
“Introduction to Advertising Media”.

: Background Of Todays Advertising

Topic Objective:

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

 The social and economic environment that nurtured advertising in its early years.

 Advertisings role in U. S. economic development.

 Advertising support of the American media system.

 The fight for ethical and responsible advertising.

 Advertising growth during the post-World War II era.

 Modern advertising in an era of fragmented audiences and media.

Definition/Overview:

Advertising: Advertising began in its primitive stages in the late nineteenth century and evolved

in a more sophisticated manner in the twentieth century, focusing on consumer research and

creative selling strategies. To understand the origins of modern advertising, we must examine the

conditions that make it possible. Advertising is a communications tool that requires two primary

components:

 A centralized exchange where advertising informs consumers about the availability of

goods and services through marketing intermediaries.

 An economy where supply surpasses demand and consumers are faced with an

abundance of product choices. Advertising provides consumers reasons to select one brand or

product category over another.
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Key Points:

Introduction

In the 50 years following the Civil War, a number of other factors came together to create the

foundations for this multi-billion dollar industry:

1. 1 With the beginning of democratic ideals and public education becoming more

accessible to the general populace, a more literate population created a demand for

newspapers and magazines.

1. 2 The prosperous industrial revolution fostered efficient manufacturing and technical

expertise, which led to the mass publication and circulation of magazines and newspapers

that carried advertising, which helped finance the publication. Growth in job skills led to

higher wages and a labor movement from the farm to urban centers.

1. 3 The entrance of railroad and telegraph capabilities connected the country

economically and culturally.

1. 4 Most significantly, however, it was the introduction of national brands that would

bring the industry of advertising to fulfillment of its real promise. Nationally branded

goods changed the relationship between buyers and sellers from a system of commodity

goods to a marketing system, which focused on product quality and identification. This

would ultimately lead to the rise of mega-retailers during the 1990s. Led by companies

like Quaker Oats, entrepreneurs rushed to be first in the marketplace with branded goods.

2. Advertisings Modern Era: Research and Responsibility

The two elements missing in most advertising during the early years of the last century were:

 An ethical framework for creating promotional messages.

 Valid and reliable research to measure advertising effects.
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 The first thinking reflected in the rising democratic movement in America held that the

individual was quite rational and capable of discerning truth from falsehoods in advertising

claims of the marketplace.

 It was thought that little regulation would be necessary.

 Many of the claims of nineteenth century advertisers, however, were outrageous and soon

there was a call for consumer protection. This gave rise to zealous critics of advertisers who

condemned many claims and demanded the curtailment of both advertising research and the

messages themselves.

 Although acknowledging some advertising excesses, the practices were almost laughable

in most cases. There were a number of more enlightened advertisers, however, who did develop

effective advertising research techniques. This progress gained momentum in the 1950s.

3. Factors Contributed to the Rise of Modern Advertising

A number of factors came together after the Civil War to create the foundations for the

advertising industry. The first was the beginning of the fulfillment of democratic ideals. Public

education was creating a literate population and interest in the political process created both the

need and support for newspapers and magazines. Second, advertising prospered as the Industrial

Revolution swept across the United States during the latter part of the 19th century. Not only did

mass production allow the efficient manufacturing of goods, but this same technological

expertise created the high-speed presses that enabled the publishing of mass circulation

magazines and newspapers that carried the advertising that provided the medias financial

foundations. Just as important, industrialization created the need for skilled workers who earned

higher wages and moved from the farm to urban centers bringing with them the need for

information provided by a growing print media. The introduction of the railroad created a means

of national distribution for the products of a growing manufacturing sector. With the introduction

of national brands, advertising and marketing began to fulfill their promise. National brands,

supported by a coast-to-coast system of railroad distribution and national magazines to advertise

them, provided the impetus for a sophisticated advertising and marketing structure based on

product differentiation and consumer loyalty to individual brands.
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4. Advertising Success in an economy in which demand is greater than supply

The primary purpose of advertising is to create demand by introducing new products or

suggesting how consumers can solve some problem with existing products. When consumers

problem(s) are obvious (demand) and a particular product is the clear solution to the problem,

advertisings role is largely limited to letting buyers know the location and price of goods.

However, in an economy with numerous brands fighting for the consumer dollar, advertising

must not only inform and persuade potential customers that these products exist but also give

consumers reasons to purchase one brand over those of competitors. Societies of scarcity need

not advertise anything. Their people sign up to buy a car, wait three years or more and then

gladly take whatever is assigned to them. Their people line up to buy bread; they cannot shop

among enriched and homogenized and white and pumpernickel and rye.

5. Factors that Caused the Emphasis On Creativity

The industrial output of products had reached a point at which serious brand competition was

taking place in a number of product categories, such as food and soap. The competition among

brands for the first time saw strong promotional offers accompanying product advertising, as

well as the introduction of emotional appeals. Innovative marketers such as John Wannamaker

saw the need to sell products on the basis of style and luxury rather than simple utility.

Advertising was beginning to draw from social science research to determine the most effective

means of reaching consumers. Alfred Sloan made General Motors the preeminent carmaker by

using advertising that encouraged consumers to trade up to buy the latest models with the newest

cosmetic changes.

6. The Development of the Advertising Agency

Volney Palmer started the first advertising agency in 1841. In reality, he was little more than a

space broker, buying bulk newspaper space at a discount and selling it to individual advertisers at

a profit. In 1869, George Rowell published Rowells American Newspaper Directory, which

provided newspaper circulation estimates and started the movement toward published rate cards
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and verified circulation. By the end of the 19th century, major agencies such as J. Walter

Thompson, N. W. Ayer & Son, and Batten and Company (the forerunner of BBDO) were

providing creative services, media placement, and basic research and developing the function of

the full-service agencies of the future.

: Roles Of Advertising

Topic Objective:

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

 Primary goals and objectives of advertising

 Changing roles of advertising within the marketing communication mix

 Value of advertising and measuring return-on-investment (ROI)

 Various categories of advertising

 Advertising and building brand equity

 Advertising of ideas and non-profit organizations

Definition/Overview:

Changes in Advertising: Advertising has undergone dramatic changes during the last decade.

Technological change and demands from clients for more accountability have altered practices of

the advertising industry. Advertisings primary role, however, continues to be to convey truthful

information about products, services, or ideas to a targeted audience. Media will increasingly

target market niches and individual buyers.
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Key Points:

1. Advertising and the Changing Communication Environment

In recent years, a major concern of marketers has been the convergence, or coming together of

related components of the mass-communications system. These components appear in three

distinctly related areas:

1. 1 Technological convergencethe incorporation of computer technology with broadcast

media and home reception.

1. 2 Business convergenceusually referred to as consolidation, it is the dominant trend of

companies merging and includes advertising agencies and media companies.

1. 3 Content convergencecompanies try to stretch their advertising or program content

in new directions to help amortize sizable investments.

2. Convergence is very apparent in advertising communication.

Finding a cost-efficient plan for reaching increasingly in-control and demanding consumers is

the major challenge of contemporary advertising. The forces of convergence and consolidation

dominate every advertising, promotion, and marketing decision.

2. 1 Advertisers have a dual problem an ever-expanding number of media options and

the need to develop advertising messages that consumers will invite to share their time.

2. 2 Citizen media describes the relationship between advertisers and consumers where

communication users exert more control than do communication providers. Participatory

media such as blogs is another step in citizen media.

2. 3 The year 2000 marks when the communication revolution first became

commercially viable.
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2. 4 Advertisers vote with their dollars, and no better evidence exists of the importance

of new technology than the shift in financial support by major advertisers away from

traditional media to new and, especially, interactive technology.

1. How has the emphasis on return on investment changed the relationship between advertising

and the media?

The value of a particular marketing function is often expressed as return-on-investment (ROI),

that is, how many dollars are produced for every dollar spent. Clients are increasingly demanding

that media and advertising agencies measure advertising success on the basis of effective

communication rather than on audience exposure (i. e. , circulation or ratings). In 2005, a joint

task force of major advertising trade associations announced an initiative that would replace the

concept of audience delivery with one that measured audience engagement. However, there is a

lack of consensus on how to define and/or measure it. The demand for accountability and a focus

on ROI are becoming part of the media/advertiser relationship. For example, in the fall 2006

television season, Court TV guaranteed a certain audience level but also offered to rebate

advertisers if the network fell short of a previously guaranteed level of engaged viewers. The

figure was determined by a formula that included measures of viewer attentiveness, engagement,

and recall.

3. Three Types of Convergence

In mass communication, convergence refers to three distinctive though related areas: 1)

technological convergence, 2) business convergence or consolidation, and 3) content

convergence.

Technological convergence means that there are more options than ever for reaching consumers

and increasingly the consumer is in control of the communication. This presents a dual problem

to advertisers. On the one hand, they must choose a media plan from an ever-expanding number

of options. At the same time, they must develop advertising messages that consumers will invite

to share their time.
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One of the dominant trends of modern business is business convergence or consolidation -- the

merging of company after company, including advertising agencies and media companies. In the

area of retail advertising, consolidation has caused great changes. As illustrated by Federated,

brand consolidation has allowed the implementation of national advertising strategies, and

provided the opportunity to move into national media and promote its in-store, exclusive brands

on a national basis. This move also has significant ramifications for newspapers and local radio

stations, as advertisers turn to using more national media.

Content is the primary expense of most communication companies. Whether it is a network

showing reruns to amortize its investment in its programs or an advertising agency using clip art

or sharing footage with its global partners, with content convergence companies try to stretch the

use of communication content.

4. Advertising and Other Elements of Marketing Communication

The four components of marketing communication include personal selling, sales promotion,

public relations, and advertising. Advertising complements these other elements as follows:

 In business-to-business marketing, advertising opens doors for personal salespeople, and

in consumer marketing it introduces brands and retailers, which allows salespeople to make the

final sale.

 Consumer sales promotions such as sales prices, cents-off coupons, and sweepstakes

often use advertising to reach the consumer.

 The key to successful public relations is to view it as a complement rather than a

competitor to advertising. Ideally, advertising and public relations should work in concert to get

the brand message to as many prospects as possible. Public relations and especially word-of-

mouth advertising tend to work best at the introductory stage of building brand awareness with

advertising taking over to build long-term brand loyalty.
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5. Public Relations and Audience Credibility

Because public relations is usually seen as news, it has credibility that is lacking in most

advertising. Furthermore, unlike advertising, a public-relations message is ultimately controlled

by the media. The media makes decisions concerning when, where, and if a particular product

story will be carried. The elements of message control and credibility most distinguish public

relations and advertising.

6. Role of Brand Equity

An established brand name that customers recognize and respect is one of the most valued assets

of a company. Studies have shown that anywhere from one-third to one-half of the value of some

companies comes from the brand names they own. James Spaeth, past president of the

Advertising Research Foundation, said that A brand name is the intangible benefit that

differentiates an otherwise readily substitutable product in a highly consumer relevant way. For

example, a primary difference between McDonalds and the thousands of other fast-food

restaurants that compete for consumers dollars is its name.

In product categories that have little inherent product differentiation and are easily duplicated by

competitors from a functional standpoint, brand equity is especially important. What competitors

cannot duplicate are the years of successful brand building that the parent companies have

invested in their brands. A study of 25 popular product categories and the dominant brands in

these categories over the past 80 years shows how difficult it is for competitors to compete

against established brands. Only five product category leaders have been replaced among

twenty-five product types over the last 80 years.

: The Advertising Spiral And Brand Planning

Topic Objective:

At the end of this chapter student will be able to understand:
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 The importance of understanding the product life cycle

 The relationship of the advertising spiral

 The birth and basics of branding

 Brands and integrated marketing

 Brand equity

 Strategic planning methods

Definition/Overview:

Critical Aspects of Advertising: Chief among the critical aspects of advertising decision

making is developing a strategic plan. In marketing, as well as other aspects of business, great

emphasis is placed on developing sound and effective strategies. One of the fundamental

building blocks in marketing strategy development is to understand how products pass through a

product life cycle. As a product passes through the life cycles distinctive stages, it is noteworthy

that advertising plays a different role in each stage of development. The appreciation and

understanding of these changes is critical in strategy development.

Similar to the product life cycle is the advertising spiral. Three distinct stages indicate consumer

response tendencies and strategic changes. As an example, until consumers appreciate the fact

that they need a product, that product is in the pioneering stage. In the competitive stage, an

advertiser tries to differentiate its product from that of the competition. Once consumers know

about products and use them, the product may become part of the retentive stage, which uses

reminder advertising.

The age of the product has little to do with what stage it is in at any given time. Rather, consumer

attitude toward the product or perception determines which stage a product is in. This chapter

explains the changes in advertising strategy from stage to stage. Note that as consumer

perception changes (which advertisers try to manage), the advertising message changes.

Understanding this process is critical to advertising success.
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The second major thrust of the chapter is to analyze and explain brand planning and resulting

brand equity. Advertisings relationship to branding is historical in nature and provides many

interesting insights. A brand, in a modern sense, is created. It is made up of rational and

emotional elements. Advertisings role is to explain and communicate these elements to the

consumer. In order to do so effectively, integrated marketing communications recognizes the

added value of a comprehensive plan that evaluates the strategic roles to a variety of

communication disciplines and combines these disciplines synergistic effect to provide clarity,

consistency, and maximum communication impact.

The chapter concludes by examining brand equity. Several contemporary methods for achieving

and maintaining equity are presented and evaluated. One useful way of beginning the brand

equity quest is to conduct a brand equity audit. The reader will find the various plans presented

to be a useful addition to his or her strategic planning portfolio (or bag of tools).

Key Points:

1. Introduction

Marketers and advertisers are in accord that corporate brands are a companys most valuable

asset.

1. 1 Consumers: Todays consumers control the power because of their ability to turn us

off and on easier than ever before; therefore, it is no longer enough for a brand to

distinguish itself only through an advertising campaign. Successful brands offer

customers relevant and unique experiences.

1. 2 Brand Names: But with such an abundance of brand names, sub-brands and mini-

brands, consumers are often confused and brand confidence can be eroded.

1. 3 Management Challenges: The management challenge for companies is to clearly

differentiate their products and services, based upon achievable advertising objectives

and promises.
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2. Multitude of New Fragmented Media

With the multitude of new fragmented media choices available, a new emphasis is being placed

on better integrating brand communication efforts, called integrated marketing communication.

2. 1 The goal is to build greater brand equity.

2. 2 Further, marketers need to build better brand strategies for all product categories,

consumer or business/industrial.

2. 3 Products have a life cycle, or stages of development. The advertising stage of the

product is determined by the degree of acceptance the product has earned with

consumers. The life cycle model has three primary stages:

 Pioneering stage.

 Competitive stage.

 Retentive stage.

3. Essence of the Advertising Message

In the pioneering stage, advertising must educate the consumer to the new product or service,

show them that they have a need they did not appreciate before and that the advertised product

fulfills that need, or show that a product now exists that is capable of meeting a need already

recognized but that could not have been fulfilled before. In the competitive stage, the consumer

knows what the product is and how it can be used, but the products superiority over similar

brands has to be established in order to gain preference. The purpose of competitive stage

advertising is to communicate the products position or differentiate it to the consumer; the

advertising features the differences of the product. In the retentive stage, companies seek to build

consumer loyalty and hold on to their customer base. Called reminder advertising, it simply

reminds consumers that the brand exists. Most reminder advertisements look like posters with

few words because there is no need to give consumers information.
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4. Brand Equity

Brand equity is the relative standing of a brand relative to its competition in the minds of the

consumers over a period of time. Strong brand equity means that a brand, such as Coca Cola or

Tide detergent, is one of the most recognized names in its product category. When consumers go

shopping for a particular product, they usually have three or four brands on the top of their mind

as preferences. If your product and brand name is among those initially identified as a purchase

possibility, then you have strong brand equity. And, as in any business, the term equity is thought

of as an investment. A brand possessing strong brand equity has dollar value equal to that of the

product factory and equipment.

5. Elements of the Creative Brief

The elements of a creative brief, or communications work plan, are a short statement of the

direction the promotional plan should take. It includes: 1) a definition of the intended target

market (segment); 2) that markets feelings and attitudes regarding the product/brand in question;

3) the desired communications goals and position; and 4) a promise of benefit to the consumer

that will build brand loyalty.

6. Key Elements in the AFG Planning Cycle

The Avrett, Free, and Ginsbergs Planning Cycle is a disciplined, need-mapping process used to

develop an advertising strategy to ensure long-time growth and brand equity. It involves a seven-

step planning cycle: 1) the brands status or pre-eminence in the marketplace is assessed; 2) the

brands future (mission) goals are set; 3) alternative brand development strategies are considered

and based upon Maslows Hierarchy of Needs; 4) a tight strategy is selected to be used in

developing a fully integrated marketing communications program; 5) a range of executions is

explored to maximize the relevancy, distinctiveness, and persuasiveness of the strategy and final

execution; 6) the advertising campaign is closely monitored to assess performance and progress

as a means of accountability; and 7) based upon the results of the plan, a long-range expansion
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plan for the base brand is projected to determine if brand equity can be extended to other product

line categories.

: Target Marketing

Topic Objective:

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

 Prime prospects

 The importance of target marketing information

 The marketing concept

 Planning the advertising

 Niche marketing and positioning

 Beyond demographics: psychographics

Definition/Overview:

Markets: Our market is not everybody who has money. Who exactly is going to buy our

product? We can take a shotgun approach and hope one shot will hit its mark. But successful

marketers have learned to direct their advertising like a well aimed rifle at a specific target

market; men, women, teenagers, Hispanics, all with unique product needs.

Marketers often tend to generalize. It is easy to assume that all Russians drink vodka, Germans

drink beer, and French drink wine. It is all right to begin a marketing plan by grouping

consumers by like characteristics, but we must dig more deeply. There are additional multiple

factors that further segment such groups such as age, gender, income, net worth, geography,

lifestyle, and family status. Marketing must look at the individual and not the mass market. What

additional information do we need to understand and reach prospective consumers?
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Key Points:

1. Marketing Generalization

As we discuss many factors and groups used by marketers, a word of caution is in order.

Virtually no generalization encompasses an entire consumer segment, especially age groups. It is

important to dig deeper and create an understanding.

A cardinal rule in marketing has always been to know your market. It means defining your target

in as much detail as circumstances allow and necessity requires.

When possible, todays marketing aims at the individual and not at the mass market.

2. Prime Prospects

2. 1 Why waste company money advertising to people who are unlikely to buy? The

search for the best prospects among all consumers is called target marketing.

2. 2 The process of finding prime prospects is not limited to products; services, cities,

almost any organization may need to target prospects.

3. Multicultural Marketing

As the United States continues to be the melting pot of the world, we are attracting ethnic

cultures from far and wide, which represent substantial markets. However, marketers must not be

restricted in their thinking to traditional ethnic or cultural markets and caught up in cultural

stereotypes. Marketing, for instance, to the traditional family of a husband and wife, two kids

and a dog, is a thing of the past. Family, as a cultural bond, is being redefined today and new

markets are emerging. Smart marketers now realize more profit opportunities in single parent

families and in gay and lesbian couples, etc. Senior citizens (the mature market) are one of
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fastest growing in America. Due to medical advances, people are living longer and interested in

physical activities such as traveling, sky diving, mountain climbing, etc. ; a new image for

seniors. Generational marketing also closely studies the lifestyles of Generation Xers, Yers, and

Zers. Todays multicultural marketing has evolved since the term Minority marketing was used to

describe targeting African American potential customers during the 1960s. Today, the term

multicultural marketing encompasses not only a range of ethnicities but also life-style related

targets such as gay and lesbian markets.

4. Positioning

When a marketer sets out to position its brand or product in an advertising campaign, the goal is

to create a targeted image in the mind of the consumer. A primary product attribute, or consumer

benefit, is selected, which sets your company apart from the competition. This unique selling

feature becomes the theme, which is woven into, and repeated over and over, the campaign and

the media mix used to reach the consumer. A strong position helps to build brand awareness.

You want the consumer to have your product brand or company name on the top of their mind

when preparing to make a purchase. People buy the sizzle and not the steak. Therefore, when

that brand image is very strong and the advertised position is clear in the consumers mind,

companies enjoy superior brand equity. Positioning can segment the market by creating and

advertising a product that meets the needs of a specialized group and/or identifies an existing

product feature that meets the needs of a specialized group and is hard for competitors to beat.

5. The 80/20 Rule

The 80/20 rule is the foundation for relationship marketing. When 80 percent of a companys

sales come from 20 percent of your customers that should be a clear signal that your customer

base is an investment that needs to be protected and nurtured. Much of our business comes from

repeat purchases, from heavy users of our products and services. Recognizing this, many

companies have ongoing programs devoted to building solid customer relations through service
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offerings, referral rewards, bonus points for repeat purchases, etc. Of course, a company must

not lose sight of opportunities to attract light and medium users.

: The Advertising Agency, Media Services, And Other Services

Topic Objective:

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

 The agency.

 The history of the agency business.

 The full-service agency.

 Global advertising agencies.

 Agency and client relationships.

 Forms of agency compensation.

 Other advertising services.

Definition/Overview:

Agencies: Agencies are pressured today to lead the way in communication through all the new

channels and to react in the marketers interest in figuring out how to deal with the new control

that consumers have, especially the Connected Generation. Despite the pressures, advertising

agencies continue to be the most significant companies in the development of advertising and

marketing in the U. S. and globally. It is no longer business as usual. Corporate organizational

changes have caused agencies to reengineer themselves to become stronger partners in helping to

reach the advertisers' marketing and sales goals. Agencies have changed their structures and

gobbled up specialty firms involved in integrated communication. Its not business as usual.
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Key Points:

1. The Agency

1. 1 Advertising Agency: An advertising agency is defined (AAAA definition) as being

an independent business, composed of creative and business people, who develop,

prepare, and place advertising in advertising media for sellers seeking to find customers

for their goods and services.

1. 2 Agency facts

According to the U. S. Census Bureau, there are more than 10,000 agencies in operation

in this country.

 Other estimates vary as to how many agencies there are.

 Unfortunately, there isnt a single printed or online directory that lists every

agency throughout the country.

 The majority of agencies are small one- to ten-person shops. Many claim to be

experts at something.

2. Global Agency Network

One example of a global agency is the J. Walter Thompson agency (JWT), first organized in the

United States in 1891. Today, JWT has 315 offices in 90 countries spanning Latin America, Asia

Pacific, Europe, and Africa. They offer global teams which help clients anywhere in the world to

develop communications objectives. They operate with directors-in-charge (DIC) serving global

clients with an organization known as an agency within the agency, making sure that the network

of agencies works together seamlessly to execute a multinational advertisers global

communications efforts to build its business. JWT also employs regional direction to coordinate

the activities of specific groups of countries. Each worldwide client is represented by a global

business director who sits on the JWT worldwide executive group; the DIC reports to this global
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business director. The parent company of JWT is WWP. WWP sponsors BrandZ, a research

study that interviews 70,000 people around the world to gain consumer insights on branding.

These insights are available to JWT clients.

3. Agency Of Record

Large advertisers employ a number of agencies to handing marking for various divisions and

products. In order to insure proper coordination among these agencies and to establish a primary

management point of contact, the advertiser appoints one of the agencies as the agency of record.

This designated, or lead, agency makes the corporate contracts under which other agencies issue

their orders, keep records of all ads placed, and communicate managements decisions on

allotment of time and space in a schedule. This type of organization helps to quicken response

time.

5. Networking

Contact a local advertising agency and arrange to meet with someone in creative or account

services to gather information about this professionals field and the requirements of working in

that field. Find out how their department is organized and what types of jobs it offers. Ask about

your interviewees job how they got their position and what they do. Prior to your interview, you

should prepare by conducting basic research on the company and developing a list of questions

that you would like to ask this individual. You should respect their time and arrive on time for

your meeting. After you finish, be sure to write a thank-you not that expresses appreciation for

something specific you learned. Make a presentation to your class and share your findings.
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Instructions

In Section 2 of this course you will cover these topics:
The Advertisers Marketing/Advertising Operation

Media Strategy

Using Television

Using Radio

Using Newspapers

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 c ontinue 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 Advertisers Marketing/Advertising Operation

Topic Objective:

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

 The marketing service system

 Integrated marketing brand management

 How advertising budgets are set

 Advertising goals versus marketing goals

 Agency-client relationships

Definition/Overview:

The changing world of new technology is challenging marketers and their companies. They are

learning to navigate the nontraditional landscape where the consumer is basically in control, not
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marketers. It is important that marketers today understand and adapt to these changes. Many

companies are restructuring their operations in order to communicate to the consumer with one

voice and in many cases, to communicate with consumers one-on-one.

Key Points:

1. Product Categories

In 2006, Procter & Gamble dismantled its Family and Health division in an effort to become

more efficient. Brands were moved to other divisions which now number three: Beauty and

Health, Household Care, and Gillette. The sample list of products on page 197 lists 21 product

categories, ranging from antiperspirants and colognes, to baby care, household cleaners, oral

care, and pet nutrition, to name a few. These categories include hundreds of individual brands.

2. Marketing Services System

Under the marketing services system, each product brand manager effectively operates his or her

own corporate entity within the overall parent corporation; developing, manufacturing,

marketing, promoting, integrating, and selling each brand. It consists of two parts. First, the

product manager, who is responsible for planning strategy and objectives, managing the budget,

getting agency recommendations, and acting as a liaison between the marketing department and

all other departments. Second is the structure of marketing services, which represents the

technical talent involved in implementing the marketing plan.

3. Category Manager

The category manager, a relatively new corporate position, is responsible for all aspects of the

brands in a specific product category for a company. He or she follows the product line and

decides how to coordinate each brand in that line and how to position the brand. The position
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encompasses all disciplines including research, manufacturing, engineering, sales, advertising,

etc.

4. Major Methods of Developing an Advertising Budget

There are four primary methods of developing an advertising budget: percentage of sales; payout

plan; competitive budgeting; and the task method. The percentage of sales approach is based

upon a percentage of company sales. The percent amount can vary and the basic sales premise

can take different directions: percentage of last years sales; percentage of anticipated sales;

combined needed tasks with anticipated sales; needed tasks alone; arbitrary amounts based on

current financial conditions; or a calculated average based on an average of past and anticipated

sales. A company using this method will not spend beyond its means because the advertising

budget will increase only when sales increase. However, this method actually reverses the

assumed cause-and-effect relationship between advertising and sales. It can be said that the sales

are causing the advertising rather than advertising causing the sales. The payout plan looks upon

advertising expenses as an investment that may take an extended period of time to reap expected

profit levels and reach marketing objectives. In the competitive approach, the marketer sizes up

the current competitive spending environment. In addition to looking at what the competition is

spending, this method should also consider other factors: whether the advertiser is on the

offensive or defensive, media strategies chosen, or whether the brand is new or an existing one.

Merely duplicating a competitors level of spending, however, is an unwise risk; competing

companies may have different marketing objectives. The task method carefully analyzes the

marketing objective/task to be accomplished and sets a budget specific to that task. A specific

sales target is set for a specific time period. It is referred to as the lets spend all we can afford

approach. This is the most difficult to implement, but the most logical budgeting method.

5. Advertising Budgets

The final decision for advertising budgets is a call by corporate management. The person

specifically responsible for the budget decision varies among companies and according to
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organizational objectives. Most often the vice-president of marketing and the vice-president of

advertising are the people most responsible for setting advertising budgets.

6. Slotting Allowance

Shelf space is limited there is only so much shelf space for the category manager to obtain from

retailers. Slotting allowances began because manufacturers were creating more new products

than the retailers shelf space could accommodate, so to add a new product an old product had to

be removed. Because retailers control the space, many charge slotting allowances for shelf space.

This admission fee ensure space for a period of about 3 to 6 months and pays for slow-moving

products and the administrative cost for placing a new product in the system, including

warehousing, computer input, communications to individual stores, and the redesign of shelf

space.

: Media Strategy

Topic Objective:

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

 The basic functions of the media planner

 The role of the media in the total advertising function

 Characteristics of the major media categories

 Relationships between media planning and target marketing

Definition/Overview:

Media Function: The media function, whether executed by an advertising agency, an

independent media-buying/planning firm, an unbundled media shop, or a companys in-house
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media department, is increasingly complex. The demand for efficiency, effectiveness, and

creativity in the media-planning process has never been greater. Two factors have created

uncertainty for both advertisers and media executives: 1) the steady increase in the number of

media and promotional options, and 2) the unprecedented audience fragmentation. This chapter

initially addresses the primary characteristics of the media function.

Key Points:

1. Organization of the Media Function

1. 1 Media Planner. The role of the media planner is to supervise all areas of the

advertising campaign as it relates to the media function.

They are also marketing specialists who play a pivotal role in the advertising process.

They must anticipate future trends in a rapidly changing environment and must keep

agency management and clients abreast of major changes.

1. 2 Media Research The media research department coordinates both primary and

secondary research data and functions as a support group for media planners.

It must gauge future media trends.

In some instances, this department estimates likely audiences for new magazines or

television programs.

1. 3 Media Buying. The media-buying department executes the overall media plan.

Media buyers select and negotiate specific media placements and they are responsible for

monitoring post-placement executions.
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2. Fragmentation of Media Audiences

The fragmentation of media audiences has made it possible for companies to better target

specific market segments aligned with product benefits and attributes sought by those

consumers. Fragmentation, however, has also resulted in marketers having to seek alternative

media vehicles most appropriate to reach those target markets. This means steering away from a

few former mass media choices and employing a wider variety of media outlets, some traditional

and some non-traditional. This has increased the cost of marketing communication and forced

hard choices; when advertising budgets are already viewed as inadequate. Fragmentation has

resulted in advertisers demanding more accountability of results of media choices.

3. The Responsibility of Media Planners

The media planners role in mapping advertising strategy has turned to one of coordination and

involvement of a creative team approach in strategic planning. The planner must seek input from

a variety of sources to insure an objective look at planning and to provide more creativity in the

final campaign. Some of this input will come from an agencys staff of writers, artists, etc. But

companies are not limited to full-service agencies and may seek advice and counsel from

specialists in areas such as Internet promotion and Web site design, or internationalization of

marketing approaches; an approach referred to as unbundling of services.

4. Reach, Frequency, and Continuity

Reach is the number of different people exposed to a single medium or, in the case of a

multimedia campaign, the entire media schedule. Frequency is the number of times that an

individual or household audience is exposed to the media schedule. Continuity is the length of

time over which a campaign will run or the length of time that reach and frequency will be

measured.
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5. The Applications of the Brand Development Index

This is a method of allocating advertising budgets to those geographic areas that have the

greatest sales potential. Research has shown how marketers know where prospects are located

and how those consumers in different areas rate in terms of current and future sales potential. It

is evident in the marketers use of systems such as PRIZM, which divides the population into

social groups, related to lifestyle and income. Zip codes can be used to actually target campaigns

geographically by city or by subdivisions of municipalities.

: Using Television

Topic Objective:

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

 The diversified nature of the television industry

 The multiple roles of television as an advertising medium

 The changing position of network television

 Syndicated rating services and television research methodologies

 The various segments of television viewing

Definition/Overview:

Television: Television is truly a multidimensional medium with the consolidation of ownerships,

blending of technology, and the co-producing of programming. As the future penetration of

digital television makes interactivity a reality, both advertisers and programmers will have to

adapt to significant changes in the role of audiences with the medium. From a marketing

standpoint, the television medium now exhibits wide diversity of advertising and programming

opportunities made possible by a number of related broadcast and cable entities. From local
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cable programming to nationally broadcast events such as the Super Bowl, each segment of the

television industry has special characteristics which are the subject of this chapter.

Key Points:

1. Introduction

An overview of the television industry sets forth advantages and caveats for marketers:

1. 1 Pros:

o Television reaches 99 percent of all U. S. households and is particularly

popular with market segments that are primary markets for advertisers.

o Televisions combination of color, sound, and motion offers creative flexibility

for virtually any product message.

o Despite recent audience declines, television remains extremely efficient for

large advertisers wishing to reach a mass audience. Cable outlets and local

broadcast stations add a local or regional component to national television

schedules.

o Government-mandated moves to digital television will open opportunities for

advertising and programming by early 2009.

1. 2 Cons:

o The television message is perishable and easily forgotten without expensive

repetition.

o The television audience is fragmented and skewed toward lower-income

consumers. Daily viewing time declines significantly as income increases.

o Shorter spots, some as short as 15 seconds, have contributed to confusing

commercial clutter.
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o With remote control use, channel surfing by viewers, and the VCR and DVR

(digital video recorder), the amount of time spent viewing commercials by the

average television user has greatly reduced.

2. Syndication and Spot Television Buying

Local television stations receive their ad revenues from many local area businesses; but also sell

time slots to sources more distant. National advertisers become aware of the great expense of

national, network advertising and to ease budget restraints, turn to buying time in local markets

instead, targeting their advertising geographically. These local time slot purchases are known as

spot television. In contrast, local stations are also approached by syndication companies, which

offer to provide a show to the station at no cost, in exchange for available local time slots. These

programs have national pre-sold commercials. Some of the shows are off-network reruns of

programs no longer run by the networks and some are the work of private production companies.

There is a significant demand for quality, syndicated shows.

3. Rating. A point system measurement of the percentage of TV households in a market reached

by television programs; a percent of the potential market.

4. Share of audience. A point system measurement of the percentage of TV households in a

market, actually using a TV, and tuned into a particular program.

5. People ratings. A. C. Neilson attaches a people meter to9,000 household TV sets, with

buttons for each person (or visitor) in that home; measuring program viewing habits in what

amounts to a diary of programs watched.
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6. TVQ ratings. Called Q reports, this is the best known qualitative research service, which

compiles a popularity survey that ranks program familiarity and most favorite shows.

7. Clutter. Clutter is the term applied to the viewer perceived irritation with the number of

commercials competing for their attention. Networks have increased the percent of viewing time

allocated to commercials, increasing audience exposure. In addition, advertisers have turned

from the older 60-second commercials to 10- and 30-second commercials, creating more

numbers of advertisements and the illusion that more program time has been given away to

marketer hype.

: Using Radio

Topic Objective:

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

 The role of radio as a selective medium

 Radios strength as a secondary medium

 Radios ability to reach audiences at a low cost

 Attempts to overcome radios lack of a visual dimension

 Different roles of AM and FM radio

 The rating systems used in radio

Definition/Overview:

Radio: With a host of formats and numerous stations, even in the smallest towns, radio provides

advertisers with options to reach very narrowly defined niche prospects. Radio is also among the

most popular media with high levels of listenership throughout the day. Radio offers the
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opportunity for advertisers to reach some audiences, such as teenagers, working women, and

light television viewers that are sometimes hard to reach with other media.

Key Points:

1. Drive time

Drivetime is the daypart that relates to the time of the day that people are most likely to be riding

in their cars: early morning drives to work (6 10 a. m. ); and late afternoon when many people

are returning home from work (3 7 p. m. ).

2. Satellite Radio

Satellite radio poses challenges for traditional broadcast radio. It is available by subscription and

contains few if any commercials. It requires a special receiver but offers near CD-quality sound.

Penetration of satellite radio is growing but is still small and has tended to attract largely an

upscale audience.

3. HD Radio

HD Radio offers terrestrial radio stations the ability to deliver additional programming on the

same bandwidth with higher-quality sound. Some say that this could help revitalize AM stations.

While HD Radio also requires a special receiver, there is no subscription fee for consumers.

4. Primary Advantages Of Radio To Advertisers

Radio is an individual, one-to-one medium that can be tailored to the target market. It reaches a

majority of the population several hours per day. It tends to reach light users of other media and

works well with other media to increase reach and frequency. In addition, radio is a mobile

medium, following the listener from the den to the kitchen, and from home to work and back
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again in the automobile. In fact, much of radio listening takes place out-of-home. Radio delivers

consistent listening patterns; it does not experience summer audience drop-off like television.

Radio also cannot be muted as with television commercials and is well integrated in with the

programming. Radio is also the last medium that a prospective consumer is exposed to just prior

to shopping. Radio is a very low cost medium, delivering audiences at a CPM level below that of

virtually any other medium. With relatively short production deadlines and inexpensive creative

techniques, radio offers advertisers both immediacy and flexibility.

5. Spot Radio

Spot radio, similar to spot television, is the buying of radio time on local stations on a market-by-

market basis by national advertisers. Advertisers spend approximately $3. 5 billion in spot radio

advertising each year. It is almost always a second medium for national companies to build

added reach and frequency against selected target markets. Spot radio offers these advertisers an

opportunity to react quickly to changing competitive challenges and hit narrowly segmented

markets with little waste circulation.

6. Role of Radio Networks

Network radio, although still a minor source of advertising dollars, has remained stable in the

last few years. Networks can be used to extend reach to light users of other media and to build

greater brand awareness through inexpensive additional frequency to prime target segments.

Leading advertisers on network radio include national retail chains, pharmaceutical companies,

and packaged goods advertisers.

: Using Newspapers

Topic Objective:

At the end of this topic student would be able to understand:
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 The changing character and role of newspapers in the marketing mix

 Challenges to newspaper advertising from other media

 The marketing of newspapers to readers and advertisers.

 The many categories of newspaper advertising

 The newspaper advertising planning and buying process

 The role of weeklies and ethnic-oriented newspapers

Definition/Overview:

Newspapers: Newspapers are the leaders in terms of local advertising revenue and trail only

television in terms of total advertising revenues. Each day approximately 53. 5 million

newspapers are distributed, providing a large segment of the population with news,

entertainment, and advertising. Newspapers also enjoy a reputation for credibility that creates a

positive advertising environment.

Key Points:

1. Local Newspaper Advertising Base

The primary factor eroding the local newspaper advertising base is the emergence of new

communication technology, giving audiences an alternative for seeking entertainment, news, and

information. In particular, there is a growing percentage of the American public, turning to the

Internet as a source for timely news, information searches, shopping, job hunting, auctions, and

selling; all past strengths of the newspaper media. The movement of many newspapers toward

establishing their own Web sites is recognition of this trend and of the fact that they must

embrace change and exert leadership in the electronic media. In addition, people have turned

increasingly to television and cable television for a seemingly unending array of programming
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selections, as well as twenty-four hour news appealing to a wide variety of target markets. Some

retailers have turned to direct mail and newspaper inserts rather than traditional newspaper

advertisements.

2. Newspaper Magazine Supplements

National supplements appeal to advertisers because they give access to broad-based newspaper

circulation, have an attractive magazine format, consistent quality image, and offer a lower CPM

than both newspapers and magazines. Some are even targeted to ethnic markets in newspapers

directed toward these readers.

3. Value-Added Merchandising

In addition to the advertising space purchased by advertisers, newspapers offered to share

circulation and readership information with its advertisers; including information regarding the

degree of pass-along readership. Newspapers also provide free creative or copy assistance to

advertisers.

4. Term Relationship Marketing

Relationship marketing is a newspaper strategy that develops marketing plans from a client-

oriented perspective. Rather than attempting to sell an array of advertising options, newspapers

are training their salespeople in how to develop better interpersonal communications and

interdependency between their salespeople and their clients; promoting a team approach to

solving problems. Newspapers are also approaching the media buyers of major advertising

agencies, on a personal basis, to help facilitate multi-paper buys. Newspapers have developed

information centers to make it easier for national and regional advertisers to learn about services

available to them to make buying space easier.
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5. Zoned Editions and Total Market Coverage Programs

Zoned editions are printings of newspapers targeted to specific geographic sections of a city,

state, or region; with advertising content varying from one targeted issue to another. Most

newspapers using zoned editions have been rewarded with significant readership and advertising

increases. High-end retailers like Saks Fifth Avenue or Tiffanys could advertise in editions going

to higher income areas. Lower-end retailers like Dollar General and Family Dollar could

advertise in editions in lower socio-economic areas of a city. The advantage, of course, is not

wasting circulation and reaching an appropriate market. Another advantage of zoned editions is

overcoming the problem of insert clutter.

Total market coverage seeks to expand the reach of newspapers as much as possible. It

supplements the regular newspaper distribution by weekly delivery of a non-subscriber

supplement carrying mostly advertisement; using newspaper-supported direct mail to non-

subscribers; and delivering the newspapers free to all households once a week. It is an excellent

means to achieve total penetration of a market or serve those advertisers interested in a narrowly

defined group of readers.

6. Categories of Newspaper Advertising

The three major categories of advertising are classified ads (35 percent of total revenues); local

display ads (44. 9 percent of total revenues); and national display ads (16 percent of total

revenues). Classified ads include what are commonly called want ads which include both

individual and retail sale of merchandise, automobiles, real estate, and job market postings.

These ads consist primarily of copy only with no graphics and are grouped together in one

section of the paper. Display ads, on the other hand, contain pictures, headlines, body copy, and

even color, and are found throughout the newspaper.
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7. Two Major Problems in Newspapers Gaining National Advertising

A primary deterrent to attracting national advertisers is the two-tier pricing structure in which

local advertisers pay significantly less per column inch for ad space; referred to as the

local/national rate differential. In addition, the newspaper buying procedures for national

advertisers has been cumbersome. Newspapers must attempt to make the buying process easier.

8. Short Rate and Rebate

8. 1 Short rate. An advertiser can contract with a newspaper to buy an estimated amount

of column inches over a 12-month period and pay the column inch rate for that amount,

which will be lower because of the quantity of space to be purchased. If, however, the

advertiser falls short of the estimated amount at the end of the contract period, he or she

will have to pay the newspaper the difference between the lower rate that has been paid

throughout the year and the rate to which they actually qualify.

8. 2 Rebate. On the other hand, if an advertiser uses more column inches than contracted

for, the newspaper must reimburse the advertiser the difference between the rate, which

had been paid throughout the year and the lower rate to which the advertiser is entitled.

Instructions

In Section 3 of this course you will cover these topics:
Using Magazines

Out-Of-Home Advertising

Internet And Direct-Response Advertising

Sales Promotion

Research In Advertising

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
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semester end date.

If you want to c ontinue 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.

: Using Magazines

Topic Objective:

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

 The history and development of the American magazine

 How magazine space is sold to advertisers

 Characteristics of consumer and trade publications

 The role of magazines as a targeted advertising medium

 The usefulness of magazines in national media plans

 The effect of new communications technology on magazines

Definition/Overview:

Magazines: Most magazines today appeal to niche readers, particularly those in categories with

special value to advertisers. Virtually, all magazines are targeted to the special interests,

businesses, demographics, or lifestyles of their readers. Magazines have adopted Internet

technology to provide Web versions of their publications as a way to reach new readers, increase

loyalty among readers, and to generate advertising revenue.

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

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

WWW.BSSVE.IN



Key Points:

1. Costs and Selectivity

1. 1 Costs. Traditionally, magazines have depended heavily upon advertiser revenue,

although efforts are now being made to pass along rising production and distribution

costs (higher than the inflation rate) to subscribers. Yet publishers have difficulty in

raising subscription prices due to competitive influences. Over dependence on advertisers

has placed publishers at risk because a disproportional share of ad revenues is from a

very few product categories. If even one major advertiser decreases its magazine

expenditures, it could have a significant financial impact. The cost of keeping current

subscribers and gaining new ones is very high; escalating printing and postage costs have

hampered direct mail campaigns. With the consolidation of newsstand sales and the

resulting cutback in numbers of categories carried, magazines again have to look more to

subscriptions for financial support. The pattern of industry-wide discounting of

advertising rates has hurt revenues.

1. 2 Selectivity. The transition from a mass medium to a class or niche medium has

changed the advertising landscape considerably. There are few homogeneous segments

today conducive to general, mass appeal publications. Successful magazines today are

those, which have found a distinctive niche among both readers and advertisers. In

addition, magazines must seek out and include editorial material that relates to the

positioning and appeal of the designated target market. Due to the sizeable number of

periodical choices available on the market, advertisers marketing dollars are spread more

thinly with more magazines receiving fewer dollars.

2. Television and Magazines

One of the appealing features of cross-media buys for national advertisers is the complementary

nature of magazines and television in reaching different segments of the general population.

There is a strong inverse relationship between magazine readership and television viewing,

which means mass advertisers are almost compelled to use both media; the strength of one
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medium makes up for the weakness of the other. The combination of television and magazines

not only extends audience reach, but also provides an excellent diversity of advertising themes

and creative executions.

3. Magazine

The qualitative nature of a magazine relates to the demographics of the intended audience and

how much that market segment relates to the nature of the magazine itself. The question must be

asked, How does your audience think of themselves when they read your publication? In

designing a magazine, publishers must be constantly aware of how its readers perceive both the

advertising and editorial content as it relates to their particular lifestyle. This causes publishers to

apply creative approaches rather than hard sell to attract and keep subscribers. In a word, the

magazine must connect with its intended market niche.

4. Full-Run and Partial-Run Magazine Editions

The full-run edition is laid out, published, and distributed to a broad geographic area, reaching

the maximum number of potential readers. Its content, display ads, and editorial is the same

throughout. There is no attempt to break the circulation down into sub-markets. On the other

hand, many magazines offer partial-run editions, which are tailored to geographic, demographic,

or vocational sub-markets of each magazine. Advertisers are increasingly demanding that all

media deliver more narrowly targeted audiences, much the same as direct mail media has done in

the past. Computer technology and high speed printing has helped make this possible Geographic

editions allow advertisers to offer products in only areas in which they are sold. This localized

approach provides valuable support to dealers and retailers, building closer ties with these

outlets. Another version known as split-runs permits advertisers to test market different

campaign approaches.
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5. Selective Binding

Selective binding is a sophisticated version of partial-runs. Publishers bind different material

directed to various reader segments in a single issue of a magazine. The bound insertions contain

different editorial and advertising material for different sub-markets. Using this communication

approach, advertisers can combine the individual characteristics of direct mail with the high-

prestige environment of the magazine. This is a more costly approach for advertisers and is

limited for use with subscribers. In instances when publications are addressed to individuals,

some consumers raise the question of the invasion of privacy; of course, computer technology

has made such binding very possible.

6. Negotiation In Setting Magazine Advertising Rates

Rate structure in the magazine industry underwent fundamental changes during the revenue

downturn of the 1980s. Faced with flat advertising revenues and significantly increasing

competition by increasing numbers of periodicals, magazines began to negotiate with individual

advertisers for special rates. Going off-the-card on rates was, at first, thought of as a short-term

fix; but became a common practice with magazines. The rate card became a starting point for

negotiations. Publishers have actively sought to add various attractive merchandising and value-

added programs as part of an ad-buy package offer in the hope that advertisers would not be as

prone to demand rate concessions. Of course, discounts are also available for greater quantity

and frequency of advertising purchased.

7. Circulation and Readership

7. 1 Circulation. Media planners do not buy advertising space; they buy access to

subscribers and readers of particular magazines. That number of readers is referred to as

the circulation. Advertising rates are based on a guaranteed number of readers the

magazine promises to deliver. Magazines provide advertisers with circulation figures,

which for the most part, are audited by outside agencies. Circulation will vary from

month to month, due to variations in newsstand sales. Advertisers are interested in quality
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readership and generally gravitate to publications with the largest number of readers

within their target audience. Circulation data provided can either be actual circulation of

past issues or forecasted figures.

7. 2 Readership. Readership usually combines paid circulation (subscribers and

newsstand sales) with pass-along readers. Pass-along readers are those persons other than

the purchaser of a magazine who also read that magazine. Magazines generally have a

long life and general interest issues are likely to be read by significant numbers of people;

not so, however, with special interest magazines. Advertisers try to focus on the quality

of readership and not to use readership alone as a substitute for paid circulation. Media

buyers tend to place more priority on paid circulation than on pass-along readership.

8. Major Competitors for Business Magazines

Although business magazines constitute the primary source of B2B advertising expenditures,

television, radio, and newspapers also make a bid for the attention of corporate executives. But

the core of advertising content for those media comes from consumer products advertising.

Business selling and marketing is primarily devoted to personal sales forces, direct mail,

telemarketing, and B2B publications. Magazines help pave the way for personal sales by making

company executives knowledgeable about their respective industries and marketplace trends. It is

the Internet, which has become the major competitor with magazines. Computer savvy business

managers have increasingly turned to the Internet and the World Wide Web to gather product

information and have gone a step further in placing orders directly online and executing a

bidding process through online auctions. The introduction of the Internet in B2B marketing, and

its immediacy, is dramatically changing business selling practices. Business magazines must

have an Internet presence and adapt to that environment to safeguard their future.

: Out-Of-Home Advertising

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

 Basic marketing strategy of out-of-home advertising

 The various types of out-of-home media

 The legislative environment of outdoor advertising

 Out-of-home advertisings role in brand building

 The complementary function of out-of-home media

 Measurement of the outdoor audience

Definition/Overview:

Outdoor Advertising: Outdoor advertising is an attention-getting medium without equal. With

the current move to targeted formats in most advertising vehicles, outdoor is fast becoming the

last of the truly mass media. In recent years, there has been a dramatic change in the definition of

out-of-home media as the standard highway billboard is being joined by many innovative out-of-

home approaches.

Key Points:

1. Diversity Of Product Categories

For many years, outdoor advertising was primarily known as a medium of the beer and cigarette

industry. Other large advertisers did not recognize its potential as a supplemental campaign

medium. The over-dependence on two product categories left the outdoor medium vulnerable to

losing substantial revenue if its current clients had budget setbacks and cut outdoor expenditures.

In fact, alcoholic beverages were subsequently prohibited by law from advertising on billboards.

Major companies such as Disney and Procter & Gamble began to make major investments in

outdoor, quickly followed by many other industries, giving the outdoor industry a comfort zone

for financial support.
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2. Out-Of-Home

As more and more companies began to invest advertising dollars in the traditional billboard

exposure associated with outdoor advertising, marketers started to ponder other innovative ways

in which consumers could be reached out of their home environment. The concept of poster

advertising began to transfer from roadside signage and building wall advertisements to other

sources of message delivery, which came into contact with consumers near the marketplace

itself. Signage began to appear on commercial vehicles, shopping malls, in-store displays,

airports, parking meters, and even public restrooms.

3. Primary Categories Of Out-Of-Home Advertising

 The most common form of out-of-home advertising is billboards, which are found along

roadsides as eight- and 30-sheet posters, wrapped posters, bulletins, wall murals, and spectacular,

eye-catching signage.

 Transit advertising includes exterior and interior signage on busses, taxis, subways and

rails, truck sides, stations, and airports.

 Street furniture advertising includes bus shelters and benches, newsstands and news

racks, kiosks, public telephones, shopping malls, and in-store displays.

 Alternative out-of-home advertising is the broadest form of out-of-home and includes

everything from parking meters, cinema, and stadium advertising to trash bins, health clubs, and

subway tunnels. It also includes shopping bags, roadside logos, beach sand impressions, and

commercial restrooms.

4. Function of Tab

TAB is the primary source of out-of-home audience information for posters, bulletins, shelter

displays and truck advertising. TAB not only audits the circulation/viewership of these media,

but also checks visibility and traffic flow of signage locations.
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5. Transit Advertising

Transit advertising is reaching an increasingly mobile urban population, following the consumer

to or near the place of purchase. Transit provides extensive reach and high repetition at a fraction

of the cost of other media. And, in cases of interior displays, there is more time for messages to

be read.

6. Primary Uses of Outdoor

The primary use of outdoor is to geographically target advertising messages to specific locations

where potential customers (demographic target niches) live and work. Outdoor is also a reminder

medium, which reinforces advertising messages of combinations of other media (radio, TV,

newspaper, magazine, and direct mail) planned and scheduled by advertisers. Outdoor may be

the last medium through which to present persuasive messages to shoppers prior to purchase

decisions in the marketplace. Outdoor advertising does an excellent job of building brand

awareness, facilitating shopping decisions.

7. Advantages of the Eight-Sheet Posters

Eight-sheet posters are often placed immediately adjacent to the point of sale as the last customer

contact before a purchase decision is made. These compact posters add enormous reach,

frequency, and recall to advertising plans at a modest cost. The average cost is nearly half that of

the 30-sheet poster. And, zoning is conducive to the placement of this type of signage. These

posters provide a valuable supplement and complementary coverage to television, radio, and the

print media.
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8. Disadvantages of Outdoor Posters

Advertisers must also consider some shortcomings that can influence a marketing plan. Because

viewer exposure is both voluntary and brief, there is a lack of depth of communication. Targeting

of audiences geographically is considered general at best and is not a primary attribute of the

medium. Demand for premium locations is high and creates availability problems or extremely

high rates for prime locations. Access might even be denied to some outdoor locations. Finally,

there are still elements of society who view outdoor signage as a form of environmental pollution

and public activists have lobbied for laws limiting outdoor signage or removal entirely.

: Internet And Direct-Response Advertising

Topic Objective:

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

 Effects of new technology on direct-response advertising

 The future growth of the Internet and direct response

 Planning for marketing on the Internet

 The concept of consumer relationship management

 The principles of integrated marketing and direct response

 Major components of direct-response marketing

Definition/Overview:

Since the mid-1990s, every aspect of direct response from selling techniques to consumer

information acquisition has undergone dramatic change. Today, virtually every advertiser is

using the techniques of direct response as a key ingredient of marketing strategies. The Internet

is often, but certainly not always, used by advertisers as a form of direct-response advertising.

You have seen the Internet discussed in Chapter 7 through Chapter 12 as it has implications and

is being used in various ways by all of the traditional media. In the discussion of the Internet, this

chapter will principally focus on the uses not previously discussed.
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Key Points:

1. Major Factors Causing The Growth Of Direct-Response Advertising

The technical renaissance has had a primary impact on direct-response growth. With the advent

of computer-driven technology on the Internet it has enabled marketers to refine their

identification and outreach more precisely to various consumer groups. Now, more than ever,

direct response has the potential to reach virtually any prospect on a geographic, product usage,

or demographic basis. Its ready measurability of results makes it an attractive medium for

advertisers who want maximum mileage for their advertising dollars. The attractiveness of direct

response to consumer reach is equally applicable to business-to-business marketing potential.

2. Direct Marketing

Direct marketing is the increasing ability of advertisers to personalize their messages and to build

ongoing relationships with target audiences, not as available with the traditional mass media

vehicles. This is one-to-one marketing where messages are tailored to express interests of

individuals or to groups who share common interests.

3. Image of Direct-Response Advertising

Marketers are being pro-active to guard against abuses of direct-response advertising that take

the form of junk mail, unwanted Internet spam, and protection of consumer privacy with

credit/debit cards. Companies have opened up website extensions of their operations, creating

more of a consumer-controlled environment. Advertisers take care to target direct-mail pieces

that are relevant to consumer needs, are interesting, and offer quality products. Businesses are

also not selling consumer names and addresses to protect list misuse.
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4. Database Marketing In Direct-Response Advertising

Recognizing that business success hinges on developing a meaningful, long-term relationship

with customers (lifetime value of a customer), companies have sought to use more sophisticated

market research to uncover not only consumers demographic characteristics, but also to learn

more about their purchase behavior, interests, and lifestyles. Using advanced computer

technology, businesses conduct data mining by sifting through mountains of research data to

reveal undiscovered information. The collection of this data results in a data warehouse yielding

information upon which more reliable market forecasts and consumer profiling can be made.

5. Key Element In Direct Mail

The key element in direct mail is having an accurate, reliable mailing list. Mailing lists are

developed and maintained through company customer records or by the employment of

independent list brokers, list compilers, or list managers. Companies hope to reduce rising postal

costs and to avoid waste in mail-outs. In addition, advertisers periodically test their mailing lists

for validity, checking the effectiveness of the mailing options or elements available, as well as

the quality of the mailing pieces themselves.

6. List Compiler

A list compiler is usually a broker who obtains a number of lists from published sources and

combines them into a single list and then rents them to advertisers. Compilers tend to specialize

in either consumer or business lists, although a few do both.

7. Fulfillment Function

The fulfillment function is the act of insuring that merchandise is delivered to consumers in a

timely fashion soon after the order is placed. During seasonal busy periods, it is possible for

orders to be delayed. Companies must pay particular attention to keeping the promises they make
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in regard to delivery time. There are a number of steps and procedures followed by businesses to

insure prompt shipment. Each step must be done properly or the rest of the delivery system will

be adversely affected. The Federal Trade Commission carefully monitors practices of major

online retailers and enforces severe penalties for non-compliance with mail order rules. In the

end, a company maintains its reputation for effective, dependable customer service as a

competitive advantage.

8. List Broker and List Manager

List brokers function as liaisons between mailers who need lists of particular target prospects and

those with lists to rent. The brokers determine list availability and negotiate for those lists on

behalf of their clients. List managers represent the list owner, rather than the mailer. It is his or

her job to promote their lists to as many advertisers as possible and to maximize list owner

income. They attempt to provide prospects that are proven direct-mail buyers.

: Sales Promotion

Topic Objective:

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

 The complementary roles of sales promotion and advertising

 The various formats and executions of sales promotion

 Uses of sales promotion as consumer and trade incentives

 Current trends in sales promotion

 The major reasons for the growth of sales promotion
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Definition/Overview:

Todays promotions are crafted toward achieving a specific result within the overall marketing of

a product or service. To achieve successful promotions, you must know the desired result and

understand the marketing context within which this goal is being sought. This chapter explores

the most common goals used within the promotion industry to achieve promotion excellence.

Key Points:

1. Contrast Sales Promotion and Advertising

Most advertising strives to leave some long-term impression in the minds of consumers in order

to build brand equity. Sales promotion is intended to motivate and generally to produce a more

direct action, such as purchase of a product or visit to a location. Sales promotion activities

supplement personal selling and are integrated with the overall marketing strategy. Sales

promotion activities must relate to overarching marketing goals and contribute to brand equity

and brand image.

2. Disadvantage of Sales Promotion

Customers, whether at the retail or at the trade level, can become accustomed to sales promotions

and expect them as part of doing business. If price deals are used to motivate consumers, they

may cease to buy from an advertisers business when prices return to normal levels. If premiums

are used for a period of time to draw customers, they may begin to think of that as part and

parcel of buying from that source. In such instances, rather than motivating action, promotions

stimulate price competition. Sales promotions must also complement the companys overall

marketing program and not be so strong that they overshadow the product being sold.

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

48
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



3. Advantages and Disadvantages of Event Marketing

Event marketing is a multi-billion dollar part of todays marketing mix, with some of the nations

biggest brands seeking sponsorships in sporting events such as NASCAR racing. Tapping into

the star power of famous sports and entertainment celebrities has rubbed off significantly on

brands gaining valuable visibility. Consumers feelings of goodwill toward the event spill over to

the sponsors and, when event sponsorships are extended over time, make a deep connection with

consumers. Events can also be combined with other promotions, such as product licensing,

sampling, and couponing.

Selection of appropriate events must be done with careful planning and caution. The image of the

event and of the product must be compatible and complementary. Once the brand and the event

become linked, whatever happens to the event reflects on the brand. There must be a logical

connection or association with the product or service being promoted. If the event experiences a

scandal, the brand is also embroiled in scandal. Every effort must be made to ensure that the

association is positive.

4. Purposes Of Co-Op Advertising

Co-op advertising is a well-established trade promotion that helps retailers extend their

advertising budgets. Manufacturers share with retailers the cost of advertising in local markets,

generally at a 50/50 rate, but some manufacturers will pay 100 percent of the cost. Not only are

local budgets stretched, but national manufacturers build goodwill with retailers and demonstrate

local support. Manufacturers also are able to overcome the significantly high local newspaper

advertisement rates charged to national advertisers. National manufacturers build goodwill with

retailers and encourage local support and display space for their brands.

5. Primary Regulation of Co-Op

Fraudulent co-op claims are made by submitting invoices for advertising that was not actually

placed or by double billingthat is, billing national manufacturers at a higher rate than retailers
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paid. To prevent fraud all co-op advertising must be validated through tear sheets for print media

and affidavits for broadcast media. Tear sheets and affidavits are presented as proof of

advertising to support invoices.

6. Point-Of-Purchase Advertising

Point-of-purchase is among the last opportunities for advertisers to address prospects prior to

purchase. In retail 60 percent of all purchases are not planned and point-of-purchase helps

stimulate impulse buys and encourage shoppers to go down as many aisles as possible. In

addition the displays offer brand and product reminders, and they influence brand switching.

: Research In Advertising

Topic Objective:

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

 How advertisers use research

 The role of the account planner

 Anthropology, sociology, and psychology, in relation to advertising

 Values, lifestyle and life-stage research

 Research steps in advertising

 Types of advertising research

Definition/Overview:

Advertisers must understand what motivates consumers in the marketplace in order to create

effective advertising. Research is a critical informational tool that can help advertisers

understand how consumers react to their messages and why they react that way.
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Key Points:

1. Sociology, Psychology, and Anthropology in Advertising

Advertising research relies heavily on techniques developed in broader social sciences.

Sociology, the study of organized behavior systems, lends the understanding of group dynamics.

From sociology advertisers learn about group interaction, the adoption of new ideas, social

stratification, psychographics, and lifestyle cycles. Classic strategy models are based in

sociological findings.

Psychology adds motivation, cognition, and learning studies to help advertisers grasp the motives

behind consumer behavior, although anthropology, through direct observation, aids in

understanding the emotional connections behind consumer behavior. Much advertising research,

especially at exploratory stages, is conducted by watching consumers engaged with the product,

often in natural settings.

2. Research in Advertising Execution Development

Different kinds of research will be employed at various stages of creative development. To

generate original ideas, advertisers generally use exploratory methods to help them gain a better

understanding of consumers, the language they use, and how they interact with the product.

Rough ideas gathered during exploratory research will be fashioned into general advertising

ideas that will be put in front of audience samples as concept tests. These will evaluate

advertising claims in general. The best concepts will be used to generate several rough

advertisements including headlines, body copy, visuals, radio scripts, and television storyboards.

Executions generated from the concept tests will be pretested with audiences to determine, which

is the best approach before placing the final ads. Even after placement, testing will not be

complete. After exposure in mass-media, advertisements are evaluated to assess their success and

effectiveness, needed changes and modifications will be incorporated into the next advertising

campaign.
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3. Animatic Commercial

Animatics are used to test proposed commercials. They are cartoons or drawings that are shot on

videotape or film to approximate commercials without the cost of actual production. Animatics

are a less expensive testing format than photomatics that use photographs rather than drawings,

liveamatics that use live actors (though still in a rough cut), or ripamatics that are executed with

existing film footage.

4. Neuro-marketing

Marketers are exploring the use of brain wave research to try to better understand consumers.

Neuromarketing research uses neuroscientists and technology such as functional magnetic

resonance imaging and electroencephalograms to attempt to understand consumer motivation.

The theory behind this kind of research is that it can provide marketers with an honest consumer

reaction to a product or an advertisement.

5. Focus Groups

Led by a trained moderator, 8 to 12 consumers, representative of the intended target market, will

meet in a discussion group atmosphere and review a product or intended advertising. The

moderator will probe into their behavior and thinking and work to elicit spontaneous reactions to

products or ads. The group interviews usually last one to two hours. The resulting feedback

provides creative ideas, which may be used to improve product design or advertising execution.

Focus groups should be used as a supplement to quantitative research so that the appeals selected

will be most relevant to consumers and competitive in the marketplace
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Instructions

In Section 4 of this course you will cover these topics:
Creating The Message

The Total Concept: Words And Visuals

Print Production

The Television Commercial

The Radio Commercial

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 c ontinue 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.

: Creating The Message

Topic Objective:

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

 The nature and use of appeals

 The creative work plan

 Elements of a print advertisement

 Structure of a print advertisement

 Copy styles

 Slogans

 New format and content messages
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Definition/Overview:

Earlier we discussed developing integrated marketing communication strategy. It has been said

that strategy is everything. Sometimes creative leads, sometimes strategy leads, says British

creative director Tony Cox, but both have to remain closed in harmony for a great ending. Great

advertising copy is essential to great advertising no matter what the medium. Understanding

consumers and what appeals to them is part of the development process needed to create great

copy. Here we talk about print and online game plans.

Key Points:

1. Time Famine

In our information rich society, people are approaching information overload. So many sources

are available that receivers cannot process it all and are even finding it more difficult to isolate

the information they need. With current technology, consumers have more control over what

they see and read to screen out unwanted advertising. Clutter that has been building in the

broadcast industry is spilling into most media. As it becomes more challenging to sift through

extensive information sources to find that which is useful, many people are opting to close out

sources rather than access them all. Advertisers in this situation need to learn how to penetrate

the clutter and provide specific bits of the information sought by consumers.

2. Psychological Appeals

Psychological appeals isolate parts of human nature that will connect with audiences. Power,

status, security, and self-esteem, for example, are constant human desires that tend to drive

actions regardless of changes in education level, income, age, and other demographic markers.

Advertising that addresses psychological appeals are likely to capture audiences with familiar

situations to which they are able to relate. Advertising is directed to psychographics or lifestyles,

so that their products and service will have relevancy to consumers needs.
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3. Ogilvys great Advertising Elements

David Ogilvy outlined five elements of great advertising:

 Potent strategy is necessary to guide development of advertisements.

 A strong selling idea must present a clear benefit to consumers.

 Great ads are memorable and stand out from competing information.

 Relevance helps prospects connect an advertisement with their experiences.

 The advertising ideas can be used to develop campaigns.

4. Headline

The headline is the most important part of the advertisement. Its the first thing read. An ads

headline must arrest readers who are browsing for other information. It should arouse interest

and invite the reader in to copy that will explain the message further. Headlines often allude to

product benefits or in other ways say something important to readers. Headlines also have

psychological ties to the visual or graphic element of an ad and serves to help target the message

to market segments.

5. Amplification

Amplification usually comes through body copy. It maintains the momentum created with a

strong headline and presents the products case to the reader. Body copy explains the promise to

consumers, elaborates on features that are important and, generally, assures consumers that the

product or service will deliver a needed benefit.

6. Copy-Style

Advertising body copy typically focuses on features and benefits of products and services. A

laundry list of these product characteristics would propel few readers through a copy block. Style
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envelopes messages in a way that engages readers and draws them through the copy. Product

points are presented but in a way that compels readers with charm, wit, emotion, intellect, or

other devices that help them connect with the product.

7. Characteristics of an Effective Slogan

A slogan generally closes an ad. It should leave the brand name and essential message strongly

impacted on the consumer to facilitate recall in the marketplace during a purchase. Slogans are

usually built around the central product/service attributes, which differentiate you from the

competition. They are like an exclamation point for the advertising appeal being presented in an

ad. Some slogans are used to build image and prestige and are referred to as institutional images.

Popular, however, are the hard sell slogans, which are strongly competitive and emphasize

significant features and benefits of the product or service advertised.

8. Developing Outdoor

Simplicity is the key to developing outdoor posters. The visual element should be strong and

speak directly to the advertising position or appeal being presented. The main headline should be

short, less than 10 words, since passersby only have less than 10 seconds of viewing time. Of

course, the head must reinforce the visual and say what the poster shows. In such a manner,

outdoor is both entertaining and more memorable.

: The Total Concept: Words And Visuals

Topic Objective:

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

 Total Concepts of Words and Visuals
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Definition/Overview:

Ideas and advertisements. How does a creative team get from an idea to a finished

advertisement? What kinds of visuals are best? How do we generate fresh ideas?

Key Points:

1. Big Idea

The big idea is the central focus of an advertising campaign that hinges on the strongest product

or service attributes(s) that differentiates oneself and sets a company apart from the competition.

It becomes the copy platform upon which a campaign is built and is the common thematic thread

that runs throughout the media mix to generate continuity. When applied successfully, it grabs

the interest of consumers and brings them to the marketplace.

2. Executional Idea

An executional idea moves the big idea into a physical form with words, pictures, colors, shapes,

or a combination of these throughout the print and electronic media mix. What started out as the

big idea is fashioned into a more specific form that can be placed in front of prospects for their

consideration. Execution is the effective delivery of the message.

3. Art Directors and Copywriters

As the titles suggest, art directors are generally responsible for the appearance of ads, and

copywriters construct the written message in headlines, body copy, and slogans. In fact, neither

visual nor textual sides are developed in isolation. Art directors and copywriters consult,

familiarize themselves with the other side of the process, and work together to craft powerful

advertising messages utilizing elements from both sides.
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4. Attracting Attention

Visual elements alone may attract attention, headlines alone may attract attention, or the two can

be used in tandem as an attention getting device. Attention getting alone, however, is not

sufficient. The elements gaining attention must tie to selling points. If art or headlines are

included only to shock or to demonstrate how clever designers and writers can be without tying

directly to the product or service, prospects may find the ad, and perhaps the product,

disappointing and insincere.

5. Comp

The comp is the last stage of a publication before it goes to press and is referred to as a

comprehensive, or mechanical. The first stage is referred to as thumbnail sketches, which are a

series of small drawings of layout possibilities. The next step before the comp is the rough layout

in which a drawing approximating the size of the final product is prepared for the clients review.

All the typesetting has been done, along with all the graphic elements of the publication. It is

what is known as camera ready form. As such, the client can review and proof the document one

last time before it is printed.

6. Stock Photos

Stock photos are a collection of photographs covering a variety of subjects and several

photographers produce them. Advertisers use stock photos when they cannot or do not wish to

generate original art. The photos are presented in catalogs that advertisers review, and then they

select appropriate pieces for their designs. When a photo is selected, the photographer (or holder

of the photograph) is contacted. This is far less expensive than hiring a professional

photographer to do a shoot, tailor made, solely for the client. Of course, stock photos are less

creative, general in nature, and have less appeal in an advertisement.
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: Print Production

Topic Objective:

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

 Production departments.

 Digital and traditional production processes.

 Mechanicals and artwork.

 Proofing.

Definition/Overview:

Over the past 15 years, computer-to-plate (CTP) and direct-to-press digital printing has begun to

alter the print and publishing industries production. Since then, the majority of printers and

publishers have successfully completed the transition from film to digital file exchange.

Advertisers were forced to join this journey.

Key Points:

1. Three Basic Printing Processes

1. 1 Letterpress Printing: Letterpress printing creates images by inking raised surfaces

that are pressed against paper and the ink transfers to form the printed piece. All parts of

a layouttext, photographs, drawings, and graphicsare converted to forms that can produce

a raised area on an engraved metal plate. The letterpress can operate on a flatbed or a

rotary press. It is an older reproduction technique that produces rough images by todays
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standards, but it is still used for many orders for printing, embossing, perforating, and

scoring.

1. 2 Offset Lithography: Offset lithography prints from a flat surface using a thick flat

aluminum plate that is wrapped around a cylinder on a rotary press, applying the

principle that oil and water do not mix. Completed work is photographed with special

cameras to produce a negative of the work. A photosensitive metal plate is exposed to the

negative creating a positive image on the plate. Non-print areas of the plate receive a

liquid coating, and the dark print areas receive an oily or greasy ink that adheres to the

print areas not protected by the liquid. The plate then prints to a rubber blanket, making a

negative image. The ink is then offset from the blanket to paper to create the final image.

Offset lithography is efficient and the most used printing process.

1. 3 Rotogravure: Rotogravure prints using a recessed surface, use a process just the

opposite of letterpress. A copper plate is etched creating wells where text, photos, and art

will print. Ink fills the recesses, and then transfers to paper to form images. It is an

efficient process for long press runs of 100,000 copies or more, and it is noted for quality

color reproduction.

2. Digital File

New technology has changed the way completed designs and layouts are stored. Designers and

art directors no longer need to store their work as paste-ups or mechanicals. They may, instead,

create ads on computers and store them on a computer hard drive or on a disk as a digital file.

The digital files or disks can be sent to production houses for final processing and printing.

3. Continuous-Tone Copy

Photographs and some fine art pieces are continuous-tone copy. They contain a range of tonal

variations from black, through grays, and into white. Continuous-tone art cannot be reproduced

in print without being reduced to a series of dots in the halftoning process.
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4. Line Art

Line art is high contrast graphics with no tonal variation. Images are constructed of black and

white lines that are easily reproduced without the need for screening. The illusion of tonal

variations can be created in line art by using various levels of screens, cross-hatching, or

stippling.

5. Color Separations

Printing in color requires that a piece run through the press once for each color. For example, if

art is black and red, it must be printed once for the red color and once for black. The colors must

be separated before they can be printed. One plate would be created that had all of the red areas

of the image, and a second plate would be created for the black areas of the image.

6. Four-Color Printing

Full-color printing, reproducing natural color such as in a photograph, requires that the primary

colors be separated on to different plates. The colors combine as they are printed to create all of

the necessary colors. Cyan, a blue color; magenta, a red color; and yellow are the colors used in

the four-color process. Combining these three creates all colors. Black adds depth, shadow, and

detail to the photograph.

7. Laminate/Adhesive Proof

Laminated proofs are used to review the accuracy of a color job before it is printed. The off-press

cromalin proof closely resembles the final printed images. Each of the four colors of the full-

color process is exposed on an individual layer, and the layers are then laminated together to

closely approximate the final piece with a very close color match.
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: The Television Commercial

Topic Objective:

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

 Copy development

 Creating the commercial

 Producing the commercial

 Controlling the cost

 The short film.

Definition/Overview:

The trade headlines yell, The 30-second spot is dead, and book titles lament, Life After the 30-

Second Spot. The reason is more audience and cost efficiency, not the impact upon those

watching. Despite TiVo, audience fragmentation, new media, new screens, and the decline of

traditional networks influence, television commercials remain a powerful medium. It is

complicated by a number of factors, including the Battle for eyeballs by other screens. This

creates a challenge for advertisers.

Key Points:

1. Bookend Commercial

The bookend, or split commercial is a variation of the serial commercial in which two related

spots run, but with some completely unrelated spot between them. For example, Sears might
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show its Weatherbeater brand paint being applied to a run-down historic house in Boston in an

advertisement at the beginning of a program. Then toward the end of the program, a second ad

would show that same house looking beautifully restored. The theory behind split and bookend

commercials is that breaking out of the expected format will get your product and brand

remembered.

2. Cost-Relationship Factors

Production costs for television stem from a number of avenues, many of which are overlooked in

initial planning and inflate final expenses unexpectedly. Estimating production costs should

include:

 Location considerationson location generally costs more than a studio shoot.

 Talent expenseseach additional cast member increases production expenses, on-camera

actors cost more than off-camera talent, and extras continue to add to the bill

 Reuse fees, or residuals, paid to performers.

 Special effects that enhance commercials but can swell costs.

 Tape and film editing fees.

 The cost of film transfer and videotape conform and finishing.

 Fees for adding titles.

 Fees for recording and mixing.

3. Storyboard

The purpose of a storyboard is to prepare a series of drawings that show key scenes developed in

a script along with sketches, audio, and video instructions to assist clients to conceptualize the

proposed commercial. It is a helpful tool for discussing the concept with other agency or client

personnel, who may not know the background or who may not be able to visualize a script

accurately. Without a storyboard, each individual is left to interpret the script and commercial

from his or her own perspective, which may not be at all accurate. It is difficult to show all the

detail, but enough is there to facilitate discussion about the concept and production possibilities.
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4. Preproduction Meeting

Preproduction meetings address the topics of casting, wardrobe, set design, props, and location.

Agency personnel generally direct the preproduction meetings and bring with them from the

agency the producer, the creative team, and the account supervisor. Clients are generally

represented by the brand manager or by the advertising manager, and the director and the

producer join from the production company.

5. Harry

A Harry is a type of online editing system with an optical device tied to it that can combine or

mix, computer composites with live video. Its full identification is Quantel Henry/Harry. The

Harry is faster and much more expensive, but the Macintosh appears to be closing the gap.

: The Radio Commercial

Topic Objective:

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

 The nature of the medium

 How to create from a strategy

 Structuring the commercial

 Writing the commercial

 Musical commercials

 Producing radio commercials

 Unions and talent
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Definition/Overview:

In print and television, visuals are an integral part of communication. Radio is a different

medium, one for ears alone.

Key Points:

1. Radio the Theater of the Mind

Radio has no visual backup to help deliver the sentiments expressed in commercial scripts.

Images for radio listeners are drawn in their minds based on their own experiences and their

visual interpretations of words, sound effects, and music. For example, most listeners have a

mental picture of the announcers they hear emanating from their radio speakers. Radio writers

words must paint pictures for listeners.

2. Elements of Good Radio Commercials

Good radio commercials must be single-minded and try to impress listeners with one main point

about the products or services that they advertise, and the claims should be based in supportive

research. Writers need to make clear how the product relates to consumers lives, producing

immediate responses in listeners that will drive home the main point and make the message

memorable. If a clever facet of the commercial can inspire listeners to replay a poignant phrase,

recite a slogan, or sing a jingle the spot will be extended beyond its 30- or 60-second bounds.

Commercials will communicate more effectively if they use clear, simple, conversational

language.

3. White Space in Radio

White space is periods of time in a commercial where there is no copy. The advertiser may play

music or set the stage with sound effects, preparing to deliver a potent message after piquing
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curiosity. Silence, too, can be used as aural white space, but pauses of even a few short seconds

may lose listeners attention.

4. Radio Station Programming Formats

Many radio formats appeal to segmented audiences. Four of the formats are country, adult

contemporary, oldies, and classic rock. Others include news/talk/sports/business, top 40, religion,

urban rhythm and blues, easy listening, alternative rock, variety, ethnic, classical, gospel, jazz,

new age, and preteen.

5. Main Elements to Writing Commercial Music

The three main elements of commercial music are the intro, the verse, and the theme or chorus.

The intro is the beginning of the song in which the tempo and lyrics are established. The message

is developed in the middle of the song of one or more verses, and the song then concludes with

the theme or chorus.

6. Radio Production

The steps in radio production are:

 Appointing a producer.

 Preparing cost estimates.

 Selecting a recording studio.

 Casting.

 Selection of music.

 Rehearsal.

 Recording of music and sound.

 Mixing the music and the sound with the talent voices.

 Preparing and distributing the master tape.
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Instructions

In Section 5 of this course you will cover these topics:
Trademarks And Packaging

The Complete Campaign

International Advertising

Economic, Social, And Legal Effects Of Advertising

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 c ontinue 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.

: Trademarks And Packaging

Topic Objective:

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

 What a trademark is

 Protecting the trademark

 Forms of trademarks

 General trademark rules

 The process for developing memorable names

 Packaging and marketing

 Packaging and research

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

67
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Definition/Overview:

Brand names and naming are not something to take lightly. Product names and trademarks are

very important to brand equity, brand identity, and the marketing process. In todays market,

advertising and packaging must support each other.

Key Points:

1. Trademark

A trademark can be any distinctive word, phrase, symbol, number, shape, form, or combination

used to identify a product or service and distinguish it from competitors. It can be placed on

products, on packages, or in advertisements to help consumers recognize their favorite products

and the products manufacturer. Once registered, the trademark also prevents competing

companies from using similar identifications on their products.

2. Service Mark

Service marks are the service industrys corollary to trademarks. Companies that provide services

such as travel, banking, and insurance may use service marks to identify their services and to

protect them from infringement by competitors.

3. Loosing a Trademark

Any improper use of a trademark can result in its loss. The most frequent problem is when a

trademark becomes identified as the common or generic description of a product category.

Aspirin, once a brand name, now describes an entire class of analgesics. Other ways to prevent

loss of a trademark include avoiding using common words as trademarks, for example, best, or

fresh, not using words that sound or look similar to competitors trademarks, which can confuse
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consumers, and striving not to use deceptive or misleading trademarks. Advertisers should also

be diligent about policing competitors use of similar or duplicate trademarks.

4. Ownership of a Trademark

To lock a trademark legally advertisers must register the mark with the United States Patent and

Trademark Office. To lock the trademark in consumers perceptions, advertisers may capitalize

the words or use them in a distinctive type, consistently using the product category in

conjunction with the brand name (such as Kleenex facial tissue), avoid using the name as a plural

form of the category, and avoid using the name in possessive or verb forms.

5. Packaging

Packaging has evolved from an activity that was intended to protect the product to become an

important part of marketing. Marketing issues that involve packaging are:

 Identifying the function of the package, whether it is protecting the product, aiding in

storage, or helping consumers use the product.

 Assessing the best distribution channels.

 Isolating prime prospects for the product.

 Creating ways to advertise and promote the package and product.

 Finding relationships with other packages in the product line.

 Identifying typical consumer uses of the product.

: The Complete Campaign

Topic Objective:

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

 Situation analysis

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

69
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 Creative objectives and strategy

 Media objectives and strategy

 Sales promotion plans

 Research posttests

Definition/Overview:

Todays advertisers usually create campaigns that fit into their integrated marketing

communication program. They dont create just an ad by itself.

Key Points:

1. Ad Campaign

A campaign is crafted to produce a series of related advertisements under a unified theme, to

help fulfill overall marketing goals, and to generally reinforce the brand.

2. Ad Continuity

Continuity means that the readers and viewers of individual ads will recognize them as part of

the overall campaign. A unified theme and consistent design create a relationship among all of

the campaign executions, which audiences will be able to readily detect. A common theme or

attitude runs throughout the entire integrated marketing communication plan.
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3. Situation Analysis

Situation analyses guide the campaign team through current market conditions to help isolate

strengths and weaknesses of the product. Though each situation analysis will be approached

differently depending on the product and the overall market at the time, they generally address

the product, the prospects, and the competition.

Product analysis identifies consumer benefits, balances value and price, examines distribution,

and anticipates quality control. Prospect identification works to establish a mental picture of the

prime consumers of the product, their demographics and psychographics, and tries to understand

their purchase behavior. Competitive analysis identifies the main direct and indirect companies

that draw from the same customer pool and looks at their strategies, spending levels, media

usage patterns, and other factors that help determine the advertisers advantages in the market.

4. Guaranteeing Continuity in a Campaign

Continuity can be established through visual, verbal, aural, and attitudinal means. Consistency of

type, illustration, and layout help consumers quickly sort out which ads are part of a campaign

and which are not. Repetitive use of key phrases and slogans also signals that ads belong to a

campaign. Music and jingles that have become associated with a product or brand reinforce

campaign unity, and recurring attitudinal references to things such as status, strength, stability, or

action assist in building brand identity.

: International Advertising

Topic Objective:

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

 The evolving nature of the global market.
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 The role of advertising and advertising agencies in international marketing.

 Changes in U.S. advertising and marketing practices as a result of global competition.

 Cultural and political considerations in international marketing.

 Organizing advertising management to compete in the global marketplace.

 Effects of a diverse U.S. population on domestic advertising and media.

Definition/Overview:

At one time, U.S. firms considered their international marketing operations separately from

domestic sales and promotion. However, in an environment with a Nissan automotive plant in

Tennessee; Hondas rolling off an Ohio assembly line; and Mercedes and BMW making luxury

cars in the Deep South, the global village is in our own backyard. Globalization is much more

than just doing business abroad. Multinational firms operate in an atmosphere of converging

culture, political, communication, and business issues where companys battle hear-to-head for

local buyers in what is often worldwide competition. In this chapter, we will examine the

challenges of companies that must increasingly compete for customers on a global scale.

Key Points:

1. Advantages and Disadvantages of the Internet in International Marketing

The Internet offers both advantages and disadvantages to international marketing. One advantage

is that the Internet offers marketers immediate access to customers in areas of the world where

traditional communication would have been totally impractical. The wonderful thing about Web

marketing is that it is right for all types of products and provides a level of interaction with

customers that is on a par with personal sales visits. The Internet is also relatively low cost and

can reach international market segments with messages adapted to both the language and local

culture. However, the challenge facing using the Internet is utilizing the technology in a diverse
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world community. Marketers can not take other countries and their populations for granted. The

key to successful global marketing is finding those common appeals that will work on a

universal basis and understanding the inherent differences in how these broad appeals may have

to be adapted to various markets. When using the Internet, multinational marketers also face the

problem of country-by-country variances in matters such as privacy and legal and regulatory

standards.

2. Legal Restrictions for Marketing

In every country that allows advertising, there is some form of regulation. Many of international

advertisings limitations are similar to those in this country. For example, alcohol and tobacco

products as well as other categories may be limited or excluded from all or certain media. In

addition, international media planning must be closely coordinated with creative executions

because there are a number of restrictions concerning the type of messages that can be used in

various media from country to country. Other common areas of restriction include comparative

advertising, advertising to children, Internet advertising, and standards of truth. International

marketers will need to understand and adapt to the different legal restrictions in each country

where they will be advertising.

3. Marketing Concept in Terms of Global Marketing

The term global marketing was popularized in a classis article by Harvard professor Theodore

Levitt entitled The Globalization of Markets. At the heart of the concept is the assumption that

consumer needs are basically alike all over the world and consumers will respond to similar

appeals regardless of cultural differences. Levitt advocated a global approach when it was

appropriate, and he encouraged companies to look for such opportunities whenever possible.

Global marketing is a balancing act between keeping costs low through advertising efficiency

and communicating effectively with local buyers. In an ideal situation, companies would be able

to adopt a single advertising and marketing strategy throughout the world. However, this one-
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size-fits-all approach is rarely practical as the customs and tastes of various cultures often differ

dramatically.

4. Potential Advantages and Disadvantages of Free Trade Agreements

Free trade agreements such as the European Union, the Central America Free Trade Agreement,

and the North American Free Trade Agreement offer the promises of an integrated market with a

common currency or open borders for trade. However, in reality, implementation is not easy.

Countries that have been political and economic rivals for centuries find it difficult to set aside

their differences and make significant compromises for the common good. In the United States,

CAFTA and NAFTA are being condemned as anti-environmental and exploitative of workers

and small farmers. Attempts at free trade agreements in the Far East have run afoul of lingering

suspicions among long-time political rivals. Growing nationalistic agendas in many countries

make it more imperative than ever to fully understand the global customer.

5. International Advertising

There are some products that meet similar consumer needs all over the world with similar

advertising appeals; such is not always the case. Experienced marketers have learned that

significant local market adaptations are necessary to be successful. A company must manage its

strategy and execution of campaigns in each locale. Local advertising is based on market

research and tailors its campaigns to each areas culture and needs. Attention must be placed on

marketing translation, recognizing that each country has it own language and numerous shades of

meaning, causing possible misunderstanding by consumers. Tactical control of advertising

efforts is decentralized. In recent years, there has been a heightened sensitivity to the

responsibility of companies operating as guests in host countries. Opening new markets must not

serve to exploit a local economy.
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6. Entering Foreign Markets

6.1 Entering Foreign Markets: Companies use one of three basic means of entering

foreign markets:

o Export goods to independent wholesalers and retailers in host countries. This

strategy involves the least risk and, depending on the local country contacts,

may be the quickest means of gaining entry. However, it usually offers the

lowest profit potential and often relinquishes control over marketing strategy

including pricing, promotion, and consumer research. Normally, it is a

strategy used by smaller companies with limited product lines or investment.

o Joint venturing with established local businesses. This approach offers more

control over marketing strategy and offers insights into best businesses

practices from in-country partners. In a number of countries, joint venturing is

the only legal means of establishing a major product presence since some

nations will not allow majority ownership of businesses by foreigners.

o Totally owned enterprises. Some companies establish totally owned

subsidiaries in overseas markets including manufacturing plants, distribution

systems, and control over promotion and advertising. This approach has the

advantage of being able to fully manage the marketing and production

process, but is the slowest and most expensive means of establishing a

presence. Often companies will undertake direct investment only after

demonstrating a successful track record in the market. For example, Toyota,

Honda, and Nissan imported cars to the United States for many years before

building American automotive plants.
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: Economic, Social, And Legal Effects Of Advertising

Topic Objective:

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

 The societal and economic dimensions of advertising

 Cause-related marketing as a sales tool

 Distinctions between legal and responsible advertising

 The Federal Trade Commissions role in advertising regulation

 First Amendment status of advertising messages

 Corporate citizenship and advertising self-regulation

 The Advertising Councils role as a social institution

Definition/Overview:

Marketing communication is the face of your company and your brands. Advertising messages

give the impressions that create, in part, the customers perceptions of a companys brand.

Because advertising is such a prevalent element of business, it often comes under greater

scrutiny than other elements of the marketing mix. The assessment of advertising is ongoing, and

it is conducted in both formal and informal settings. From government regulators and the courts

to irate consumers writing letters to complain about a television commercial, companies know

that the messages they communicate can have significant consequences both positive and

negative. However, it is the publics trust in its honest and fairness that ultimately determines

advertisings effectiveness as a sales tool. Because it is so pervasive, advertising has a special

responsibility to adhere to high ethical and honest business standards as it serves to create

economic expansion.

The basic goals of advertising have changed little over the past 150 years. Most advertising is

intended to introduce consumers to products and brands, and, once this is accomplished, to create

brand loyalty and repeat purchases by establishing a unique position in the minds of consumers.

Advertising can also advocate social causes, to sway public opinion concerning controversial
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issues, or to underscore a firms corporate citizenship. This chapter will examine the diverse

methods that advertisers employ as both economic and social communication tools and the

constraints under which advertisers work.

Key Points:

1. Social and Economic Issues Involved In the Practice of Advertising

Despite the ongoing debate about the proper social role of business, the majority of both

consumers and marketers agree that the social and economic components of advertising are not

mutually exclusive. Society benefits from environmental awareness, better education, and other

societal issues that are brought to the publics attention through advertising. Buyers support those

companies and brands that have gained a reputation for being good citizens and actively promote

their good works. And, to the extent that advertising contributes to a stronger economy,

advertisers and the public gain a higher standard of living.

There are many specific pros and cons about the economic role of advertising:

1.1 Pros:

o Advertising provides consumers with information to make informed decisions

about new products, availability of products, price, and product benefits.

o Advertising supports largely unrestricted media that disseminates news and

entertainment.

o By promoting product differentiation, advertising encourages continuing

product improvements and the introduction of new and innovative goods and

services.

o Mass advertising permits companies to achieve economies of scale in

production that more than offset the per unit cost of advertising and, combined

with competition among opposing brands, results in lower prices.

o Advertising contributes to increases in the overall economy by increasing

generic as well as brand consumption.
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1.2 Cons:

o The intent of advertising is to persuade, not inform.

o On a macroeconomic basis, advertising spending is largely wasted because it

primarily causes consumers to switch from one brand to another without any

net economic gain to society.

o Many economists challenge the notion that advertising lowers the price of

products and services.

o The high rate of advertising expenditures in many product categories makes it

difficult, if not impossible, for new products to enter the market.

In terms of advertisings social role, the fundamental question raised is whether advertising

shapes and defines culture or simply mirrors an evolving society. Current research assumes that

advertising is no longer promoting products, but, rather, brands are positioned as another part of

a persons cultural experience. Products are now bought less for function that as a statement about

how people see themselves. In this view, advertisings cultural dimension is not separated from its

economic dimension.

In recent years, social criticism of advertising has taken precedent over its economic effects. The

range of criticism involves advertising strategies, advertisings execution, the audience targeted,

and even those groups making use of it. Some representative examples of social criticism of

advertising include: 1) privacy concerns, 2) product placement, and 3) advertisings role in

obesity. Although there are unique features to each of the social criticisms, they tend to focus on

four areas: 1) advertising content, 2) advertising of certain product categories, 3) excessive

advertising, and 4) advertisings unwanted influences on society.

2. Advertising

One argument about advertising deals with the issue of information communicated through

advertising. Some say that advertising provides consumers with information to make informed

decisions about new products, availability of products, price, and product benefits. Critics of this

disagree and say that the intent of advertising is to persuade, not inform. They dismiss the notion

that advertising distributes information on which consumers can base informed decisions. They
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contend that advertising communication extravagant product claims and, at best, is guilty of sins

of omission by providing only positive information about a brand.

There is also disagreement as to whether advertising lowers the price of products and services.

On one side, proponents of this issue say that mass advertising permits companies to achieve

economies of scale in production that more than offset the per unit cost of advertising, and,

combined with competition among opposing brands, results in lower prices. Many economists

challenge this notion. They charge that one of the primary goals of advertising is to insulate a

brand from price competition by emphasizing emotional appeals so that price comparisons

become less important in purchase decisions.

3. Inadvertent and Intended Social Roles of Advertising

The study of advertisings inadvertent social role take the viewpoint that the ubiquitous,

redundant messages presented by advertising through the mass media created various changes in

the way the audience responded to their environment. This perspective assumed that advertising

conveys largely unintended messages that, nevertheless, impart information about society in

general or some segment of the public. By the sheer weight of exposure, advertising sets a social

agenda of what is expected, what is fashionable, and what is tasteful for a significant number of

people. These influences are particularly true for the young, the undereducated, and the

impressionable. More often than not researchers in the so-called critical-cultural mode regard

these consequences of advertising on society as decidedly negative.

A second, less studied area of advertisings social and cultural role deals with the role of

advertising as an agent of social change. That is, those campaigns whose primary objective is the

promoting of a social agenda. Every day we encounter advertising messages promoting safe

driving, adult literacy, environmental causes, and a host of other forms of social activism. Given

the efficiencies of advertising in selling products, it is not surprising that more special interest

groups have recognized the value and effectiveness of advertising.
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4. Advertising Council

The most organized effort of social advocacy is the Advertising Council, which has for many

years marshaled the advertising agency to support a number of causes. Since its World War II

beginning as the War Advertising Council, the council has supported some of the most well-

known public service campaigns and undertaken a number of projects addressing issues such as

racial tolerance, equal rights, job and fair housing opportunities, health awareness, and

education. The Ad Council continues to be a major means of disseminating social messages

because evidence shows that its efforts work to improve society in a number of significant ways.

The council depends on volunteers from across the advertising spectrum. Major agencies

produce most of the advertising on a pro bono basis, and the media donate time and space to

carry these advertisements and commercials. It is difficult to estimate the equivalent of paid

advertising that the Council has enjoyed since its founding, but it would certainly be in the

billions of dollars.

5. FTC Enforcement

One of the primary concerns of the FTC is to ensure that consumers are protected from deceptive

advertising. At the heart of FTC enforcement is the notion that advertisers must be able to

substantiate their claims they must be able to prove the claims made in their advertising. Failure

to provide substantiation is the key finding when advertising claims are judged to be deceptive.

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

80
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN


