advertiser to pull an ad immediately. A favorable attitude indicates that

people are more likely to purchase a brand than if they have an

unfavorable attitude.

o Wave analysis: Wave analysis looks at a series of interviews during a

campaign. The tracking begins with a set of questions asked of a random

sample of consumers on a predetermined date. After the person is

qualified as hearing or seeing the ad, the researcher asks a series of follow-

up questions. The answers serve as a benchmark and allow adjustments in

the message content, media choice, and timing. Perhaps two months later,

the researcher makes another series of random calls and asks the same

questions. The second wave is compared with the first until management

is satisfied with the ads market penetration and impact.
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o Consumer diaries: Sometimes advertisers ask a group of representative

consumers to keep a diary during a campaign. The advertiser asks the

consumers to record activities such as brands purchased, brands used for

various activities, brand switches, media usage, exposure to competitive

promotions, and use of coupons. The advertiser can then review these

consumer diaries and determine factors such as whether the message is

reaching the right target audience and whether the audience is responding

to the message as intended. One common unfavorable finding from

consumer diaries is that no attitude or behavioral change occurred because

of exposure to the campaign.

o Pantry checks: The pantry check provides much of the same information

as the diary method but requires little from the consumer. A researcher

goes to homes in the target market and asks what brands or products they

have purchased or used recently. In one variation of this procedure, the

researcher counts the products or brands currently stocked by the

consumer. The consumer may also be asked to keep empty packages,

which the researcher then collects and tallies.

o Test marketing: A test market might serve to test product variations, as

well as elements of a finished ad, a campaign, or a media mix in two or

more potential markets. In a typical test market, one or more of the test

cities serve as controls while the others are the test. In the control markets

the researcher can either run no advertising or continue to run the old ad.

The new ad is used in the test cities. Before, during, and after running the

advertising, marketers compare sales results in the test cities by checking

inventories in selected stores representative of the target market. The

possibilities for isolating variables in test markets are almost limitless.

2.3 Posttesting: After Execution Research

Evaluative research occurs after the ad has been run to determine if it met its objective.

Following is a discussion of common evaluative research techniques.
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o Memory tests: Memory tests are based on the assumption that an

advertisement leaves a mental residue with the person who has been

exposed to it. One way to measure an advertisements effectiveness, then,

is to contact consumers who saw the ad and find out what they remember.

Memory tests fall into two major groups: recall tests and recognition tests.

One way to measure memory is to show the advertisement to people and

ask them whether they remember having seen it before. This kind of test is

called a recognition test. In a recall test, respondents who have read the

magazine are asked to report what advertisements or brands they

remember seeing.

o Similarly, a TV commercial is run on network television within a regular

prime-time program. The next evening, interviewers make thousands of

random phone calls until they have contacted about 200 people who were

watching the program at the exact time the commercial appeared. The

interviewer then asks a series of questions, such as the following:

o Do you remember seeing a commercial for any charcoal briquettes?

o If no, then, do you remember seeing a commercial for Kingsford Charcoal

briquettes? (Memory prompt)

o If yes to either of the previous questions, then, what did the commercial

say about the product? What did the commercial show? What did the

commercial look like? What ideas were brought out?

o The first type of question is called unaided recall because the particular

brand is not mentioned. The second question is an example of aided recall,

in which the specific brand name is mentioned. The answers to the third

set of questions are written down verbatim. The test requires that the

respondent link a specific brand name, or at least a specific product

category, to a specific commercial. If the commercial fails to establish a

tight connection between the brand name and the selling message, the

commercial will not get a high recall score.

o Persuasion tests: Another evaluative research technique is a persuasion

test or attitude change test. The basic format is to ask consumers how
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likely they are to buy a specific brand. Next, they are exposed to an

advertisement for that brand usually as part of a collection of brands. After

exposure, researchers again ask them what they intend to purchase. The

researcher analyzes the results to determine whether intention to buy has

increased as a result of exposure to the advertisement. This test is

sometimes referred to as an intend-to-buy or motivation test. The validity

of a persuasion test depends in part on whether participants in the

experiment represent a good sample of the prospects the advertiser is

trying to reach.

o Likability tests: A study by the Advertising Research Foundation (ARF)

compared a variety of different copytesting methods to see if any of them

were better able to predict sales impact. Surprisingly, it wasnt awareness,

recall, communication, or persuasion measures that won out but rather

likability tests. Likability, however, is not easy to measure because its

difficult to know if the consumer likes the ad, the brand, or some other

factor (the person giving the test). A number of the copytesting companies

do offer a likability score but they suggest it needs to be interpreted

relative to other consumer responses. Questions that try to evaluate

likability investigate such things as personally relevant, important to me,

stimulates interest or curiosity, creates warm feelings, enjoyable,

entertaining, and fun.

o Inquiry tests: A form of action response, inquiry tests measure the number

of responses to an advertisement. The response can be a call to a toll-free

number, an E-mail, a Website visit, a coupon return, a visit to a dealer, an

entry in a contest, a call to a sales person, or an actual transaction. Inquiry

tests are the primary measurement tool for direct-response

communication, but they also are used to evaluate advertisements and

sales promotions when the inquiry is built into the message design, as the

Xterra ad demonstrates. Inquiry tests also are used to evaluate the

effectiveness of alternative advertisements using a split-run technique in

magazines, where there are two versions of the magazine printed, one with
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ad A and the other with ad B. The ad (or direct-mail piece) that pulls the

most responses is deemed to be the most effective.

2.4 Scanner Research

Many retail outlets use electronic scanners at the checkout to collect consumer

information. In scanner research, you would be asked to join a panel, which might

contain hundreds of other customers. You would complete a fairly extensive

questionnaire and be assigned an ID number. You might receive a premium or discount

on purchases for your participation. Each time you make a purchase, you also submit

your ID number. The store can then track actual sales to determine to what extent an ad

worked.

2.5 Single-Source Research

Thanks to scannerscombined with computer technology and data and the use of electronic

mediaresearchers are closer to showing a causal relationship between advertising and

sales because of single-source research. Single-source research companies arrange to

control the television signal of a communitys households. The company divides the

households into equivalent matched groups. It then sends advertisements to one group but

not to the other and collects exact records of what every household purchases. This

information is collected through the scanners found at the supermarket cash register.

Because advertising is the only manipulated variable, the method permits an

unambiguous reading of cause and effect. The data collected in this way are known as

single-source data because advertising and product purchasing data come from the same

source.

Although fairly expensive, single-source data can produce exceptionally dependable

results. However, the method usually requires more than six months to produce usable

results. Critics also say that single-source research is better for short-term immediate

sales effects and doesnt capture other brand-building effects very well.
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3. Media Evaluation

Advertising has little chance to be effective if no one sees it. Analyzing the effectiveness of the

media plan is another important part of the evaluation.

3.1 Evaluating Audience Exposure

The estimates in the media plan are checked against the performance of each vehicle. The

critical evaluation is whether the reach and frequency objectives were obtained.

Verifying the audience measurement estimates is a challenge.

As the job gets more complex, media planners are being asked to prove the wisdom of

their recommendations in an area where the data they use is sometimes suspect or

unreliable, particularly if there are problems with the media measurement companies

formulas and reporting systems.

3.2 Advertising ROI and Media Efficiency

Advertisers continue to search for advertising ROI. ROI measures the relationship

between output and input.

Because the dollar impact for advertising is hard to measure, ROI is difficult to calculate.

The campaigns must be carefully designed not only to move the sales needle, but also to

ensure that advertisers can isolate the impact of the message and verify that it caused the

increase in sales.

One question related to ROI is how much is too much? How do you determine whether

you are over- or under-advertising? Thats one of the key reasons to use test marketing.

3.2.1 Wearout

The point where the advertising gets tired and there is no response or less

response than at the launch is called wearout. This is also the point where recall

stabilizes or declines and irritation levels increase because people are tired of

hearing or seeing the same ad replayed.
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3.2.2 Media Optimization

Ultimately, the biggest challenge in media planning is accountability. Advertisers

want to know their dollars are being spent in the most efficient way and for the

greatest impact. The goal in testing media planning is always to optimize the

budgetto get the most impact possible with the least expenditure of money. That is

the critical finding derived from the comparison of performance with projections.

In addition to meeting the reach and frequency objectives, was the media plan

efficient?

4. Campaign and IMC Evaluation

The last stage in the development of a campaign plan is to prepare a proposal stating how the

campaign will be evaluated. Evaluation is the final and, in some respects, the most important step

in an advertising campaign because it determines whether the campaign effort was effective.

4.1 Marketing Communication Evaluation

Facets Model to identify the objectives commonly associated with the various marketing

communication areas, as well as the types of measures used to evaluate performance. The

idea is that certain marketing communication areas do some things better than other

areas; therefore, in an integrated plan, we would use the best tool to accomplish the

desired effect.

4.1.1 Direct Response

The objective of direct-response communication is to drive a transaction or

generate some other type of immediate behavioral response, such as a donation or

visit to the dealer.

We evaluate ads containing elements that can be returned by using direct-

response counts. In some ways, direct-response mechanisms are the easiest

marketing communication tool to evaluate both in terms of the message

effectiveness and in terms of ROI efficiency
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4.1.2 Sales Promotion

Sales promotion programs are complicated in that it may be necessary to evaluate

both trade and consumer promotions.

By using focus groups and in-depth interviews, for example, researchers can

identify the level of interest the target market has for certain sports and events and

analyze how that interest might work in a future brand promotion.

In terms of channel (trade promotions), store audits can record the pre- and post-

shelf space allocated to the brand and the use of dealer/retailer promotional

materials. Store audits can also record consumer response to in-store promotions.

Promotions that contain a response device have a built-in evaluation measure.

Redemption of coupons is another common form of sales promotion monitoring.

The efficiency of a sales promotion can be evaluated in terms of its financial

returns more easily than advertising. We compare the costs of the promotion,

called a payout plan, to the forecasted sales generated by the promotion. A type

of payout plan called breakeven analysis seeks to determine the point at which

the total cost of the promotion exceeds the total revenues, identifying the point

where the effort cannot break even.

4.1.3 Public Relations

The evaluation of public relations examines the success of the program in getting

the message out to the target audience in terms of output (materials produced and

distributed) and outcomes (acceptance and impact of the materials), as well as

public opinion and relationship tracking.

The search for methods to tie public relations activities to bottom-line business

measures, such as ROI, is like the quest for the Holy Grail.
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4.2 IMC Consistency

IMC is a new discipline and the research is only now being developed that proves the

effectiveness of advertising in combination with other marketing communication areas.

A content analysiswhich collects all the materials produced by an organization and codes

its use of agreed-upon consistency elements, such as brand identity cues, slogans, design

format, tone of voice, colors, the expression of core values, and positioning cuesis the

first step. The content analysis also looks for materials that are coded as off-strategy and

diagnose the ways in which deviant messages are being sent.

The complexity of an IMC program complicates the evaluation because there are multiple

efforts with multiple objectives and many of them demand different types of research

techniques.

4.3 Special Advertising Situations

4.3.1 Retail Advertising

The primary objective of retail advertising is to generate store traffic and that is

usually created through a combination of marketing communication

programming.

Visibility is another objective of retail advertising and that also is attained through

special promotions and events, announced through publicity and advertising.

4.3.2 B2B Advertising

The primary objective of B2B advertising is to generate a response, particularly a

sales lead. So a common form of evaluation is a lead count based on calls, E-

mails, and cards returned to the advertiser. Another common objective is called

conversion, and that refers to the number of leads that turn into customers who

make a purchase.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

253
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



4.3.3 International Advertising

A strong effectiveness evaluation program is particularly important for

international advertising.

International advertising most often takes place out of the advertising managers

sight and is difficult to control. Many problems with evaluation exist. First, many

markets with distinctive characteristics must be analyzed, not just the markets in

one country. Furthermore, the costs of running evaluation programs in smaller

markets may not be cost effective. There may also be incompatibilities among

various measurement systems and data analysis techniques that make it difficult

to compare the data from one market with similar data from another market.

The effectiveness of an international evaluation program for advertising should

focus, at least initially, on pretesting. Unfamiliarity with the culture, language,

and consumer behavior can result in major miscalculations. Pretesting helps the

advertiser correct major problems before miscommunication.

The best approach is to test two ads that are both based on the global advertising

strategy: a locally produced version of the advertising and an original ad produced

locally. As a general rule of thumb, the global strategy usually works around 60

percent of the time. If the locally produced advertising wins, the improvement

must be decisive or the cost of creating a local version of the campaign may not

be affordable. Cost efficiency, in other words, always favors a standardized

approach but that must be tempered by questions of whether the standardized

approach is equally effective at the local level. Global companies must remain

flexible enough to adapt the strategy that emerges as the winner to local markets.
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