
“Current Issues in Brand Management”.

: The World Of Advertising And Integrated Brand Promotion

Topic Objective:

Definition/Overview:

1. Advertising and integrated brand promotion

Because advertising has become so pervasive, it would be reasonable to expect that you might

have your own working definition for this critical term. However, an informed perspective on

advertising goes beyond what is obvious and can be seen on a daily basis. Advertising is

distinctive and recognizable as a form of communication by its three essential elements: its paid

sponsorship, its use of mass media, and its intent to persuade. An advertisement is a specific

message that an advertiser has placed to persuade an audience. An advertising campaign is a

series of ads and other promotional efforts with a common theme placed to persuade an audience

over a specified period. Integrated brand promotion (IBP) is the use of many promotional tools,

including advertising, in a coordinated manner to build and maintain brand awareness, identity,

and preference.

2. Model of advertising communication.

Advertising cannot be effective unless some form of communication takes place between the

advertiser and the audience. However, advertising is about mass communication. Many models

might be used to help explain how advertising works or does not work as a communication

platform. The model introduced in this chapter features basic considerations such as the

message-production process versus the message-reception process, and this model says that

consumers create their own meanings when they interpret advertisements.

3. Classifying audiences for advertising

Although it is possible to provide a simple and clear definition of what advertising is, it is also

true that advertising takes many forms and serves different purposes from one application to

another. One way to appreciate the complexity and diversity of advertising is to classify it by
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audience category or by geographic focus. For example, advertising might be directed at

households or government officials. Using another perspective, it can be global or local in its

focus.

4. Roles of advertising as a business process

Many different types of organizations use advertising to achieve their business purposes. For

major multinational corporations, such as Procter & Gamble, and for smaller, more localized

businesses, such as the San Diego Zoo, advertising is one part of a critical business process

known as marketing. Advertising is one element of the marketing mix; the other key elements

are the firms products, their prices, and the distribution network. Advertising must work in

conjunction with these other marketing mix elements if the organizations marketing objectives

are to be achieved. It is important to recognize that of all the roles played by advertising in the

marketing process, none is more important than contributing to building brand awareness and

brand equity. Similarly, firms have turned to more diverse methods of communication beyond

advertising that we have referred to as integrated brand promotion. That is, firms are using

communication tools such as public relations, sponsorship, direct marketing, and sales promotion

along with advertising to achieve communication goals.

5. Integrated brand promotion (ibp)

Integrated brand promotion (IBP) is the use of various promotional tools like event sponsorship,

the Internet, public relations, and personal selling, along with advertising, in a coordinated

manner to build and maintain brand awareness, identity, and preference. When marketers use

advertising in conjunction with other promotional tools, they create an integrated brand

promotion that highlights brand features and value. Note that the word coordinated is central to

this definition. Over the past 30 years, the advertising and promotion industry has evolved to

recognize that integration and coordination of promotional elements is key to effective

communication and lasting brand identity.
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Key Points:

1. Advertising

Advertising is a paid, mass-mediated attempt to persuade.

 Paid means, that a client or sponsor is involved

 Mass mediated means that the advertising is delivered through a communication medium

like television, radio, newspapers, or new media like the Internet

 Attempt to persuade means that ads are designed to get somebody to believe and/or do

somethingsuch as like a brand and eventually buy that brand

2. Advertisements, Advertising Campaigns, and Integrated Brand

 Advertisement: An advertisement refers to a specific message that an organization has

placed to persuade an audience.

 Advertising Campaign: A series of coordinated advertisements and other promotional

efforts that communicate a single theme or idea

 Integrated Brand Promotion (IBP): The use of various promotional toolssales promotion,

event sponsorship, public relations, and othersincluding advertising, in a coordinated manner to

build and maintain brand awareness, identity, and preference. The coordination is key in

maintaining a clear brand image in the mind of consumers.

3. Advertising as a Communications Process

Advertising is fundamental to life itself, and advertising is a commercial form of communication.

To understand advertising, you must understand something about communication in general.

4. Model of Mass-Mediated Communication

This contemporary model shows that communication has two major components: production and

reception. Rather than focus on every detail of this model, it is more useful to focus on the major

process aspects:

 Production: Content of a mass communication is produced by institutionscorporations, ad

agencies, governmentand appears as a message in mass media.
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 Reception: The audience interprets an ad according to social networksfamily, friends, and

peers. Interpretation creates meaning for an ad. It is important to recognize that the content that

the advertiser puts into a message is not necessarily the same as the meaning an audience takes

from a message.

 Accommodation and Negotiation: Production and reception are partially independent but

subject to mediation and interpretationproducers of the message cannot control reception or

interpretation.

5. Audiences for Advertising

An audience is a group of individuals who receives and interprets messages from advertisers

through mass media. A target audience is a particular group of consumers singled out for a

specific message carried in advertising.

5.1.Audience Categories

 Household consumers: Individuals who buy and use products for personal use. They are

the largest audience for advertisingover 100 million households and nearly 300 million people

with total retail spending by households in the United States at about $3.6 trillion.

 Members of business organizations: Firms that buy and use products to make or resell

other products.

 Members of a trade channel: Retailers, wholesalers, and distributors are responsible for

distributing and selling goods to business organizations and household consumers.

 Professionals: Any professionallike a doctor, lawyer, or teacherwho has special training

or certification. Professionals merit special communications.

 Government officials and employees: Members of federal, state, or local governments

warrant special communications because of the large volume of business they do with

organizations.

5.2.Audience Geography

 Global advertising: Advertising that uses a common theme and presentation in all

markets around the world. It is rare for a brand to have universal cultural appeal, but when it
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does, global advertising can be used. As the global issues box details, many firms such as

Motorola are working on developing a global image today.

 International advertising: An advertiser prepares and places different advertising in each

different national market where a brand is sold.

 National advertising: Advertising that reaches all geographic areas of a nation. National

typically refers to U.S. advertising.

 Regional advertising: Advertising concentrated in a particular geographic region of a

nation.

 Local advertising: Advertising directed at a single trading area, typically a city or state. A

particular form of local advertising is known as cooperative or co-op advertising in which

national advertisers share advertising expenses with local advertisers. Intel, Sony, and Chevrolet

invest heavily in co-op advertising.

6. Advertising as a Business Process Brand Promotion

Advertising is a business process, with an important role in a firms marketing and brand

promotion effort. An integrated approach can be the key in the success of a brand. The role

of advertising in marketing and brand promotion relates to four important decision-making

areas in marketing:

6.1.Advertisings Role in the Marketing Mix

Marketing is the process of planning and executing the conception, pricing, promotion, and

distribution of ideas, goods, and services to create exchanges that satisfy individual and

organizational objectives.

The marketing mix refers to the four primary areas of decision making in marketingproduct,

price, promotion, and distribution (or place). Advertising, as part of promotion, plays an

important role in bringing the marketing mix decision to life in the market. Advertising can

communicate the value created for consumers by the product, price, and distribution

strategies of the organization.
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6.2.Role of Advertising in Brand Development and Management

A brand is a name, term, sign, symbol, or any other feature that identifies one sellers good or

service as distinct from those of other sellers. Advertising plays a critical role in brand

development and integrated brand management (IBM). In many ways, a brand is a firms

most precious asset. The most valuable brand in the world is Coca-Cola, which is valued at

$68.95 billion. Effective advertising is a competitive advantage for a brand. Advertising

affects brand development and management in five important ways:

 Information and persuasion: Advertising informs and persuades target audiences about

the values a brand has to offer.

 Introduction of a new brand or brand extensions: A brand extension is an adaptation of an

existing brand to a new product area. Advertising is essential to inform consumers about the

extension. In addition, advertising aids in obtaining cooperation in the trade channel with

wholesalers and retailers.

 Building and maintaining brand loyalty among consumers: Brand loyalty occurs when a

consumer repeatedly purchases the same brand to the exclusion of competitors brands. Brand

loyalty can result from habit, attachment, reminder by advertising, incentive from promotions, or

tailored communication in direct marketing. Brand equity is developed when a firm creates and

maintains positive associations with the brand in the minds of consumers.

 Creating an image and meaning for the brand: Advertising can communicate how a

brand meets certain needs and desires and therefore plays an important role in attracting

consumers to brands they find useful and satisfying.

 Building and maintaining brand loyalty within the trade channel: Advertising and

integrated promotions can influence brand preferences in wholesalers and retailers. Marketers

can provide training, point-of-purchase advertising displays, and traffic-building events as well

as discount pricing and premiums (gifts).

6.3.Advertisings Role in Market Segmentation, Differentiation and

Positioning

Advertising is critical to segmentation, differentiation, and positioning strategies:

 Market segmentation: Breaking down a large, diverse market into segments that are more

homogeneous.
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 Differentiation: Creating a perceived difference between an organizations brand and that

of the competition in the mind of an audience.

 Positioning: Designing a product or service so that it can occupy a distinct place in the

target audiences mind.

o External position: Competitive niche the brand will occupy.

o Internal position: Position of a brand within the firms own line of products.

6.4.Advertisings Role in Revenue and Profit Generation

This is a VERY important discussion. Advertising and IBP are not just about spending

money. Both top-line revenue and bottom-line profit can be positively affected.

 Advertising communicates the value of the brand created by the marketing mix and

contributes to revenue generationpeople like the brand, people buy the brand.

 Profits are affected by economies of scale: high-volume sales result in high-volume

production, which lowers the unit cost of each item sold. Advertising demand stimulation

contributes to high-volume production.

 Profits are affected by brand loyalty: consumer preference for and repeat purchase of a

brand to the exclusion of competitors brands. Brand loyalty results in inelasticity of demand,

whereby consumers are willing to pay more for the brand they prefer (or accommodate price

increases). Advertising affects both brand loyalty and inelasticity.

 Advertising can be used to create customer satisfaction.

 Advertising can influence social meaning, trends and norms, and cultural identification.

7. Types of Advertising

 Primary demand stimulation: Stimulating demand for an entire product category is a type

of advertising most appropriately used by trade associations. A key and very essential point here:

Primary demand stimulation is only a possibility in new product categoriescurrently this would

be products like PDAs or TiVo. There is no evidencescientific or anecdotalthat advertising can

affect primary demand in mature product categories. In fact, there are decades of economic and

marketing research to the contrary. Both the Got Milk? campaign and the California Almond

Growers campaign are examples of failures to create primary demand in mature product

categories.
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 Selective demand stimulation: Promoting the value of a particular brand compared to

competition. The true power of advertising lies here

 Direct response advertising: Advertising that asks an audience to take immediate action.

 Delayed response advertising: Advertising that uses imagery and emphasizes brand

features to build demand and loyalty over the long term.

 Corporate advertising vs. brand advertising: Corporate advertising does not focus on a

single brand but promotes the company as a whole. Brand advertising focuses on a single brand

and specific features and values of that brand.

8. Economic Effects of Advertising

 Advertisings Effect on Gross Domestic Product. As advertising stimulates the economy

and helps ensure the success of new products, consumer spending rises and affects gross

domestic product (GDP), which is a measure of the total value of goods and services produced

within an economic system.

 Advertisings Effect on Business Cycles. Advertising, through demand stimulation, can

have a stabilizing effect on downturns in business cycles.

 Advertisings Effect on Competition. Advertising can stimulate greater competition as

firms strive to develop innovative products to advertise. Large advertising expenditures, though,

can act as barriers to entry in a market.

 Advertisings Effect on Prices. Advertising expenditures average only about 2-4 percent

of sales across all industries, and demand stimulation (which affects economies of scale) can

lower the unit cost of production. There is no consistent and predictable relationship among

advertising, spending, and sales. Different products and different market conditions dictate that

firms spend different amounts of money on advertising.

9. Advertisings Effect on Value

Value refers to consumer perception that a product or service delivers satisfaction beyond the

cost incurred to acquire the product or service. Symbolic value is the meaning a brand has in a

nonliteral way. Social meaning refers to what a product or service means in a social context.

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

8
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



10. From Integrated Marketing Communications to Integrated Brand

Promotion

We must recognize and appreciate that advertising is only one of many promotional tools a

marketer can use to communicate about a brand. Integrated marketing communications (IMC) is

the process of using promotional tools in a unified way so that a synergistic communications

effect is created. In an era of targeted communications and new media, organizations are relying

on a broad range of communications tools. This mixing of various promotional tools has been a

hot topic for the last 10 years.

Today Integrated Brand Promotions (IBP) is becoming the focus of promotional efforts for many

firms. IBP involves the use of various promotional tools, including advertising, in a coordinated

manner to build and maintain brand awareness, identity, and preference. The coordination is key

to maintaining a clear brand image in the mind of consumers. IBP emphasizes that coordinated

messages must have brand-building effects, not just communications effects.

There are special end-of-section cases that focus on IBP in a rich ongoing case on Cincinnati

Bell Wireless. These cases focus on the real-world challenges faced by Cincinnati Bell Wireless

to develop an IBP campaign. Each section is highly illustrated with data and actual advertising

and promotional materials.

: The Structure Of The Advertising Industry: Advertisers, Advertising Agencies, And
Support Organizations

Topic Objective:

1. Advertising and Promotion Industrys Size, Structure, Participants: Many different types

of organizations make up the industry. To appreciate what advertising is all about, one must

understand who does what and in what order in the creation and delivery of an advertising or

IBP campaign. The process begins with an organization that has a message it wishes to

communicate to a target audience. This is the advertiser. Next, advertising and promotion

agencies are typically hired to launch and manage a campaign, but other external facilitators

are often brought in to perform specialized functions, such as assisting in the production of
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promotional materials or managing databases for efficient direct marketing campaigns. These

external facilitators also include consultants with whom advertisers and their agencies may

confer regarding advertising and IBP strategy decisions. All advertising and promotional

campaigns must use some type of media to reach target markets. Advertisers and their

agencies must therefore also work with companies that have media time or space.

2. Role Played by Advertising and Promotion Agencies: Advertising and promotion agencies

come in many varieties and offer diverse services to clients with respect to planning,

preparing, and executing advertising and IBP campaigns. These services include market

research and marketing planning, the actual creation and production of ad materials, the

buying of media time or space for placement of the ads, and traffic management to keep

production on schedule. Some advertising agencies appeal to clients by offering a full array

of services under one roof; others such as creative boutiques develop a particular expertise

and win clients with their specialized skills. Promotion agencies specialize in one or more of

the other forms of promotion beyond advertising. New media agencies are proliferating to

serve the Internet and other new media needs of advertisers. The four most prevalent ways to

compensate an agency for services rendered are commissions, markups, fee systems, and the

new pay-for-results programs.

3. External Facilitators: Marketing and advertising research firms assist advertisers and their

agencies in understanding the market environment. Consultants of all sorts from marketing

strategy through event planning and retail display are another form of external facilitator.

Perhaps the most widely used facilitators are in the area of production of promotional

materials. In advertising, a wide range of outside facilitators is used in the production of both

broadcast and print advertising. In promotions, designers and planners are called on to assist

in creation and execution of promotional mix tools. Software firms fill a new role in the

structure of the industry. These firms provide expertise in tracking and analyzing consumer

usage of new media technology.

4. Role Played by Media Organizations: Media organizations are the essential link in

delivering advertising and IBP communications to target audiences. There are traditional
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media organizations such as television, radio, newspaper, and magazines. Interactive media

options include not just the Internet but CD-ROMs, electronic kiosks, and less widely known

communications companies. Media conglomerates such as AT&T, Time Warner, and

Viacom control several different aspects of the communications system, from cable broadcast

to Internet connections and emerging broadband communications technologies.

Key Points:

1. Trends Affecting the Advertising and Promotion Industry

The basic changes in the industry stem from:

 The Undoing of Agency Consolidation and Globalization. During the 1990s, the

advertising industry experienced a period of extreme consolidation and globalization, primarily

through multi-billion dollar mergers and acquisitions. However, the large conglomerates that

resulted are seen as unwieldy by advertisers.

 Media Proliferation and Consolidation. In some ways, the media industry is heading

down the path the agencies went down. Big mergers like AOL/Time Warner are creating

enormous media conglomerates. Simultaneously, more and more media options are emerging

through which messages are being sent. And its not just the Internet and spam e-mail. PDAs and

cell phones can also receive messages now.

 Media Clutter and Fragmentation. With so many options available in the media, it is hard

for marketers to break through the clutter. In addition, with proliferation comes fragmentation.

 Consumer Control: From Blogs to TiVo. Consumers are discovering and desiring more

ways to control the flow of information they receive. Blogs and TiVo devices are two prime

examples. Advertisers are trying to respond with more and better creative execution and

technological advances of their own (e.g., those little runners at the bottom of the TV screen that

cant be TiVo-ed out).

2. Scope and Structure of the Advertising

It is important to put the gross spending levels in perspective, such as the fact that GM spends

only about 2 percent of sales on advertising, which results in about $3.4 billion a year in ad

spending.
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The remainder of the chapter clearly and efficiently describes for students the structure of the

advertising industry. Understanding structure is important because the talent and expertise

needed to create effective advertising and solutions to the new challenges are spread across

several levels of the advertising process and are represented in several different industries.

Advertisers may employ the services of advertising agencies and may or may not contract for

specialized services with various external facilitators.

2.1. Advertisers

 Manufacturers and Service Firms. Large national manufacturers of consumer and

business products and services are the most prominent users of advertising, spending hundreds of

millions or even billions of dollars annually.

o Procter & Gamble, MCI, Chrysler, Colgate-Palmolive, Xerox, and General

Electric are examples. These firms can operate in global, national, regional, or local markets.

They can target either household consumers or businesses as their primary audience.

o Be sure to alert students that small companies that spend only a few thousand

dollars are in this category as well (e.g., the local toy store or deli).

 Trade Resellers. The term trade reseller is simply a term for all organizations in the

channel of distribution.

o Resellers can be retailers, wholesalers, or distributors. Retailers can sell in global

markets (The Gap), national markets (Sears), or regional markets (Dillards) but focus primarily

on household consumers.

o Wholesalers and distributors, like American Lock & Supply (which supplies

contractors with door locks and hardware), are a completely different breed. They focus on

business buyers and have little need for mass media. Instead, they focus their advertising on

direct mail or highly targeted trade publications.

 Federal, State, and Local Governments. Although it may seem odd to students to list the

government as an advertiser, the U.S. government was the 28th largest spender on advertising in

the U.S., with expenditures exceeding $1.1 billion in

2003.
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o The most visible government campaigns are U.S. government advertising for the

armed forces recruiting and social issues. The government also spends a great deal on direct

marketing by mailing government publications to businesses and consumers.

o The U.S. government has also used integrated brand promotions when they

teamed with Wal-Mart to introduce the Sacagawea golden dollar.

 Social Organizations. Advertising by social organizations at the national, state, and local

level is commonRed Cross, American Cancer Society, the local Humane Society are examples.

This advertising is used to stimulate demand for services and to disseminate information.

 Role of the Advertiser in IBP

Before considering the type of agencies advertisers can rely on and the services they provide,

it is critical for students to understand that the advertiser must come to the agency partnership

fully prepared to provide the foundation of information with which an agency needs to work.

Too many advertisers (often but not always small firms) turn to the agency for both their

strategy and communications needs. This is a big mistakeonly the advertiser can provide and

should provide the strategic direction for the firm. So advertisers should come to the planning

meeting with agencies prepared to:

o Describe the value that the firms brand provides to users.

o Describe the brands position in the market relative to competitive brands.

o Describe the firms objectives for the brand in the near term and long term (e.g.,

brand extensions, international market launches, etc.).

o Identify the target market(s) that are most likely to respond favorable to the brand.

o Identify and manage the supply chain/distribution system that will most

effectively reach the target markets.

o Be committed to using advertising and other promotional tools as part of the

organizations overall marketing strategy to grow the brand.

3. Advertising and Promotion Agencies

Advertisers have a full complement of agencies that specialize in various aspects of advertising

and promotion.
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3.1.Advertising Agencies.

Advertising agencies provide expertise to help advertisers prepare advertising programs. An

advertising agency is an independent organization of professionals who provide creative and

business services to clients related to planning, preparing, and placing advertisements.

 Full-Service Agencies. A full-service agency includes an array of advertising

professionals to meet all the promotional needs of clients. Often, such an agency will also offer a

global reach to the client. Young & Rubicam and McCannErickson Worldwide are examples of

full-service agencies with global capabilities.

 Creative Boutiques. A creative boutique emphasizes copywriting and artistic services to

its clients. Other aspects of advertising planning and placement are handled internally by the

advertiser or contracted out to other external facilitators.

 Interactive Agencies. Interactive agencies help advertisers prepare communications for

new media like the Internet, interactive kiosks, CD-ROMs, and interactive television. Sometimes

referred to as cyberagencies, these new ad agencies have specialized talent and expertise that

many traditional full-service agencies do not have. One of the best is Red Sky Interactive. They

have prepared the corporate Web sites for Nike, Levi Strauss, Absolut Vodka, and Altoids.

 In-House Agencies. An in-house agency is often referred to as the advertising department

of a firm. This option has the advantage of greater coordination and control in all phases of the

advertising process. Another advantage is that the firm can keep as profits the commissions an

external agency would earn.

 Media specialists. Independent organizations that specializes in buying media time and

space and offer media planning advice. The proliferation of media options has made this type of

organization more important.

 Promotion Agencies focus on promotion efforts that full-service advertising agencies do

not specialize in. Promotion agencies handle everything from sampling to event

promotions.

 a. Direct Marketing and Database Agencies. These agencies provide a variety of direct

marketing services. They design direct marketing campaigns, assist constructing customer

databases, and in many cases maintain fulfillment centers. In addition, many direct marketing

agencies can prepare infomercials.
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 E-commerce Agencies. These agencies handle a wide variety of planning and execution

related to promotions using electronic commerce. They provide all forms of promotion using

new media technology usually specializing in Internet Solutions.

 Sales Promotion Agencies. These specialists design ads and operate contests,

sweepstakes, special displays, or coupon campaigns for advertisers. Some firms specialize in

consumer sales promotions or trade sales promotions.

 Event-Planning Agencies. Event-planning agencies and organizers are experts in finding

locations, securing dates, and putting together a team of people to manage an event. The event-

planning agency will also often take on the task of advertising the event. Event sponsorship can

also be targeted to household or the trade market.

 Design Firms. Designers and graphics specialists help to create logos and other visual

representations for the brand. They also design the supportive communications such as banners,

newsletters, phone-cards, and in-store displays.

 Public Relations Firms. Public relations firms manage an organizations relationships with

the media, the local community, competitors, industry associations, and government

organizations.

4. Agency Services

Although not every full-service agency offers every service, the services that can be found in

full-service agencies are discussed in the following sections. Exhibit 2.11 details the common

structure of a full-service agency

 Account Services. Account services entail identifying the benefits a product or service

provides, its potential target audiences, and the best competitive positioning, and then developing

a complete advertising plan. In some cases, an agency will also provide basic marketing and

consumer behavior research. Another primary task in account services is to keep the various

agency teamscreative, production, mediaon schedule and within budget.

 Marketing Research Services. The research services usually entail the agency locating

studies that have a bearing on the clients advertising and explaining these studies to the client.

Account planner positions have been added in many agencies to coordinate the research and

planning effort on accounts.
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 Creative and Production Services. In simple terms, creative services prepare the clients

message and advertising materials. Production services include producers (and sometimes

directors) who take the creative ideas and turn them into radio, television, and print

advertisements

 Media-Planning and Buying Services. This service is where placement of the advertising

effort is handled. The central challenge is to determine how a clients message can most

effectively and efficiently reach the target audience. This service helps clients sort through the

blizzard of new media options like CD-ROM, videocassettes, interactive media, and the Internet.

 Administrative Services. Agencies have personnel departments, accounting departments,

and sales staffs. Most important to clients is the traffic department, which has the responsibility

of monitoring projects to be sure that deadlines are met. Traffic managers make sure the creative

group and media services are coordinated so that deadlines for getting ads into media are met.

5. Agency Compensation, Promotion, and Redesign

 Commission. The commission system is the traditional method of agency compensation

and is based on the amount of money the advertiser spends on media.

 Markup Charges. Markup charges add a percentage to a variety of services the agency

purchases from outside suppliers. In many cases, an agency will turn to outside contractors for

art, illustration, photography, printing, research, and production. The agency then, in agreement

with the client, adds a markup charge to these services.

 Fee System. A fee system is much like that used by consultants or attorneys, whereby the

advertiser and the agency agree on an hourly rate or project fee for different services provided.

 Pay for Results. In this type of program, the agencys fee is based on the achievement of

agreed upon results. Many large companies like Procter & Gamble are moving toward this

model; they are using a percentage-of-sales model.

6. External Facilitators

External facilitators are organizations or individuals that provide specialized services to

advertisers and agencies.
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 Marketing and Advertising Research Firms. Research firms like Burke International

perform original research for advertisers. Other research firms like SRI International routinely

collect data (from grocery store scanners, for example) and make these data available for a fee.

There are also firms that specialize in message testing to determine if consumers find advertising

messages appealing and understandable.

 Consultants. Advertisers seek out marketing consultants for assistance in the planning

stage. Creative and communications consultants provide insight on issues related to message

strategy and message themes.

o Media experts help an advertiser determine the proper media mix and efficient

media placement.

o The newest type of consultant is a database consultant, who works with both

advertisers and advertising agencies in developing and managing databases for direct marketing

campaigns or narrow-casting broadcast advertising.

 Production Facilitators. Production is an area where advertisers and their agencies rely

most on external facilitators.

o For broadcast production, directors, production managers, songwriters, camera

operators, audio and lighting technicians, and performers are all essential. Production houses can

provide the physical facilities, including sets, stages, equipment, and crews, needed for broadcast

production. Similarly, in preparing print advertising, graphic artists, photographers, models,

directors, and producers may be hired from outside the advertising agency or firm to provide the

specialized skills and facilities needed in preparing advertisements.

o In postproduction, further expertise is needed before the ad is placed in a

medium. Postproduction processes in broadcast advertising include film developing and

transferring, editing, special effects, sound mixing, and color matching.

o In print advertising, film developing and photo enhancement are typically carried

out by external organizations.

 Software firms. In an era when technology continues to evolve, a new category of

facilitators has emerged. Software firms help companies with a range of activities ranging from

tracking Web-surfing behavior to managing relationships with trade partners.
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7. Media Organizations

The media available for placing advertising, such as broadcast and print media are well known to

students simply because theyre exposed to them daily. Major television networks like NBC,

ABC or Fox, as well as national magazines like U.S. News & World Report or People, provide

advertisers with time and space at considerable expense.

 Other media options are more useful for reaching narrowly defined target audiences.

Specialty programming on cable television, tightly focused direct mail pieces, and a well-

designed outdoor campaign may be better ways to reach a specific audience.

 Note the inclusion in this list of media conglomerates. This category is included because

organizations like Time Warner and Viacom own and operate companies in broadcast, print, and

interactive media.

8. Audiences

This represents the last element of the structure of the industry. As a recap for students, the main

target audiences are: household consumers, business organizations, members of a trade channel,

professionals, and government.

: The Evolution Of Promoting And Advertising Brands

Topic Objective:

1. Balanced Relationships: Advertising and branding play a key role in the ongoing power

struggle between manufacturers and their retailers. U.S manufacturers began branding their

products in the late 1800s. Advertising could thus be used to build awareness of and desire

for the various offerings of a particular manufacturer. Retailers have power in the

marketplace deriving from the fact that they are closer to the customer. When manufacturers

can use advertising to build customer loyalty to their brands, they take part of that power

back. Of course, in a capitalistic system, power and profitability are usually related.
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2. Fundamental Changes in Society and Culture: Social and economic trends, along with

technological developments, are major determinants of the way advertising is practiced in

any society. Before the Industrial Revolution, advertisings presence in the United States was

barely noticeable. With an explosion in economic growth around the turn of the century,

modern advertising was born: The P. T. Barnum era and the 1920s established advertising as

a major force in the U.S. economic system. With the Great Depression and World War II,

cynicism and paranoia regarding advertising began to grow. This concern led to refinements

in practice and more careful regulation of advertising in the 1960s and 1970s. Consumption

was once again in vogue during the designer era of the 1980s. The new communication

technologies that emerged in the 1990s era seem certain to effect significant changes in

future practice. Finally, the interactive, wireless, and broadband technologies that are leading

advertising into the 21st century hold great promise but a hard-to-predict future.

3. Evolution of advertising: Integrated, interactive, and wireless have become the advertising

buzzwords of the early 21st century. These words represent notable developments that are

reshaping advertising practice. This is so because the technologies present advertisers with

new options like Web films or feature films that highlight brandsa process known as

advertainment. In addition, consumers can use wi-fi systems, limited-area wireless access

systems, to provide more mobility in their use of computers. Integrated brand promotion may

continue to grow in importance as advertisers work with more varied media options to reach

markets that are becoming even more fragmented. A variety of advertisers are using interactive

media to reach consumers in the digital realm, while services like TiVo demonstrate a consumer

backlash against the ubiquity of advertising. As for creative, the ads of the 00s have become more

self-aware and self-referentialthey are ads that are very aware of being ads. Advertising in the next

decade will continue to be a vibrant and challenging profession.
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Key Points:

1. Fundamental Influences on the Evolution of Advertising

An important point to make to students is that while some historical treatments of advertising

claim that as long as men and women have been communicating, there has been advertising, this

is a naive and false perspective. Although there may have been persuasive intent in ancient times

and even a commercial context, there was no mass-mediated communicationa necessary

condition from advertising as specified in

1.1.Rise of Capitalism

For advertising to become prominent in a society, the society must rely on aspects of

capitalism: organizations compete for resources, called capital, in a free market. Part of the

competition for resources involves stimulating demand for organizations goods or services,

and advertising, as a strategic process, can be used to do so.

1.2.Industrial Revolution

 The industrialization of societies leads to advertisings emergence as a business and

communication process. The Industrial Revolution began about 1750 in England. It spread to the

United States and progressed slowly until the early 1800s, when the War of 1812 boosted

domestic production.

 The Industrial Revolution took American society away from household self-sufficiency

to marketplace dependency as a way of life. Industrialization was a basic force behind the rapid

increase in mass-produced goods that required stimulation of demand; something that advertising

can be very good at. In addition, the railroad could facilitate large demand by expanding

geographic markets.

2. Manufacturers Pursuit of Power in the Channel of Distribution

 If a manufacturer can stimulate sizable demand for a brand, that manufacturer can

develop power in the distribution channel and force wholesalers and retailers to sell that

particular brand. Demand stimulation causes consumers to insist on the brand at the retail level;
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retailers and wholesalers have virtually no choice but to comply with consumer desires. Intels

promotion of the Pentium chip is an excellent example.

 A factor that was critical to manufacturers pursuit of power was branding. Manufacturers

had to develop brand names so that consumers could focus their attention on a clearly identified

item particularly once the railroad starting delivering products long distances from manufacturers

sites. Manufacturers began branding their products in the late 1800s, with Levis (1873), Maxwell

House Coffee (1873), Budweiser (1876), Ivory (1879), and Coca-Cola (1876) among the first.

3. Rise of Modern Mass Media

 With the invention of the telegraph in 1844, a communication revolution was set in

motion.

 More important to advertising was the rise of mass circulation magazines. The ads in

these magazines began reaching a more diverse audience and promoted a type of

democratization of goodsproducts previously unavailable to the masses became available across

the social spectrum.

 Also, it is critical to realize that for the most part, mass media in the United States are

supported by advertising.

4. Technology and Advertising

Harsh realities confronted advertisers as the dotbomb exploded at the beginning of the 21st

century. However, the advertising and promotions process has carried on with new opportunities

and challenges created by technology.

 Online advertising has exploded and will likely surpass $10 billion by 2005.

 E-business, an extension of online advertising that includes sales transactions over the

Web, reached $2.3 trillion in 2003 and is expected to continue strong growth.

 Three technologiesinteractive, wireless, and broadbandhave facilitated reaching target

customers with highly customized, personalized communications.

 In particular, the expansion of wi-fi and its newer variants has facilitated how and where

consumers can be reached.
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5. Advertainment

No aspect of the evolution of advertising is more important than advertainmentthe blending of

advertising with entertainmentprimarily film and television programming. A key technique in

the advertainment process is product (brand) placementthe significant and prominent placement

of brands within film or television programs.

6. Value of an Evolutionary Perspective

It is important to leave students with this main thought: As exciting as new technologies are, the

fundamental purpose of advertising has not changed. To understand advertising in an

evolutionary perspective is to appreciate the reasons for advertisings use in a modern

industrialized society.

Advertising was spawned by a market-driven system and grew through self-interest in

capitalistic, free enterprise market economies. Efficient methods of production made advertising

essential as a demand stimulation tool. IBP strategies and tactics evolve as markets attempt to

find new ways to grab and hold consumers attention. A good example of this is Absolut moving

into cinema advertising in Latin America and away from their traditional print approach. Absolut

discovered this is the best way to reach their target market in this market.

The result is that advertising has become firmly entrenched as a business function, with deeply

rooted economic and cultural foundations. The predicted decline of mass media advertising has

not occurred. It appears that consumers do not want to be engaged in interactive advertising as

much as many companies predicted.

As big as online and advertainment advertising has becomemaybe $12-14 billion annually as a

generous estimatethey are still dwarfed by the basic annual investment in mass media at $260

billion a year. It is also true, though, that as advertisers look for more direct evidence of the

impact of their spending, they are turning to more measurable tools in IBP like event

sponsorship, couponing, or e-mail communications.
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Test Current Issues

Topic
: Social, Ethical, And Regulatory Aspects Of Advertising

Topic Objective:

1. Ethical Considerations: Ethical considerations are a concern when creating advertising,

especially when that advertising will be targeted to children or will involve controversial

products such as firearms, gambling, alcohol, or cigarettes. Although ethical standards are a

matter for personal reflection, it certainly is the case that unethical people can create

unethical advertising. However, there are also many safeguards against such behavior,

including the corporate and personal integrity of advertisers.

2. Government Agencies: Governments typically are involved in the regulation of advertising.

It is important to recognize that advertising regulations can vary dramatically from one

country to the next. In the United States, the Federal Trade Commission (FTC) has been

especially active in trying to deter deception and unfairness in advertising. The FTC was

established in 1914, and since then a variety of legislation has been passed to clarify its

powers. The FTC has also developed regulatory remedies that have expanded its involvement

in advertising regulation, such as the advertising substantiation program.

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

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

WWW.BSSVE.IN



3. Self-Regulation: Some of the most important controls on advertising are voluntary; that is,

they are a matter of self-regulation by advertising and marketing professionals. For example,

the American Association of Advertising Agencies has issued guidelines for promoting

fairness and accuracy when using comparative advertisements. Many other organizations,

such as the Better Business Bureau, the National Association of Broadcasters, and the Direct

Marketing Association, participate in the process to help ensure fairness and assess consumer

complaints about advertising and promotion.

4. Regulation of Full Range: The regulation of other tools in the IBP process focuses on direct

marketing, e-commerce, sales promotions, and public relations. In direct marketing and e-

commerce, the primary concern has to do with consumer privacy. New legislation, like the

Do Not Call Registry and the CAN SPAM Act, is restricting ways in which companies can

contact consumers with a sales offer. The legislation is a reaction to new technologies that

have enabled firms to match consumers online behavior with offline personal information.

Another aspect of e-commerce has to do with contests and sweepstakes, and the potential for

such games to be gambling opportunities in reality. In sales promotions, premium offers,

trade allowances, and offline contests and sweepstakes are subject to regulation. Firms are

required to state the fair value of free premiums, trade allowances must follow the guidelines

of fair competition, and contests and sweepstakes must follow strict rules specified by the

FTC. The regulation of public relations efforts has to do with privacy, copyright

infringement, and defamation. Firms must be aware of the strict legal parameters of these

factors.

Key Points:

1. Social Aspects of Advertising

The social aspects of advertising are organized issue by issue. We have chosen to raise an issue

and then take a pros-and-cons approach to offer students a balanced treatment. If a person finds

advertising intrusive and manipulative, the social aspects usually provide fuel for the fires of
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skepticism. One thing is sure: The social impact of advertising invites vigorous debate about

what is positive and negative in the advertising process.

2. Advertising Educates Consumers

 Pro: Advertising Informs. By regularly assessing information and advertising claims,

consumers become more educated about the features, benefits, functions, and values of products.

Educated consumers enhance their lifestyles and economic power through astute marketplace

decision making. A related argument is that advertising reduces search time for desired products

and services, saving consumers both time and money.

 Con: Advertising Is Superficial. Critics argue that advertising does not provide good

product information. The information it does provide is shallow and meaningless. Critics claim

that ads should contain functional feature information and performance results. Advertisers argue

in response that, in many instances, consumers are interested in more than a physical, tangible

material good with performance features and purely functional value and instead rely on

emotional or hedonic criteria in decision making.

o Subheading

3. Advertising Improves the Standard of Living

 Pro: Advertising Lowers the Cost of Products

o Due to the economies of scale produced by advertising, consumers may pay less.

o Greater variety of choice in products and services stems from the increased

probability of success firms realize from being able to introduce new products with the assistance

of advertising.

o The pressures of competition and the desire to have products that are easy to

advertise stimulate firms to produce improved products.

o The speed and reach of advertising aids in the diffusion of innovations. This

means that new discoveries can be communicated to a large percentage of the marketplace very

quickly.

 Con: Advertising Wastes Resources and Raises the Standard of Living Only for Some.

Advertising represents an inefficient, wasteful process that shuffles existing total demand, rather

than expanding total demand. Advertising thus brings about economic stagnation and a lower
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standard of living. Similarly, brand differences are trivial and the proliferation of brands does not

offer a greater variety of choice, but rather a meaningless waste of resources. In addition, some

argue that advertising is a tool of capitalism that widens the gap between the rich and the poor.

4. Advertising Affects Happiness and General Well-Being

 Con: Advertising Creates Needs. The argument is that consumers are relatively easy to

seduce into wanting the next shiny bauble offered by marketers or encourages consumers to try

to look and act like models in advertisements.

 Pro: Advertising Addresses a Wide Variety of Basic Human Needs. Advertising is not

powerful enough to create human needsrefer to Maslows hierarchy discussion in the text. Rather,

once human needs emerge, advertising (in the context of modern, mass consumption) can offer

alternatives to addressing human need states.

 Con: Advertising Promotes Materialism. Advertising, which portrays products as

symbols of status, success, and happiness, contributes to the materialism and superficiality in a

society. It creates wants and aspirations that are artificial and self-centered. This results in an

overemphasis on the production of private goods to the detriment of public goods (such as

highways, parks, schools, and infrastructure).

 Pro: Advertising Only Reflects Societys Priorities. Defenders of advertising argue that it

did not create the American emphasis on materialism: Major holidays like Christmas (gifts),

Thanksgiving (food), and Easter (candy and clothing) have become festivals of consumption.

Authors point out that goods and possessions have been used in cultures for centuries to mark

special events, play significant roles in rituals, and serve as vessels of special meaning long

before there was modern advertising.

5. Advertising: Demeaning and Deceitful, or Liberating and Artful?

 Con: Advertising Perpetuates Stereotypes. The process of targeting audiences yields a

negative effect by perpetuating stereotypes. The portrayal of women, the elderly, and ethnic

minorities in stereotypical roles is of particular concern.

 Pro: Advertisers Are Showing Much More Sensitivity. Advertisers are realizing that a

diverse world requires diversity in message images, perhaps signaling the end of stereotyping in

advertising.
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 Con: Advertising Is Often Offensive. A pervasive and long-standing criticism of

advertising is that it is often offensive and the appeals are in poor taste. Taste is just that, a

personal and inherently subjective evaluation. What is offensive to one person is satiric to

another. The text lays out several examples of honest, worthy organizations that inadvertently

offended consumers with their ads. Perhaps consumersoverloaded with commercial stimuliare

losing their tolerance.

 Pro: Advertising Is a Source of Fulfillment and Liberation

o There are those who argue that the consumption that advertising glorifies is

actually quite good for members of society. We appreciate modern conveniences that liberate us

from the more foul facets of the natural, such as body odor, close contact with dirty diapers, and

washing clothes by hand.

o Before the modern consumer age, the consumption of many goods was restricted

by social class. Modern advertising has helped bring us a democracy of goods. There is a

liberating quality to advertising that should be appreciated.

 Con: Advertisers Deceive via Subliminal Stimulation. Because there is much confusion

surrounding the issue of subliminal advertising, perhaps this is the most appropriate point to

provide some clarification: There is no such thing. Research by psychologists and marketers

alike verifies that the human brain is capable of processing information below the conscious

threshold of awareness. Although there is some evidence for some types of subconscious ad

processing, it is short-lived and found only in laboratories. To date there is no practical

application of subliminal advertising.

 Pro: Advertising Is Democratic Art. There are those who argue that one of the best

aspects of advertising is its artistic nature. The pop art movement of the late 1950s and 1960s,

particularly in London and New York, was fascinated with commercial culture. The text

describes how Andy Warhol demonstrated that art was for the people and that the most

accessible art was advertising.

6. Advertising Has a Powerful Effect on the Mass Media

 Pro: Advertising Fosters a Diverse and Affordable Mass Media

o Advertising fans argue that advertising is the best thing that ever happened to an

informed democracy. Magazines, newspapers, and television and radio stations are supported by
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advertising expenditures. In 2003, advertising expenditures on mass media in the United States

reached nearly $260 billion.

o Others argue that advertising provides invaluable exposure to issues. When

noncommercial users of advertising rely on the advertising process, members of society receive

information on important social and political issues.

 Con: Advertising Affects Programming

o Critics argue that advertisers who place ads in media have an unhealthy effect on

shaping the content of information contained in the media.

o A new, related issue is the extent to which brands are being placed and featured in

programming from American Idol to Friends. Since when would the plot of a program benefit

from commercialization?

o Another charge leveled at advertisers is that they purchase airtime only on

programs that draw large audiences. Critics argue that these mass-market programs lower the

quality of television (e.g., South Park) because cultural and educational programs, which draw

smaller and more selective markets, are dropped in favor of mass-market programs.

7. Ethical Aspects of Advertising

Ethics are moral standards and principles against which behavior is judged. Honesty,

integrity, fairness, and sensitivity are all included in a broad definition of ethical behavior.

Much of what is judged as ethical or unethical comes down to personal judgment. There are

three areas of advertising on which ethics are centered:

8. Truth in Advertising

Deception is making false or misleading statements in an advertisement. The difficulty regarding

this issue is in determining just what is deceptive. A manufacturer who claims a laundry product

can remove grass stains is subject to legal sanctions if the product cannot perform the task.

Another manufacturer who claims to have The Best Laundry Detergent in the World, however, is

within its rights to employ superlatives. The use of absolute superlatives like Number One or

Best is called puffery and is considered completely legal.
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Likewise, it is impossible to legislate against emotional appeals such as those made about the

beauty- or prestige-enhancing qualities of a product because these claims are unquantifiable.

Because these appeals are legal, the ethics of such appeals fall into a gray area.

9. Advertising to Children

The desire to restrict advertising to children is based on three concerns. Many critics argue that

programs featuring commercial products, especially products aimed at children, are simply long

advertisements.

 It is believed that advertising promotes superficiality and values founded in material

goods and consumption.

 Children are considered inexperienced consumers and easy prey for the sophisticated

persuasions of advertisers.

 Advertising influences childrens demands for everything from toys to snack foods. These

demands create an environment of child-parent conflict.

 Many critics argue that programs and films featuring commercial products (e.g.,

Teletubbies, Pirates of the Caribbean), especially products aimed at children, are simply long

advertisements.

10. Advertising Controversial Products

There are ethical questions about the wisdom of allowing the advertising of controversial goods

and services, such as alcoholic beverages, tobacco, gambling and lotteries, and firearms.

 Critics have also called into question the targeting of ethnic and minority groups with

products and advertising, such as malt liquor ads. Similarly, the tobacco and alcohol industries

have been the target of boycotts over their sponsorship of professional sporting events patronized

heavily by underage consumers. Research shows that children are more influenced by parents

and playmates than by the mass media. See the extensive literature citations in this chapter for

those students who are bound to their intuition on this topic.

 Be sure to have a clear and complete discussion of the issue of primary demand here. All

of the controversial product categories are mature products and advertising does not affect

aggregate demand in mature product categories. Advertising is used to gain and maintain market

share.
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 Gambling and state-run lotteries are another controversial product with respect to

advertising. What is the states obligation to protect vulnerable citizens by restricting the

placement or content of lottery advertising?

 Advertising is not powerful enough to create primary demand in mature product

categories like alcohol or tobacco.

11. The Regulatory Aspects of Advertising

Three primary groupsconsumers, industry organizations, and government bodiesregulate

advertising in the truest sense. They shape and restrict the advertising process.

12. Regulatory Agents

 Government Regulation: In the United States, several different government agencies have

been given the power and responsibility to regulate the advertising process. The FTC is the most

powerful of the regulatory bodies and warrants special attention.

 Industry Self-Regulation: Several industry and trade associations and public service

organizations have voluntarily established guidelines for advertising within their industries. The

reasoning is that self-regulation is good for the advertising community as a whole and promotes

the credibility, and therefore the effectiveness, of advertising itself.

 Internet Self-Regulation: As of publication, no industry-wide trade association has

emerged to set guidelines or code of conduct. Global Business Dialog on Electronic Commerce

(GBDe) is trying to establish itself as a governing body.

13. Regulatory Issues in Sales Promotion

 Premium Offers. Premiums are items offered for free or at a greatly reduced price.

Marketers must state the fair retail value of the item offered as a premium.

 Trade Allowances. Customers need to be offered similar prices on similar merchandise.

This means marketers cannot use special allowances to highly attractive customers.

 Contests and Sweepstakes. The issues discussed in the e-marketing section apply as well

to the following mandates from the FTC that marketers must: 1) misrepresentation of value; 2)

failure to provide complete disclosure about the conditions necessary to win; 3) failure to
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disclose the conditions necessary to obtain a prize; 4) failure to ensure the contest or sweepstakes

is not classified as a lottery.

 Regulatory Issues in Public Relations. Regulations in this area relate to dealing with the

press and public figures. Specifically, legal issues include respecting privacy, copyright

infringement, or defamation through slander and libel.

 Privacy. Public relations firms cannot use pictures or images owned by someone else

appropriation.

 Copyright Infringement. Public relations efforts must not use written, recorded, or

photographic material without permission.

 Defamation. When a communication occurs that damages the reputation of an individual

because the information is not true, that is referred to as defamation of character. Slander is oral

defamation over a TV or radio broadcast. Libel is defamation that occurs in print such as in

magazines, newspapers, on the Internet, or direct mail.

In Section 2 of this course you will cover these topics:
Advertising, Integrated Brand Promotion, And Consumer Behavior

Market Segmentation, Positioning, And The Value Proposition

Advertising And Promotion Research

Planning Advertising And Integrated Brand Promotion

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.
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: Advertising, Integrated Brand Promotion, And Consumer Behavior

Topic Objective:

1. Decision-Making Processes: Some purchases are more important to people than others are,

and this fact adds complexity to any analysis of consumer behavior. To accommodate this

complexity, advertisers often think about the level of involvement that attends any given

purchase. Involvement and prior experience with a product or service category can lead to

four diverse modes of consumer decision making. These modes are extended problem

solving, limited problem solving, habit or variety seeking, and brand loyalty.

2. Consumer Behavior: Advertisements are developed to influence the way people think about

products and brands. More specifically, advertising is designed to affect consumers beliefs

and brand attitudes. Advertisers use multi-attribute attitude models to help them ascertain the

beliefs and attitudes of target consumers. However, consumers have perceptual defenses that

allow them to ignore or distort most of the commercial messages to which they are exposed.

When consumers are not motivated to process an advertisers message thoughtfully, it may be

in that advertisers best interest to feature one or more peripheral cues as part of the message.

3. Culture and Advertising: Advertisements are cultural products, and culture provides the

context in which an ad will be interpreted. Advertisers who overlook the influence of culture

are bound to struggle in their attempt to communicate with the target audience. Two key

concepts in managing the impact of culture are values and rituals. Values are enduring beliefs

that provide a foundation for more transitory psychological states, such as brand attitudes.

Rituals are patterns of behavior shared by individuals from a common culture. Violating

cultural values and rituals is a sure way to squander advertising dollars.

4. Consumer Behavior and Advertising Response: Consumer behavior is an activity that

each of us undertakes before a broad audience of other consumers. Advertising helps the

transfer of meaning. Reference groups of various types have a dramatic influence on the

consumption behavior of their individual members. Gender, ethnicity, and race are important
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influences on consumption. Who consumers aretheir identityare changeable; consumers can

change aspects of who they are rapidly and frequently through what they buy and use.

Celebrities are particularly important in this regard.

5. Advertising Socio-cultural Meaning: Advertising transfers a desired meaning to the brand

by placing them within a carefully constructed social world represented in an ad, or slice of

life. The advertiser paints a picture of the ideal social world, with all the meanings they want

to impart to their brand. Then, the brand is carefully placed in that picture, and the two (the

constructed social world and the brand) rub off on each other, becoming a part of each other.

Meaning is thus transferred from the carefully constructed social world within the ad to the

brand.

Key Points:

1. Consumer behavior

Consumer behavior is defined as the entire broad spectrum of things that affect, derive from, or

form the context of human consumption. Like all human behavior, the behavior of consumers is

complicated. However, advertisers must make it their job to understand consumers if they are to

have sustained success in creating effective advertising.

2. Consumer as Decision Make

One way to view consumer behavior is as a logical, sequential process culminating with the

individual gaining benefits from a product or service. In this basic view, individuals act as

purposeful decision makers who take matters one step at a time.

2.1.Consumer Decision-Making Process

 Need Recognition. The consumption process begins when people perceive a need. A need

state arises when the desired state of affairs differs from ones actual state of affairs. Many factors

can influence the need states of consumers.

o Basic human needs as suggested by Maslows well-known hierarchyphysiological,

safety, love and belonging, esteem, self-actualizationmay be manifest in the need recognition

stage of consumption.
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o Another element of need recognition is that products and services should provide

benefits that fulfill consumers needs; hence, one of the advertisers primary jobs is to make the

connection between the two for the consumer.

 Some are functional benefits, that is, they derive from the more objective performance

characteristics of a product or serviceconvenience, reliability, nutrition, durability, and economy

are examples.

 Consumers may also choose products that provide emotional benefits that are more

subjective and may be perceived differently from one consumer to the next. Products and

services help consumers feel pride, avoid guilt and shame, relieve fear, and experience intense

pleasure. These are powerful consumption motives that advertisers often try to activate.

2.2.Information Search and Alternative Evaluation

 Information for the decision is acquired through an internal or external search.

o The consumers first option for information is to draw on personal experience,

prior knowledge, and prior exposure to advertising and is known as internal search.

o It is possible that internal search will not turn up enough information to yield a

decision. An external search involves visiting retail stores to examine the alternatives, seeking

input from friends and relatives about their experiences with the products in question, or

perusing professional product evaluations furnished in publications like Consumer Reports.

When consumers are in an active information-gathering mode, they also may be receptive to

detailed, informative advertisements delivered through print media.

 Alternative evaluation will be structured by the consumers consideration set and

evaluative criteria.

o The consideration set is the subset of brands from a particular product category

that becomes the focal point of the consumers evaluation.

o Consumers will then form evaluations based on the characteristics or attributes

that brands in their consideration set have in common. These are referred to as evaluative

criteria. Evaluative criteria will differ from one product category to the next and can include

many factors, such as price, texture, warranty terms, color, scent, or fat content.

 Purchase: At this point, the consumer makes a commitment to a brand and a source of

supply. The decision includes whether to buy from traditional retail or new retail options like
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television shopping or Internet buying. Included here is the decision to buy on credit or with

cash.

 Post-purchase Use and Evaluation. The goal for marketers and advertisers must not be

simply to generate a sale; the goal must be to create satisfied and perhaps even loyal customers.

o Advertising can play an important role in inducing customer satisfaction by

creating appropriate expectations for a brands performance, or by helping the consumer who has

already bought the advertised brand to feel good about doing so.

o Cognitive dissonance is the anxiety or regret that lingers after a difficult decision.

Cognitive dissonance is most common when there are several close alternatives, the item is

higher priced, and the product or service warrants a long-term commitment. Examples are

stereos, automobiles, life insurance, and computers. When dissonance is expected, it makes good

sense for the advertiser to reassure buyers with detailed information about its brands

3. Modes of Consumer Decision Making

Consumers arent always deliberate and systematic as a decision-making sequence like the one

above would suggest. The search time that people put into their purchases can vary dramatically

for different types of products. The text elaborates on four decision-making modes that help

advertisers appreciate the complexity of consumer behavior.

These four modes of consumer decision making are determined by a consumers involvement and

prior experiences with the product or service in question.

3.1.Sources of Involvement

Involvement is the degree of perceived relevance and personal importance accompanying the

choice of a certain product or service. Many factors contribute to an individuals level of

involvement with any given decision.

 Interests and avocations, like cooking, photography, pet ownership, or exercise and

fitness, can enhance involvement.

 When risk is associated with a purchasehigh price of the item or because the consumer

will have to live with the decision for a long time elevated involvement is likely.

 Consumers can also derive important symbolic meaning from products and brands.
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 Some purchases can also tap into deep emotional concerns or motiveslike friendship or

patriotism.

3.1.1.Extended Problem Solving

When consumers are inexperienced and the setting is highly involving, they engage in

extended problem solving. Consumers go through a deliberate decision-making process

that begins with explicit need recognition, proceeds with careful internal and external

search, continues through alternative evaluation and purchase, and ends with a lengthy

post-purchase evaluation.

3.1.2.Limited Problem Solving

Experience and involvement are both low in limited problem solving. This is a common

mode of decision making. A consumer will be less systematic. It is not a problem that is

interesting or engaging, so information search is limited simply to trying the first brand

encountered.

o Habit or Variety Seeking: Habit refers to buying a single brand repeatedly. This

occurs where a decision is not involving and a consumer repurchases from the

category over and over again. Convenience goods of all sorts represent this

decision-making context. Variety seeking refers to the tendency of consumers to

switch among various brands in a category in a seemingly random pattern. This is

not to say that a consumer will buy just any brand; he or she probably has two to

five brands that provide similar levels of satisfaction. However, from one

purchase occasion to the next, the individual will switch brands within this set, for

the sake of variety.

o Brand Loyalty: This mode is typified by high involvement and rich prior

experience. Consumers demonstrate brand loyalty when they repeatedly purchase

a single brand. It is important to distinguish brand loyalty from simple habit.

Brand loyalty is based on highly favorable attitudes toward a brand and a

conscious commitment to find this brand each time. Conversely, habits are merely

consumption simplifiers that are not based on deeply held convictions.
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4. Key Psychological Processes

To complete our consideration of the consumer as a thoughtful decision maker, one key issue

remains. We need to examine the explicit psychological consequences of advertising. What is it

that advertising leaves in the minds of consumers that ultimately may influence their behavior?

Two ideas borrowed from social psychology are usually the center of attention when discussing

the psychological aspects of advertising.

 Attitude is defined as an overall evaluation of any object, person, or issue that varies

along a continuum, like favorable to unfavorable or positive to negative. Attitudes are learned,

and if they are based on substantial experience with the object or issue in question, can be held

with great conviction. Brand attitudes are summary evaluations that reflect preferences for

various products and brands. The Creativity Box details how marketers today, such as Coca-

Cola, are using digital storytelling to build brand stories that authentically include peoples

emotional feelings toward a brand.

 A second idea from social psychology, beliefs, represents the knowledge and feelings a

person has accumulated about an object or issue. They can be logical and factual in nature, or

biased and self-serving.

 Salient beliefs are a small number of key beliefsmaybe five to ninethat underline brand

attitudes.

5. Multi-Attribute Attitude Models (MAAMs)

Multi-attribute attitude models (MAAMs) provide a framework and set of procedures for

collecting information from consumers to assess their salient beliefs and attitudes about

competitive brands. MAAMs analysis has four fundamental components:

 Evaluative criteria are the attributes or performance characteristics that consumers use in

comparing competitive brands.

 Importance weights reflect the priority that a particular evaluative criterion receives in the

consumers decision-making process. Importance weights can vary dramatically from one

consumer to the next.
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 Consideration set is that group of brands that represents the real focal point for the

consumers decision. For example, the potential buyer of a luxury sedan might only be focusing

on Acuras, BMWs, and Saabs.

 Beliefs represent the knowledge and feelings that a consumer has about various brands.

In a MAAMs analysis, beliefs about each brands performance on all relevant evaluative criteria

are assessed.

6. Information Processing and Perceptual Defense

There are two major obstacles advertisers must overcome if a message is to have its intended

effect.

 Cognitive consistency impetus: A person develops and holds beliefs and attitudes to help

make efficient decisions that yield pleasing outcomes. When a consumer is satisfied with these

outcomes, there is really no reason to alter the belief system. Cognitive consistency will result in

the rejection of new information that challenges existing beliefs. This desire for cognitive

consistency can be a major roadblock for an advertiser.

 Advertising clutter: Clutter derives from the contextmany ads of all sorts competing for

attention. Even if a person wanted to, it would be impossible to process and integrate every

advertising message.

 Consumers employ perceptual defenses to simplify and control their own ad processing.

Selective attention means that most ads are ignored by consumers because the brand and the

message are not seen as relevant to current needs.

 When a consumer is involved, attentive, and encounters a claim that challenges current

beliefs, cognitive consistency impetus kicks in, and cognitive responses can be expected.

Cognitive responses are the thoughts that occur to individuals at that exact moment in time when

their beliefs and attitudes are being challenged by some form of persuasive communication.

When these thoughts are negative in any way, the advertisers goals are not served.

7. The Elaboration Likelihood Model (ELM)

The basic premise of ELM is that to understand how persuasive communications may affect a

persons attitudes, we must consider his or her motivation and ability to elaborate on the message
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during processing. ELM uses the involvement dichotomy to describe two unique routes to

attitude change: the central and peripheral route.

 When involvement is high, the central route is taken; when it is low the peripheral route

taken. In the central route, cognitive responses lead to attitudes; in the peripheral route,

peripheral cues lead to attitudes.

 Shaping Attitudes via a Peripheral Route. For low-involvement products, like batteries or

tortilla chips, cognitive responses to advertising claims are not expected. In such situations,

attitude formation will often follow a more peripheral route, and peripheral cues become the

focal point for judging the ads impact.

 Peripheral cues are features of the ad other than the actual arguments about the brands

performance. They include an attractive spokesperson, novel imagery, humorous incidents, or a

catchy jingle.

8. Ads Transmit Sociocultural Meaning

 Ads cannot exist outside their sociocultural context.

o Ads turn products into brands. Meaning to consumers is transmitted from ads only

because there is an intelligible social context for the ad.

o Ads have become part of consumers everyday language and conversation. Ads in

many ways are the sociocultural context of our time.

: Market Segmentation, Positioning, And The Value Proposition

Topic Objective:

Definition/Overview:

1. STP marketing: The term STP marketing refers to the process of segmenting, targeting, and

positioning. Marketers pursue this set of activities in formulating marketing strategies for

their brands. STP marketing also provides a strong foundation for the development of

advertising campaigns. Although no single approach can guarantee success in marketing and

advertising, STP marketing should always be considered when consumers in a category have

heterogeneous wants and needs.
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2. Target Segments: In market segmentation, the goal is to break down a heterogeneous

market into more manageable subgroups or segments. Many different bases can be used for

this purpose. Markets can be segmented on the basis of usage patterns and commitment

levels, demographics, geography, psychographics, lifestyles, benefits sought, SIC codes, or

stages in the purchase process. Different bases are typically applied for segmenting consumer

versus business-to-business markets.

3. Choosing Target Segment: In pursuing STP marketing, an organization must get beyond

the stage of segment identification and settle on one or more segments as a target for its

marketing and advertising efforts. Several criteria are useful in establishing the organizations

target segment. First, the organization must decide whether it has the proper skills to serve

the segment in question. The size of the segment and its growth potential must also be taken

into consideration. Another key criterion involves the intensity of the competition the firm is

likely to face in the segment. Often, small segments known as market niches can be quite

attractive because they will not be hotly contested by numerous competitors.

4. Effective Positioning Strategy: The P in STP marketing refers to the positioning strategy

that must be developed as a guide for all marketing and advertising activities that will be

undertaken in pursuit of the target segment. As exemplified by Pontiacs We Build

Excitement and Fuel for the Soul campaigns, effective positioning strategies should be linked

to the substantive benefits offered by the brand. They are also consistent internally and over

time, and they feature simple and distinctive themes. Benefit positioning, user positioning,

and competitive positioning are options that should be considered when formulating a

positioning strategy.

5. Brands Value Proposition: Many complex considerations underlie marketing and

advertising strategies, so some device is called for to summarize the essence of ones strategy.

We advance the idea of the value proposition as a useful device for this purpose. A value

proposition is a statement of the various benefits (functional, emotional, and self-expressive)

offered by a brand that creates value for the customer. These benefits as a set justify the price
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of the product or service. Clarity in expression of the value proposition is critical for

development of advertising that sells.

Key Points:

1. STP Marketing and the Evolution of Marketing Strategies

This is an important introduction to STP. Although students in an advertising or promotion class

should have had extensive exposure to these concepts, we all know it doesnt always stick. So the

first step is to get the definitions out. A target segment is the subgroup (of the larger market)

chosen as the focal point for the marketing program and advertising campaign. A key distinction

to highlight for students is that markets are segmented, but products are positioned.

2. Identifying Target Segments

The first step in STP marketing involves market segmentation, breaking down large, diverse

markets into more manageable submarkets or segments. Advertisers need to identify a segment

with common characteristics that will lead the segment to respond distinctively to a marketing

program. This section reviews several ways that consumer markets are commonly segmented.

3. Demographic Segmentation

 Demographic segmentation is used in selecting target segments based on descriptors like

age, gender, race, marital status, income, education, and occupation. Demographic information

has special value in market segmentation because if an advertiser knows the demographic

characteristics of the target segment, choosing media to reach that segment efficiently is much

easier. Demographic information has two specific applications.

 Demographics are commonly used to describe or profile segments that have been

identified with some other variable. If an organization had first segmented its market by product

usage rates, the next step would be to describe or profile its heavy users demographic

characteristics like age or income.
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 Demographic categories are frequently used as the starting point in market segmentation.

This was the case in the Slurpee example, where teenage males turned out to be the segment of

interest.

4. Geographic Segmentation

Geographic segmentation may be conducted within a country by region (for example, Pacific

Northwest versus New England), by state or province, by city, or even by neighborhood. Climate

and topographical features yield dramatic differences in consumption by region for products like

snow tires and surfboards, but geography can also correlate with other differences that are not so

obvious. Eating and food preparation habits, entertainment preferences, recreational activities,

and other aspects of lifestyle have been shown to vary along geographic lines.

Marketers have merged information on where people live with the U.S. Census Bureaus

demographic data to produce a form of market segmentation known as geodemographic

segmentation that identifies neighborhoods (that is, zip codes) around the country with common

demographic characteristics. One such system, known as PRIZM (potential rating index by zip

marketing), identifies 62 market segments that encompass all the zip codes in the United States.

5. Psychographics and Lifestyle

Psychographics is a term that refers to a form of research that emphasizes the understanding of

consumers activities, interests, and opinions (AIOs). Psychographics were created as a tool to

supplement the use of demographic data. Focus on consumers activities, interests, and opinions

produces insights into differences in the lifestyles of various segments and can result in lifestyle

segmentation. Knowing details about the lifestyle of a target segment can be valuable for

creating advertising messages that ring true to the consumer.

6. Benefit Segmentation

In benefit segmentation, target segments are delineated by the benefit packages that different

consumers want from the same product category. With automobiles, some consumers want

economical and reliable transportation; others want speed and excitement; and still others want

luxury, comfort, and prestige. The importance weights collected from individual consumers in
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MAAMs research (from Chapter 5) provide the raw material needed for identifying benefit

segments. Exhibits 6.13 (Bed Head) and 6.14 (catwalk) demonstrate vividly for students that two

brands in the same product category can promise very different benefits (note, however, the

nearly identical visual presentation).

7. Segmenting Business-to-Business Markets

The discussion of segmentation has focused on ways to segment consumer marketsthe markets

for products and services purchased by individuals or households to satisfy their specific needs.

However, huge time, energy, and money are put into business markets, the institutional buyers

who purchase items to be used in manufacturing other products and services or to resell to other

businesses or households. Remember, Microsoft, Apple Computer, Boeing, and Xerox are all

businesses that buy billions of goods and servicesmost worthy of a segmentation analysis.

Business markets can be segmented using several of the options already discussed.

 Business customers differ in their usage rates and geographic locations, so these variables

may be productive bases for segmenting business markets.

 One of the most common approaches uses the Standard Industrial Classification (SIC)

codes prepared by the U.S. Census Bureau. SIC information is helpful for identifying categories

of businesses and then pinpointing the precise locations of these organizations.

 In business markets, advertisers fall back on simpler strategies that are easier to work

with from the perspective of the sales force. Segmentation by a potential customers stage in the

purchase process is one such strategy. First-time prospects, novices, and sophisticates want very

different packages of benefits from their vendors, and they should be targeted separately in

advertising and sales programs.

8. Formulating the Positioning Strategy

 Essentials for Effective Positioning Strategies

Effective positioning strategies are based on meaningful commitments of organizational

resources to produce substantive value for the target segment. They also are consistent

internally and over time, and they feature simple and distinctive themes.
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o Substance: For a positioning strategy to be effective and remain effective over

time, the organization must be committed to creating substantive value for the customer.

o Consistency: A positioning strategy also must be consistent internally and

consistent over time. Regarding internal consistency, everything must work in combination to

reinforce a distinct perception in the consumers eyes of what a brand stands for.

o Simplicity and Distinctiveness: No matter how much substance has been built into

a product, it will fail in the marketplace if the consumer doesnt perceive what the product can do.

The basic premise of a positioning strategy must be simple and distinctive to be communicated

effectively to the target segment.

 Fundamental Positioning Themes

Three fundamental options should always be considered in selecting a positioning theme.

These options are benefit positioning, user positioning, and competitive positioning.

o Benefit Positioning: Consumers purchase products to derive functional or

emotional benefits, so an emphasis on the primary benefit they can expect to receive is

fundamental. Although it might seem that more compelling positioning themes would result

from promising consumers a wide array of benefits, keep in mind that multiple-benefit strategies

are hard to implement.

o User Positioning: This option takes a specific profile of the target user as the focal

point of the positioning strategy. User-oriented positioning themes are common when

demographic and psychographic variables have been combined to reveal a target segments

distinctive lifestyle.

o Competitive Positioning: This option is sometimes useful in well-established

product categories with a crowded competitive field. Here, the goal is to use an explicit reference

to an existing competitor to help define precisely what the brand can do. Many times this

approach is used by smaller brands to carve out a position relative to the market share leader in

their category.

9. Repositioning

One of the best ways to revive an ailing brand or to fix the lackluster performance of a new

market entry is to redeploy the STP process to revise positioning strategy (revisit the Pontiac

example earlier). This effort is commonly referred to as repositioning.
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 This problem is common for brands that become popular with one generation but fade

from the scene as that generation ages and emergent consumers come to view the brand as pass.

When brands are not revitalized regularly and strong competitors emerge to fill the void, the

repositioning challenge can be formidable.

 It is also common for trendy themes to age and be seen as irrelevant by target segments.

 Advertising is essential in repositioning. New features, new styling, new image, and new

theme are fundamental to repositioning and need to be communicated through advertising to

target audiences.

: Advertising And Promotion Research

Topic Objective:

1. IBP planning effort: Because information is such a critical resource in the decision-making

process, several sources of data are widely used. Internal company sources such as strategic

marketing plans, research reports, customer service records, and sales data provide a wealth

of information on consumer tastes and preferences. Government sources generate a wide

range of census and labor statistics, providing key data on trends in population, consumer

spending, employment, and immigration. Commercial data sources provide advertisers with a

wealth of information on household consumers. Professional publications share insider

information on industry trends and new research. Finally, the Internet is a revolutionary

research tool that delivers rich data at virtually no cost. In particular, advertisers can obtain

sophisticated research data at thousands of consumer- and brand-based online community

sites.

2. Copy Research: Copy research (evaluative research) aims to judge the effectiveness of

actual ads. Advertisers and clients try to determine if audiences get the joke of an ad or retain

key knowledge concerning the brand. Tracking changes in audience attitudes, feelings and

emotions, behavior, and physiological response is important in gauging the overall success of

an ad, and various methods are employed before and after the launch of a campaign to assess
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the impact on audiences. Communication tests, recall testing, pilot testing, and the thought-

listing technique are a few of the methods that try to measure the persuasiveness of a

message. Some agencies, attempting to bypass the high cost and inconclusive results of

research, substitute account planning for traditional advertising and promotion research.

Advocates of this trend believe an account planning system merges the best in research and

brand management.

Key Points:

1. Advertising and Promotion

Research comes into the advertising process at several points:

 It is used to assist a marketer in determining which segment of the market to target.

 Research also plays a role in helping the creatives understand the audience members to

whom their ads will speak, and which buttons to push.

 Research is also used to make go/no-go decisions and to determine when to pull an ad

that is worn out.

 Finally, evaluating the performance of an ad agency is assisted by advertising research.

 Issues of reliability, validity, trustworthiness, and meaningfulness should be seriously

considered when research is used to make important decisions.

 Reliability means that the method generates generally consistent findings over time.

 Validity means that the information generated is relevant to the research questions being

investigated. In other words, the research measured what it sought to measure.

 Trustworthiness is a term usually applied to qualitative data, and it means exactly what it

implies: Can one, knowing how the data were collected, trust them, and to what extent?

 Meaningfulness indicates what a piece of research really means. It is important for

advertising professionals to take a moment and consider the limitations inherent in their data and

in their interpretations.
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2. Developmental Advertising and Promotion Research

Developmental advertising research is used to generate advertising opportunities and messages.

It helps the creatives and account team figure out things like the target audiences street language

and profile. It provides critical information used by creatives in actually producing ads. The

purposes served by developmental research are:

2.1.Purposes of Developmental Advertising Research

 Idea Generation: An ad agency is often called on to invent new yet meaningful ways of

presenting a brand to a target audience. This is common with repositioning strategies

 Concept Testing seeks feedback designed to screen the quality of new ideas or concepts.

For example, are consumers willing to cover their teeth with white flexible strips to whiten their

teeth?

 Audience Definition: Once a target segment has been identified, advertising planning can

proceed with developing a message that will be meaningful to the consumers in the target

audience.

 Audience Profiling: Creatives need to know as much as they can about the people to

whom their ads will speak. This audience profiling is done in many ways. One of the most

popular is through lifestyle research. These profiles present the creative staff with a fine-grained

picture of the target audience, and its needs, wants, and motivations.

3. Developmental Advertising Research Method

 Focus group. A focus group is a brainstorming session with target customers to come up

with new insights about the brand. A focus group of eight to twelve participants is typical

 Projective techniques. Projective techniques are designed to allow consumers to project

thoughts and feelings (conscious or unconscious) in an indirect and unobtrusive way onto a

theoretically neutral stimulus. (Seeing faces in clouds is an example of projection.) The most

common projective techniques are:

o Association tests ask consumers to express their feelings or thoughts after hearing

a brand name or seeing a logo.
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o Dialogue balloons offer consumers the chance to fill in the dialogue of cartoon-

like stories, much like those in the comics in the Sunday paper. The story usually has to do with

a product use situation.

o Story construction asks consumers to tell a story about people depicted in a scene

or picture.

o Sentence and picture completion presents consumers with part of a picture or a

sentence with words deleted and asks them to complete the item. The picture or sentence relates

to one or several brands of products in the category of interest.

o A new method gaining popularity is the Zaltman Metaphor Elicitation Technique,

or ZMET. This technique tries to draw out peoples buried thoughts and feelings about brands by

getting people to think in metaphors. Researchers ask consumers to say how they would visually

represent their experiences or feelings about a brand.

 Field Work is conducted outside the agency in the real world

o More and more, researchers are attempting to capture the experiences of

consumers and understand their embedded consumptionconsumption tightly connected to the

consumers social context.

o Field work (as well as all the other research methods) helps produce the creative

briefthe document that outlines and channels the essential creative idea and objective.

o Coolhunts are field expeditions where researchers go to sites where they believe

cool resides.

 Internal Company Sources: There is often valuable data within the company: customer

service records, warranty registration, old research, customer complaints, and sales figures. All

provide a wealth of information about the proficiency of the companys advertising programs and

consumer tastes and preferences.

 Government Sources: Various government organizations generate data on factors of

interest to advertising planners: Information on population and housing trends, transportation,

consumer spending, and recreational activities in the United States are examples. The text gives a

number of good Web sites where this information is available.

 Commercial Sources: Information from these sources is reasonably comprehensive and is

normally gathered using sound methods. The cost of information from these sources is greater
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than information from government sources. Despite the greater expense, information from

commercial sources still costs less than primary data generation.

 Professional Publications: Professional publications are periodicals in which marketing

and advertising professionals report significant information related to industry trends or new

research findings. Exhibit 7.11 lists publications that frequently contain secondary data for

advertising planning.

 The Internet: The Internet has democratized research. Students can now access data

sources through the Internet that were previously only open to well-financed agencies.

4. Copy Research

Copy research is also called evaluative research and is used to judge or evaluate ads, finished or

unfinished.

 Just what do advertising people want out of their message tests? The answer, of course,

depends on whom you ask.

 The account team wants some assurance that the commercial or ad does what it is

supposed to do.

 The client typically wants to see some numbers, generally meaning normative test

scores. In other words, the client wants to see how well a particular ad scored against the average

commercial of its type.

 The creatives dont like message testing at all because it generates a type of report card,

and those who like to think of themselves as artists resent getting report cards from people in

suits. (Who wouldnt?)

 Despite the politics involved, message-testing research is a good idea most of the time.

Properly conducted, such research can yield important data that management can use to

determine the suitability of an ad.

 Physiological Measures detect how consumers react to messages, based on physical

responses.

 Behavioral Intent. This is what consumers say they intend to do. This measure is often

taken right after people are exposed to an ad. We all know the obvious problemonce the glow

wears off people frequently dont do what they thought they would.
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 Actual behavior. Its easy to understand why marketers like this measure. The only

problem is, it is hard to trace actual behavior to ads unless you are tracking coupons.

5. Copy Research Methods

 Communications Tests: A communications test simply seeks to tell if a message is

communicating something close to what is desired. Communications tests are usually done in a

group setting, with data coming from a combination of pencil-and-paper questionnaires and

group discussion.

 Resonance Tests: A resonance test is one in which the goal is to determine to what extent

the message resonates or rings true with target audience members. This method fits well with

consumer-experience research. The question becomes, does this ad match consumers own

experiences?

 Thought Listings: Message research that tries to identify specific thoughts generated by

an ad is referred to as thought listing, or cognitive response analysis. Here the researcher is

interested in the thoughts that a finished or near-finished ad generates in the mind of the

consumer.

 Recall Testing: The most common method of advertising research is the recall test. The

basic idea is that if the ad is to work, it has to be remembered. Following on this premise is the

assumption that the ads best remembered are the ones most likely to work. The objective of these

tests is to see just how much of an ad, if anything, the viewer remembers the message. Recall is

used in the testing of print, television, and radio advertising

 Recognition Testing: Recognition tests ask magazine readers and television viewers

whether they remember having seen particular advertisements and whether they can name the

company sponsoring the ad. For print advertising, the actual advertisement is shown to

respondents.

 Starch Readership Services conducts this type of research. The categories of recognition

are noted if they remember seeing the ad; associated if they read or saw enough of the ad to

notice the brand name; and read most if they claim to have read at least 50 percent of the copy.

This testing is usually conducted just a few days after the current issue becomes available.
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 Attitude Studies: An attitude study measures consumer attitudes after exposure to an ad.

You can also do pre- and post-exposure attitude change studies. ARS Persuasion Method uses a

theater-type setting to conduct this type of research.

 Frame-by-frame tests are used for ads where an emotional component is key. The

procedure measures consumers interest levels throughout an ad.

 Physiological Measures detect how consumers react to messages, based on physical

responses. Eye-tracking systems have been developed to monitor eye movements across print

ads. Although a variety of measures has been used historically, few have ever provided useful

information.

 Pilot Testing: Pursuing message evaluation with experimentation in the marketplace is

known as pilot testing. This extended testing can be of the do-it-yourself variety, or it can be

accomplished with a commercial service provider.

6. Account Planning vs. Advertising Research

The hottest new term and concept in agencies these days is Account planning. It is an extension

of traditional ad research and planning in these three ways:

 From an organizational standpoint, an account planner works as an equal partner on

accounts with the account executive.

 Research is cast in a different and more prominent role. The research dimension is

introduced early in the planning process and remains prominent throughout development.

 Contemporary account planning research relies more heavily on naturalistic inquiry and

ethnographic research studies.

: Planning Advertising And Integrated Brand Promotion

Topic Objective:

1. Advertising Objectives: Setting appropriate objectives is a crucial step in developing any

advertising plan. These objectives are typically stated in terms of communications or sales

goals. Both types of goals have their proponents, and the appropriate types of objectives to

emphasize will vary with the situation. Communications objectives feature goals such as
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building brand awareness or reinforcing consumers beliefs about a brands key benefits. Sales

objectives are just that: They hold advertising directly responsible for increasing sales of a

brand.

2. Advertising Budgets: Perhaps the most challenging aspect of any advertising campaign is

arriving at a proper budget allocation. Companies and their advertising agencies work with

several different methods to arrive at an advertising budget. A percentage-of-sales approach

is a simple but naive way to deal with this issue. In the share-of-voice approach, the activities

of key competitors are factored into the budget-setting process. A variety of quantitative

models may also be used for budget determination. The objective-and-task approach is

difficult to implement, but with practice it is likely to yield the best value for a firms

advertising dollars.

3. Advertising Agency in Formulating Advertising Plan: An advertising plan will be a

powerful tool when firms partner with their advertising agencies in its development. The firm

can lead this process by doing its homework with respect to marketing strategy development

and objective setting. The agency can then play a key role in managing the preparation and

placement phases of campaign execution.

Key Points:

1. Advertising Plan and Its Marketing Context

An ad plan must be an integrated extension of a firms marketing plan. The marketing plan

articulates the companys entire marketing effort, from product to distribution. The advertising

plan, including all integrated brand communication elements and strategies, is a subset of the

larger marketing plan, and is defined as the thinking and tasks needed to conceive and implement

an effective advertising and IBP effort.

1.1.Introduction

The introduction of an advertising plan consists of an executive summary and an overview.
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 An executive summary, typically two paragraphs to one page in length, states the most

important aspects of the plan.

 As with many documents, an overview is also customary. An overview ranges in length

from a paragraph to a few pages. It sets out what is to be covered, and it structures the context.

1.2.Situation Analysis

An ad plan situation analysis is where the advertiser lays out the most important factors that

define the marketing situation facing the firm and explains the importance of each factor.

 Historical Context. No situation is entirely new, but all situations are unique. Just how a

firm arrived at the current situation is very important. Before trying to design a campaign, an

agency should certainly know a lot about the history of all the principal players, the industry, the

brand, the corporate culture, critical moments in the companys past, its big mistakes, and big

successes.

 Industry Analysis. An industry analysis focuses on developments and trends within an

industry and on any other factors that may make a difference in how an advertiser proceeds with

an advertising plan. An industry analysis should enumerate and discuss the most important

aspects of a given industry or the supply side of the supply-demand equation.

 Market Analysis. A market analysis is the flip side of industry analysis; it is the demand

side of the equation. In a market analysis, an advertiser examines the factors that drive current

demand and growth for both the overall market and for the firms brand.

 Competitor Analysis. Once the industry and market are studied and analyzed, attention is

turned to competitor analysis. Here an advertiser determines exactly who the competitors are,

discussing their strengths, weaknesses, tendencies, and any threats they pose.

1.3.Objectives

Advertising objectives lay the framework for the subsequent tasks in an advertising plan and

take many different forms. Objectives identify the goals of the advertiser in concrete terms.

An advertisers objectives may be:

 To create or maintain brand awareness. This is a popular advertising objective. Brand

awareness is an indicator of consumer knowledge about the existence of the brand and how

easily that knowledge can be retrieved from memory. Top-of-the-mind awareness is represented
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by the brand listed first when consumers are quizzed. Ease of retrieval from memory is

predictive of market share.

 To change consumer beliefs or attitudes. Beliefs are the way consumers express the

knowledge that certain things are true. Attitudespredispositions to respond based on experience

and knowledgeabout products are typically measured by tracking studies and survey research.

Both beliefs and attitudes affect consumers potential for choosing a brand.

 To influence purchase intent. Purchase intent is another popular criterion in setting

objectives. Purchase intent is determined by asking consumers whether or not they intend to buy

a product or service in the near future. The appeal of influencing purchase intent is that intent is

closer to actual behavior, and thus closer to the desired sale, than are attitudes.

 To stimulate trial use. Trial use is an indicator of actual behavior and is commonly used

as an advertising objective. In the case of new products, stimulating trial use is critically

important.

 To convert one-time users into repeat purchasers. The repeat purchase, or conversion,

objective is aimed at the percentage of consumers who try a new product and purchase it a

second time. A second purchase is reason for great rejoicing. The odds of long-term product

success go way up when this percentage is high.

 To encourage brand switching. In some categories, brand switching is commonplace,

even the norm. When setting a brand-switching advertising objective, the advertiser must neither

expect too much, nor rejoice too much, over a temporary gain. Convincing consumers to switch

brands permanently can be a long and arduous task.

1.4.Communications versus Sales Objectives

Some analysts argue that communications objectives are the only legitimate objectives for

advertising because advertising is but one variable in the marketing mix and cannot be held

solely responsible for sales. Rather, advertising should be held responsible for creating

awareness of a brand, communicating information about product features or availability, or

developing a favorable attitude that can lead to consumer preference for a brand. There are

two major benefits to maintaining a strict communications perspective in setting advertising

objectives.
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 By viewing advertising as a communications effort, marketers can consider a broader

range of advertising strategies.

 Second, communications recognizes a greater appreciation for the complexity of the

overall communications process. Designing an integrated marketing communications program

with sales as the sole objective neglects aspects of message design, media choice, public

relations, or sales force deployment that can be effectively integrated across all phases of a firms

communications efforts.

 Although there is a natural tension between those who advocate sales objectives and

those who push communications objectives, nothing precludes a marketer from using both

categories of objectives when developing an advertising plan. Indeed, combining sales objectives

like market share and household penetration with communication objectives like awareness and

brand imagery can be an excellent means of motivating and evaluating an advertising campaign.

2. Characteristics of Workable Advertising Objectives

Objectives that enable a firm to make intelligent decisions about resource allocation must be

stated in an advertising plan in terms specific to the organization.

 Establish a quantitative benchmark: Objectives for advertising are measurable only in the

context of quantifiable variables. Advertising planners should begin with quantified measures of

the current status of market share, awareness, attitude, or other factors that advertising is

expected to impact.

 Specify measurement methods and criteria for success: It is important that the factors

being measured be directly related to the objectives being pursued. It is of little use to try to

increase the awareness of a brand with advertising and then judge the effects based on changes in

sales. The interactive media like the World Wide Web present a substantial challenge in

establishing success criteria.

 Specify a time frame: Objectives for advertising should include a statement of the period

of time allowed for the desired results to occur. In some cases, like with direct response

advertising, the time frame may be immediate or a 24-hour period. For communication-based

objectives, the measurement of results may not be undertaken until the end of an entire 13-week

campaign.

o Subheading
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3. Budgeting

Normally, the responsibility for the advertising budget lies with the firm itself. Budget

recommendations come up through the ranks, from a brand manager to a product manager and

ultimately to the executive in charge of marketing. Several options are available:

 Percentage of Sales. A percentage-of-sales approach to advertising budgeting calculates

the advertising budget based on a percentage of the prior years sales or the projected years sales.

This technique is easy to understand and put into operation. The percentage-of-sales approach is

fraught with problems though:

o When a firms sales are decreasing, the advertising budget will automatically

decline. Periods of decreasing sales may be precisely the time when a firm needs to increase

spending on advertising.

o This budgeting method can easily result in overspending on advertising. Once

funds have been earmarked, the tendency is to find ways to spend the budgeted amount.

o The percentage-of-sales approach does not relate advertising dollars to advertising

objectives. Basing spending on past or future sales implicitly presumes a direct cause-and-effect

relationship between advertising and sales.

 Share of Market/Share of Voice: With this method a firm monitors the amount spent by

various competitors and allocates an amount equal to the amount of money spent by competitors

or an amount proportional to (or slightly greater than) the firms market share relative to

competition. With this method, an advertiser will achieve a share of voice, or an advertising

presence in the market, equal to or greater than the competition.

4. Drawbacks

 It may be difficult to gain access to precise information on competitors spending.

 There is no reason to believe that competitors are spending their money wisely.

 A likely outcome of budgeting advertising in this fashion is that the advertiser will make

little headway against the competition and simply maintain the status quo.

 The flaw in logic in this method is the presumption that every advertising effort is of the

same quality and will have the same effect from a creative execution standpoint.
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5. Determine Costs Based on Build-Up Analysis.

In a build-up analysisbuilding up the expenditure levels for tasksthe following factors must be

considered in terms of costs:

 Reach: The geographic and demographic exposure the advertising is to achieve.

 Frequency: The number of exposures required to accomplish desired objectives.

 Time frame: Specification of the time frame for communications.

 Production costs: An estimate of costs associated with the execution of advertisements.

 Media expenditures: Definition of the appropriate media, media mix, and frequency of

insertions that will directly address objectives. Differences in geographic allocation, with special

attention to regional or local media strategies, are considered at this point.

 Ancillary costs: Prominent among these are costs associated with advertising to the trade

and specialized research unique to the campaign.

 Integrating other promotional costs: In this era of integrated marketing communications,

an advertising budget must be considered in the context of spending on other promotional

efforts. Some of these promotional expenditures will be directly supportive of mass media

advertising. Others will have distinct objectives, but as we have seen from an IMC standpoint,

the theme and any spending issues need to be coordinated with advertising.

6. Execution

Execution is the actual doing of an ad planthe making and placing of ads across all media. To

quote a famous bit of advertising copy from a tire manufacturer, this is where the rubber meets

the road. There are two elements to the execution of an advertising plan: determining the copy

strategy and devising a media plan.

 Copy Strategy. A copy strategy consists of copy objectives and methods or tactics. The

objectives state what the advertiser intends to accomplish, while the methods describe how the

objectives will be achieved. Chapters 10 and 11 detail the copy strategy and copywriting

processes.

 Media Plan. The media plan specifies exactly where ads will be placed and what strategy

is behind their placement. In a truly integrated marketing communications environment, this is

much more complicated than it might appear. Devising a media plan is where all the money is

spent so much could be saved.
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 Integrated Brand Promotion. The IBP effort should be designed to launch or maintain a

brand and be spelled out in the media plan and should be seamless with the rest of the plan. The

role for every component of promotion being usedadvertising, sales promotion, event

sponsorship, interactive media, direct marketing, and public relationsneeds to be specified for

decision making in the execution stage of the plan.

 Evaluation. Last, but not least, in an ad plan is evaluation. This is where an advertiser

determines how the agency will be gradedwhat criteria will be applied and how long the agency

will have to achieve the agreed-upon objectives.

Instructions

In Section 3 of this course you will cover these topics:
Advertising Planning: An International Perspective

Creativity, Advertising, And The Brand

Message Strategy

Copywriting

You may take as much time as you want to complete the topic coverd in section 3.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to 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.

: Advertising Planning: An International Perspective

Topic Objective:

1. Advertising in International Settings: Worldwide advertisers face three distinctive

challenges in executing their campaigns. The first of these is a creative challenge that derives

from differences in experience and meaning among cultures. Even the pictures featured in an
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ad may be translated differently from one country to the next. Media availability, media

coverage, and media costs vary dramatically around the world, adding a second complication

to international advertising. Finally, the amount and nature of advertising regulation vary

dramatically from country to country and may force a complete reformulation of an ad

campaign.

2. Placement of Advertising : Advertising agencies provide marketers with the expertise

needed to develop and execute advertising campaigns in international markets. Marketers can

choose to work with global agencies, local agencies in the targeted market, or an

international affiliate of the agency they use in their home country. Each of these agency

types brings different advantages and disadvantages on evaluative dimensions such as

geographic proximity, economies of scale, political leverage, awareness of the clients

strategy, and knowledge of the local culture.

3. Globalize Versus Localized Advertising Campaigns: A final concern for international

advertising entails the degree of customization an advertiser should attempt in campaigns

designed to cross national boundaries. Globalized campaigns involve little customization

among countries, whereas localized campaigns feature heavy customization for each market.

Standardized messages bring cost savings and create a common brand image worldwide, but

they may miss the mark with consumers in different nations. As consumers around the world

become more similar, globalized campaigns may become more prevalent. Teenagers in many

countries share similar values and lifestyles and thus make a natural target for globalized

campaigns.

Key Points:

1. Overcoming Cultural Barriers

Global trade initiatives like the General Agreement on Tariffs and Trade (GATT) and the North

American Free Trade Agreement (NAFTA) are designed to facilitate trade and economic

development worldwide. These initiatives signal the emergence of international markets that are

larger, more accessible, and perhaps more homogeneous.
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With more access to established international markets and multiple emerging markets, firms of

all types are cultivating markets outside their domestic ones. Advertisers must come to terms

with how they are going to effectively overcome cultural barriers in trying to communicate

around the world.

2. Barriers to Successful International Advertising

 Advertisers must overcome two related biases to be successful in international markets.

Ethnocentrism is the tendency to view and value things from the perspective of ones own culture.

A self-reference criterion (SRC) is the unconscious reference to ones own cultural values,

experiences, and knowledge as a basis for decisions.

 The most effective way to counteract the negative influences that ethnocentrism and SRC

can have on international decision making is to constantly be sensitive to potential differences

between cultures.

3. Cross-Cultural Audience Research

Proper international audience analysis will likely require dozens of separate analyses

involving research in each different country, generally from a local research supplier. An

international audience analysis will also involve evaluation of economic conditions;

demographic characteristics; values; custom and ritual; and product use and preferences.

 Economic Conditions: One way to think about the economic conditions of a potential

international audience is to break the worlds markets into three broad classes:

o Less-developed countries represent nearly 75 percent of the worlds population.

Some are plagued by drought and civil war, and their economies lack almost all the resources

necessary for development: capital, infrastructure, political stability, and trained workers.

o Newly industrialized countries are places where traditional ways of life that have

endured for centuries are now changing, and modern consumer cultures have emerged in a few

short years. Examples are South Korea, Singapore, Hong Kong, and Taiwan.

o Highly industrialized countries are countries with both a high GDP and a high

standard of living. An audience assessment will focus on more detailed analyses of the market:

competition, marketing trade channels, lifestyle trends, and market potential.
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 Demographic Characteristics: Information on the demographic characteristics of nations

is generally available from either the U.S. Department of Commerce or the United Nations.

Advertisers must be sensitive to some world demographic conditions and trends:

o Roughly 20 percent of the worlds population, generally residing in the highly

industrialized countries, controls 75 percent of the worlds wealth and accounts for 75 percent of

all consumption.

o In the Middle East, Africa, and Latin America, roughly 40 percent of the

population is currently under the age of 20.

o By the year 2010, an additional 400 million people will be born in the Pacific Rim

region. Although the current demographic profile shows a relatively young population, by the

year 2000, 30 percent of the population will be in their 30s and 40s and will have migrated from

rural to urban areas. Demographic characteristics like this are often referred to as a demographic

dividendmeaning these characteristics are favorable to rising consumption.

 Values. Cultural values are enduring beliefs about what is important to the members of a

culture. Individualism versus collectivism is one of the more stable and widely observed cultural

differences among the peoples of the world. Messages for cultures differing in this dimension

(the United States versus Japan, for example) need to be shaped with this factor in mind.

 Custom and Ritual. Rituals perpetuate a cultures connections to its core values. Many

consumer behaviors involve rituals, such as grooming, gift giving, or religious rituals. The rituals

of other cultures must not only be appreciated, but also understood. One of the most devastating

mistakes an advertiser can make is to presume that consumers in one culture have the same

rituals as those in another. Restrictions related to religious and cultural values range from not

allowing women to appear in advertising to restricting the manner in which children can be

portrayed in advertisements. Each foreign market must be evaluated for the extent to which

prevalent customs or values translate into product evaluation criteria.

 Product Use and Preferences. The essence of a situation analysis is to understand what

consumers value. Product use and preferences are central in international advertising

development. For example, various studies reveal that:

o Consumers in India are the most brand loyal (34 percent of those surveyed).

o German and Japanese consumers show the greatest price sensitivity (over 40

percent of survey consumers in each market).
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o There is no market in the world like the United States, where consumers are

preoccupied with the use of personal care products such as toothpaste, shampoo, deodorant, and

mouthwash.

o In Brazil, many women still wash clothes by hand in metal tubs, using cold water.

o In France, men use cosmetics much like those used by women in the United

States. Advertising must, therefore, be specifically prepared for men and placed in media to

reach them with specific male-oriented appeals.

4. Challenges in Executing Advertising Worldwide

4.1.The Creative Challenge

 Written and spoken language is an obvious barrier to cross-cultural communication.

Firms commonly make mistakes in translating ad headlines and copy. Several of these mistakes

are highlighted in the text at this point.

 Picturing is commonly used in cross-cultural communication in a widely held belief that

pictures are less culturally bound than words are, and that pictures can speak to many cultures at

once. International advertisers are increasingly using ads that feature few words and rely on

pictures to communicate. There are problems with picturing as well: picturing is culturally

bound, photography can be difficult for some cultures to interpret, and symbols that are common

and harmless in one culture can be unusual or threatening in another.

 A few expressions are universal and positivelike a smile or a mother cradling an infant.

Quiz students on other symbols or expressions they think have universal, positive meaning.

4.2.The Media Challenge

Of all the challenges faced by advertisers in international markets, the media challenge may

be the greatest. Exhibit 9.14 shows many of the best options for reaching consumers around

the world, but these options reflect only part of the situation.

 Media Availability and Coverage

o Some international markets simply have too few media options.

o Many countries have dozens of subcultures and languages within their borders,

each with its own newspapers and radio stations. This complicates the problem of deciding

which combination will achieve the desired coverage of the market.
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o The mere presence of a particular medium in a country does not necessarily make

it useful for advertisers if there are restrictions on accepting advertising. On the German

government-owned stations, television advertising is banned on Sundays and holidays, and

restricted to four 5-minute blocks on other days.

o Newspapers are the most localized media worldwide and require the greatest

amount of local market knowledge to be correctly used. Many newspapers (particularly regional

papers) are positioned in the market based on a particular political philosophy.

o Several global television networks have been made possible by satellite

technology. MTV estimates its worldwide audience to be more than 300 million viewers.

o Another new option is direct broadcast by satellite (DBS). DBS transmissions are

received by households through a small, low-cost receiving dish. STAR TV, which stands for

Satellite Televisions Asian Region, currently sends BBC and U.S. programming to 300 million

in 53 countries across Asia.

 Media Costs and Pricing

o Some markets have literally hundreds of media options350 Turkish newspapers

for example. Whenever a different medium is chosen, separate payment and placement must be

made.

o In many markets, media prices are subject to negotiationno matter what the

official rate cards say.

o Global coverage is an expensive proposition. A four-color ad in Readers Digest

costs about half a million dollars.

o Media costs in nine international markets are rising at a rate of 10 to 15 percent

annually. In some markets, advertising time and space are in such short supply that, regardless of

the published rate, a bidding system is used to escalate the prices.

4.3.The Regulatory Challenge

Regulatory restrictions on international advertising are many and varied, reflecting cultural

values within markets. The range and specificity of regulation can be aggravatingly complex.
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This regulatory complexity is now spreading to new, emerging media options. For instance,

the European Union is proposing restrictions for the placement of advertising on

teleshopping, pay-per-view, and movie-on-demand channels. Advertisers must be sensitive to

the fact that advertising regulations can impose limitations on the following:

 The types of products that can be advertised

 The types of appeals that can be used

 The times during which ads for certain products can appear on television

 Advertising to children

 The use of foreign languages (and talent) in advertisements

 The use of national symbols, such as flags and government seals

 The taxes levied on advertising expenditures.

5. Advertising Agencies Around the World

An experienced and astute agency can help an advertiser deal with the creative, media, and

regulatory challenges just discussed. Advertisers in the United States have three basic

alternatives in choosing an agency to help them prepare and place advertising in other countries.

They can use a global agency, an international affiliate, or a local agency.

5.1.The Global Agency

 Advantages: A global agency will know the advertisers products and current advertising

programs (presuming it handles the domestic advertising duties). The geographic proximity of

advertisers to the agency headquarters can often ease planning and preparation of ads. The size

of a global agency can be a benefit through economies of scale and political leverage.

 Disadvantage: Distance from the local culture. Exporting meaning is never easy.

5.2.The International Affiliate

 Many agencies do not own and operate worldwide offices but do have established

foreign-market international affiliates to handle clients international advertising needs.

 These agencies often join a network of foreign agencies or take minority ownership

positions in several foreign agencies. The benefit of this arrangement is that the advertiser
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typically has access to a large number of international agencies that can provide local market

expertise.

 The risk of these arrangements is that while an international affiliate will know the local

market, it may be less knowledgeable about the advertisers brands and competitive strategy.

5.3.The Local Agency

 The final option is for an advertiser to choose a local agency in every foreign market

where advertising will be carried out.

 Local agencies have the same advantages as the affiliate agencies just discussed. They

will be knowledgeable about the culture and local market conditions.

 Such agencies tend to have well-established contacts for market information, production,

and media buys.

 There are fewer tendencies in local agencies for standardization of the creative effort.

Each agency in each market will feel compelled to provide a unique creative execution. This lack

of standardization can be costly.

 Working with local agencies can create communications problems, which increases the

risk of delays and errors in execution.

6. Globalized versus Localized Campaigns

This key issue involves the extent to which a campaign will be standardized versus localized

across markets. Globalized campaigns use the same message and creative execution across all (or

most) international markets. Localized campaigns involve preparing different messages and

creative executions for each foreign market a firm has entered.

 The issues in deciding: The marketer must first consider the extent to which the brand

can be standardized across markets. The degree to which advertising in international markets can

use a common appeal, versus whether the ads prepared for each market must be customized, has

been widely debated.

 Those who favor the globalized campaign argue that standardization of messages should

occur whenever possible, adapting the message only when absolutely necessary.
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 Those who argue for the localized approach see each country or region as a unique

communication context and claim that the only way to achieve advertising success is to develop

separate campaigns for each market.

 The two fundamental arguments for globalized campaigns are based on potential cost

savings and creative advantages. Having one standard theme to communicate allows an

advertiser to focus on a uniform brand or corporate image worldwide, develop plans more

quickly, and make maximum use of good ideas.

 In recent years, several aspects of the global marketplace have changed in such a way that

the conditions for globalized campaigns are more favorable.

 Arguments against globalization center on issues relating to local market requirements

and cultural constraints within markets:

: Creativity, Advertising, And The Brand

Topic Objective:

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

 Describe the core characteristics of great creative minds.

 Contrast the role of an advertising agencys creative department with that of its business

managers/account executives and explain the tensions between them.

Definition/Overview:

1. Characteristics of Creative Minds: A look at the shared sensibilities of great creative

minds provides a constructive starting point for assessing the role of creativity in the

production of great advertising. What Picasso had in common with Gandhi, Freud, Eliot,

Stravinsky, Graham, and Einsteinincluding a strikingly exuberant self-confidence, (childlike)

alertness, unconventionality, and an obsessive commitment to the workboth charms and

alarms us. Self-confidence, at some point, becomes crass self-promotion; an unconstrained

childlike ability to see the world as forever new devolves, somewhere along the line, into

childish self-indulgence. Without creativity, there can be no advertising. How we recognize

and define creativity in advertising rests on our understanding of the achievements of
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acknowledged creative geniuses from the worlds of art, literature, music, science, and

politics.

2. Advertising agencys creative department and managers tensions : What it takes to get

the right idea (a lot of hard work), and the ease with which a client or agency manager may

dismiss that idea, underlies the contentiousness between an agencys creative staff and its

managers and clientsbetween the poets and the killers. Creatives provoke. Managers control.

Ads that win awards for creative excellence dont necessarily fulfill a clients business

imperatives. All organizations deal with the competing agendas of one department versus

another, but in advertising agencies, this competition plays out at an amplified level. The

difficulty of assessing the effectiveness of an advertisement only adds to the antagonism

between departments. Advertising researchers are put in the unenviable position of judging

the creatives, pitting science against art. None of these tensions changes the fact that

creativity is essential to the vitality of brands. Creativity makes a brand, and it is creativity

that reinvents established brands in new and desired ways.

Key Points:

1. Creating Brands

 Brands are all about creativity.

 Advertising and promotion create brand meaning.

 A brand is not just an object; it is a complex social creation involving advertisers,

marketers, and consumers.

 Ask students if they think advertising created the full meaning of Apple, Sketchers, Palm,

and Guinness.

2. Creativity in General

 Creativity is the soul of advertising and therefore the soul of branding.

 Creativity is not an orderly pursuit.

3. Creativity across Domains
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 Creativity is the same across domains. One way to try to understand creativity is to

appreciate that it bridges all sorts of domainsmusic, poetry, art, physics, crafts, dance, film,

building design, and advertising.

 Creativity is a gift, a special way of seeing the world. Creativity reflects early childhood

experiences, social circumstances, and mental styles. Great creatives of this world include Freud,

Einstein, Picasso, Stravinsky, Eliot, Martha Graham, and Mahatma Gandhi. These were great

creative minds and had many similarities.

4. Creativity in the Business World

 The business world values creativity, but has just as hard a time as other domains

defining what it is.

 Creativity is a positive trait in the business world.

 In the end, creative people often assume mythical status in a company

: Message Strategy

Topic Objective:

1. Methods for Executing Message Strategy Objective: Advertisers employ any number of

methods to achieve their objectives. To get consumers to recall a brand name, repetition,

slogans, and jingles are used. When the advertisers objective is to link a key attribute to a

brand, USP ads emphasizing unique brand qualities are employed. If the goal is to persuade a

consumer to make a purchase, reason-why ads, hard-sell ads, comparison ads, testimonials,

demonstrations, and infomercials all do the trick. Feel-good ads, humorous ads, and sexual-

appeal ads can raise a consumers preferences for one brand over another through affective

association. Fear-appeal ads, judiciously used, can motivate purchases, as can ads that play

on other anxieties. Transformational ads attempt to enrich the consumption experience. With

slice-of-life ads, product placement, and short Internet films, the goal is to situate a brand in a

desirable social context. Finally, ads that primarily use visuals work to define brand image.
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2. Methods Used to Execute Message Strategy : Each method used to execute a message

strategy objective has pros and cons. Methods that promote brand recall or link key attributes

to a brand name can be extremely successful in training consumers to remember a brand

name or its specific, beneficial attributes. However, these methods require long-term

commitment and repetition to work properly, and advertisers can pay high expense while

generating disdain from creatives. Methods used to persuade consumers generally aim to

provide rhetorical arguments and demonstrations for why consumers should prefer a brand,

resulting in strong, cognitive loyalty to products. However, these methods assume a high

level of involvement and are vulnerable to counterarguments that neutralize their

effectivenessmore sophisticated audiences tune them out altogether, rejecting them as

misleading, insipid, or dishonest. Methods used in creating affective association have short-

term results and please creatives; however, the effect on audiences wears out quickly and

high expense dissuades some advertisers from taking the risk. Methods designed to play on

fear or anxieties are compelling, but legal and ethical issues arise, and most advertisers wish

to avoid instigating consumer panic. Finally, methods that transform consumption

experiences, situate the brand socially, or define brand image have powerful enduring

qualities, but often get lost in the clutter and can ring false to audiences.

Key Points:

1. Essential Message Objectives and Strategies

 Promote Brand Recall: A major goal of advertisers is simply to get consumers to

remember the brand name. This is typically referred to as the brand recall objective. Advertisers

not only want consumers to remember the name, but also want that name to be the first name

consumers rememberthey want their brand to be top of mind.

 Repetition Ads: As simple as it sounds, repetition is the tried-and-true way of gaining

easy retrieval from memory. This is done not only through buying a lot of ads, but also through

repeating the brand name within the ad copy itself.

 Slogan and Jingle Ads: Slogans are rhetorical devices that link a brand name to

something memorable, either due to the slogans simplicity, meter, rhyme, or any other factor.
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Examples are numerous: Bud-Weis-Er; You Deserve a Break Today; Tides In, Dirts Out; The

Best Part of Waking Up Is Folgers in Your Cup; Youre in Good Hands with Allstate.

 Strategic Implications of Repetition, Slogans, and Jingles: Consumers have to remember

brand names for advertising to work. In the cluttered environment, repetition is needed to instill

recall. Developing recall is expensive and the advertiser will without doubt be faced with

competition.

2. Link a Key Attribute(s) to the Brand Name

This objective focuses on a brand feature that forms the basis for the brands competitive

advantage. If Intel processors are faster than AMDs, or Chrysler has a better warranty than Ford,

then this sort of key feature becomes the objective of the message strategy.

 Unique Selling Proposition Ads: A unique selling proposition (USP) is a promise

contained in an advertisement in which the advertised brand offers a specific, unique, and

relevant benefit to the consumer. Exhibit 11.7 of the Mazda RX-8 is a good example of an USP.

 Persuade the Consumer: The persuasion objective requires a significantly high level of

cognitive engagement with the audience. The receiver has to think about what the advertiser is

saying.

 Hard-Sell Ads. Hard-sell ads are characteristically high pressure and urgent. Phrases like

acts now, limited time offer, your last chance to save, and one-time-only sale are representative

of this method. The idea is to create a sense of urgency.

 Comparison Ads: Comparison advertisements are ads in which a brands ability to satisfy

consumers is demonstrated by comparing features to those of competitive brands.

 Testimonial Ads: When an advocacy position is taken by a spokesperson in an

advertisement, this is known as a testimonial. The value of the testimonial lies in the dedicated,

authoritative presentation of a brands attributes and benefits by the spokesperson.

3. Strategic implications of Testimonials

 Very popular people can generate popularity for the brand.

 Can be good at breaking through clutter. Generally, poor recall for who is promoting

what.

 Can generate more popularity for the star than for the brand.
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 Celebrities, being human, are not as easy to manage as packages or cartoon characters:

Tony the Tiger vs. Martha Stewart.

4. Strategic implications of Demonstration ads

 Can create very retrievable memory.

 Inherent credibility of seeing is believing, however slight.

 Can be used as social justification; helps the consumer defend his or her decision to buy.

 Heavy regulatory/legal exposure.

 Faces a cynical, suspect audience.

5. Strategic implications of Infomercials

 Long format gives advertisers plenty of time to make their case.

 As network ratings fall, day-parts (e.g., Sunday mornings 911) previously unaffordable

have now opened up, making infomercials better deals for advertisers.

 The genre of ads has a somewhat negative public image, which doesnt help build

credibility or trust in the advertised brand.

6. Feel-Good Ads

Feel-good ads work by positive affective association. They link the good feeling elicited by the

ad with the brand. The basic idea is that by creating ads with positive feelings, consumers will

associate those positive feelings with the advertised brand, leading to a higher probability of

purchase.

6.1.Strategic implications of Feel-Good Ads

 Eager creatives.

 May perform better in cluttered media environment.

 Can have wear-out problems if the emotional appeal is very strong.

 Audience reaction difficult to predict reliably for the long term.

 Only moderate success in copy testing.
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7. Strategic implications of Humor Ads

 If the joke is integral to the copy platform, can be very effective.

 Very eager creatives.

 Humorous messages may adversely affect comprehension.

 Humorous messages can wear out as quickly as after three exposures, leaving no one

laughing, especially the advertiser.

 Humorous messages may attract attention but may not increase the effectiveness or

persuasive impact of the advertisement.

 Can have wear-out problems.

 Can be very expensive entertainment.

: Copywriting

Topic Objective:

Effective ad copy must be based on a variety of individual inputs and information sources.

Making sense out of these diverse inputs and building from them creatively is a copywriters

primary challenge. A creative plan is used as a device to assist the copywriter in dealing with this

challenge. Key elements in the creative plan include product features and benefits that must be

communicated to the audience, the mood or tone appropriate for the audience, and the intended

media for the ad.

1. Writing Effective Print Copy

The three unique components of print copy are the headline, subhead, and body copy. Headlines

need to motivate additional processing of the ad. Good headlines communicate information

about the brand or make a promise about the benefits the consumer can expect from the brand. If

the brand name is not featured in the headline, then that headline must entice the reader to

examine the body copy or visual material. Subheads can also be valuable in helping lead the

reader to and through the body copy. In the body copy, the brands complete story can be told.
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Effective body copy must be crafted carefully to engage the reader, furnish supportive evidence

for claims made about the brand, and avoid clichs and exaggerations that the consumer will

dismiss as hype.

2. Writing Effective Radio Copy

Four basic formats can be used to create radio copy. These are the music format, the dialogue

format, the announcement format, and the celebrity announcer format. Guidelines for writing

effective radio copy start with using simple sentence construction and language familiar to the

intended audience. When the copy stimulates the listeners imagination, the advertiser can expect

improved results as long as the brand name and the primary selling points dont get lost. When

using music or humor to attract and hold the listeners attention, the copywriter must take care not

to shortchange key selling points for the sake of simple entertainment.

3. Writing Effective Television Copy

Several formats can be considered in preparing television ad copy. These are demonstration,

problem and solution, music and song, spokesperson, dialogue, vignette, and narrative. To

achieve effective copy in the television medium, it is essential to coordinate the copy with the

visual presentation, seeking a synergistic effect between audio and video. Entertaining to attract

attention should again not be emphasized to the point that the brand name or selling points of the

ad get lost. Developing copy consistent with the heritage and image of the brand is also essential.

Finally, copy that can be adapted to various time lengths and modified to sustain audience

interest over the life of a campaign is most desirable.

Key Points:

1. Copywriting

Copywriting is the process of expressing the value and benefits a brand has to offer, via written

or verbal descriptions. An astute advertiser will go to great lengths to provide copywriters with

as much information as possible about the objectives for a particular advertising effort. The

responsibility for keeping copywriters informed lies with the advertisers marketing managers.
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2. Creative Plan

A creative plan is a guideline used during the copywriting process to specify the message

elements that must be coordinated during the preparation of copy. These elements include main

product claims, creative devices, media that will be used, and special creative needs a product or

service might have. Some of the elements considered in devising a creative plan are:

 The single most important thought you want a member of the target market to take away

from the advertisement

 The product features to be emphasized

 The benefits a user receives from these features

 The media chosen for transmitting the information and the length of time the

advertisement will run

 The suggested mood or tone for the ad

 The ways in which mood and atmosphere will be achieved in the ad

 The production budget for the ad.

3. Copywriting for Print Advertising

The first step in the copy development process is deciding how to use (or not use) the three

separate components of print copy: the headline, the subhead, and the body copy.

3.1.The Headline

The headline in an advertisement is the leading sentence or sentences, usually at the top or

bottom of the ad, that attracts attention, communicates a key selling point, or achieves brand

identification.

3.1.1.Purposes of a Headline

In general, a headline can be written to pursue the following purposes:

o Give news about the brand.

o Emphasize a brand claim.

o Give advice to the reader.
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o Select prospects.

o Stimulate the readers curiosity.

o Set a tone or establish an emotion.

o Identify the brand.

3.1.2.The Subhead

A subhead consists of a few words or a short sentence and usually appears above or

below the headline. It includes important brand information not included in the headline.

o The subhead should reinforce the headline and entice the reader to proceed to the

body copy.

o Subheads should stimulate a more complete reading of the entire ad.

o A good rule of thumb is the longer the body copy, the more appropriate the use of

subheads.

o Most creative directors try to keep the use of subheads to a minimumthey can

clutter an ad.

3.2.The Body Copy

Body copy is the text component of an ad that tells the complete story of a brand. Effective

body copy is written so that it takes advantage of and reinforces the headline and subhead, is

compatible with and gains strength from the visual, and is interesting to the reader. Standard

approaches to preparing body copy:

 Straight-line copy explains in straightforward terms why a reader will benefit from use of

a brand.

 Dialogue copy delivers the selling points of a message to the audience through a

character or characters in the ad.

 A testimonial uses dialogue as if the spokesperson is having a one-sided conversation

with the reader through the body copy. Dialogue can also depict two people in the ad having a

conversation, a technique often used in slice-of-life messages.

 Narrative copy simply displays a series of statements about a brand. A person may or

may not be portrayed as delivering the copy.
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 Direct response copy is, in many ways, the least complex of the copy techniques. The

copywriter is simply trying to highlight the urgency of acting immediatelyphone now, log on

now, etc.

4. Copywriting for Cyberspace

Although it is still early in the history of cyberspace ads, this medium seems to be developing

its own copywriting style.

 Cybercopy is affected by its roots in twenty-something technospeak.

 The audience is not as passive as television or radio audiences are.

 The copy is closer to print than to television copy but it is different from both.

 The guidelines for print copy generally apply, but cyber ad readers come to the

environment somewhat more motivated to read copy.

 As the IBP box on page 412 explains, the rules for writing cybercopy may not be all that

different from the general rules for copywriting.

5. Copywriting for Broadcast Advertising

Relative to the print media, radio and television present totally different challenges for a

copywriter. The audio and audiovisual capabilities of radio and television provide different

opportunities.

Compared to the print media, however, the broadcast media have inherent limitations for a

copywriter:

 In the print media, a copywriter can write long and involved copy necessary to

communicate complex brand features.

 The printed page allows a reader to dwell on the copy and process the information at a

personalized, comfortable rate.

 Radio and television offer a fleeting exposure.

 Introducing sound effects and sight stimuli through these media can distract the listener

or viewer from the copy of the advertisement.
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6. Writing Copy for Radio

Some analysts consider radio the ultimate forum for copywriting creativity because it can

stimulate a theater of the mind, which allows a copywriter to create images and moods for an

audience that transcend those created in any other medium.The drawbacks of this medium should

not be underestimated:

 Few radio listeners ever actively listen to radio programming, much less the commercial

interruptions.

 Radio has been labeled by some as verbal wallpaperradio is used as filler or unobtrusive

accompaniment to reading, driving, household chores, or homework.

7. The Radio Production Process

Radio commercial production highlights the role of the copywriter. There is no art director

involved in the process to specify visual components. As such, we are covering radio production

here rather than in Chapter 13 where television production is covered. In radio, there are far

fewer expert participants than in television.

 Production costs for a radio ad will likely be in the $30,000 to $50,000 range.

 Once the copy strategy and methods for the commercial are approved, the process begins

with soliciting bids from production houses.

 The next step is to cast the ad. A radio ad may simply have an announcer. If the dialogue

technique is used, two or more actors or actresses may be needed. Additionally, musical scores

often accompany radio ads, and either the music has to be recorded, which includes a search for

musicians and possibly singers, or prerecorded music has to be obtained for use by permission.

 Closely following the casting is the planning of special elements for the ad, which can

include sound effects or special effects.

 Final preparation and production entails scheduling a sound studio and arranging for the

actors and/or actresses to record their pieces in the ad. If an announcer is used in addition to

acting talent, the announcer may or may not record with the full cast; her or his lines can be

incorporated into the tape at some later time. Music is generally recorded separately and simply

added to the commercial during the sound-mixing stage.
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 After production, the tape goes through editing to create the best version of the

production. Then, a sound mix is completed in which all music, special sound effects, and

announcer copy are mixed together. The mixing process achieves proper timing between all

audio elements in the ad and ensures that all sounds are at the desired levels. After mixing, the

tape is duplicated and sent to radio stations for airing.

8. Radio Production Options

 A fact sheet radio ad is merely a listing of important selling points that a radio announcer

can use to ad-lib a radio spot.

 Live script radio ad involves having an on-air radio personality, like a DJ or talk-show

host, read a detailed script. The live script ensures that all the selling points are included when

the commercial is delivered by the announcer.

9. Writing Copy for Television

Television has a tremendous advantage over radio in that action as well as sound can be used in

the message. The ability to create a mood or demonstrate a brand in use gives television its

superior capability, but this also changes the whole concept of copy for the copywriting effort.

Copy for television must be highly sensitive to the ads visual aspects as specified by the creative

director. The opportunities in television represent challenges for the copywriter as well.

 The copywriter must remember that words do not stand alone. Visuals, special effects,

and sound techniques may convey a message far better than the cleverest phrase.

 Television commercials represent a difficult timing challenge for the copywriter. Copy

must be precisely coordinated with the video.

 The road map for a TV ad is a storyboard: a frame-by-frame sketch depicting in sequence

the visual scenes and copy that will be used in a television advertisement.

10. Television Advertising Formats

Because of the broad creative capability of the television medium, there are several alternative

formats for a television ad:

 Demonstration: Demonstrating a brand in action is an obvious format for a television ad.

Brands whose benefits result from some tangible function can effectively use this format.
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 Problem and Solution: A brand is introduced as the savior in a difficult situation. This

format often takes shape as a slice-of-life message, in which a consumer solves a problem with

the advertised brand.

 Music and Song: Many television commercials use music and singing as a creative

technique. The beverage industries (soft drinks, beer, and wine) frequently use this format to

create the desired mood for their brands.

 Spokesperson: The delivery of a message by a spokesperson places heavy emphasis on

the copy. The copy is given precedence over the visual and is supported by the visual, rather than

vice versa. Expert, average-person, and celebrity testimonials fall into this category.

 Dialogue: As in a radio commercial, a television ad may feature a dialogue between two

or more people. Dialogue format ads pressure a copywriter to compose dialogue that is

believable and keeps the ad moving forward. Most slice-of-life ads in which a husband and wife

or friends are depicted using a brand use a dialogue format.

 Vignette: A vignette format uses a sequence of related advertisements as a device to

maintain viewer interest. Vignettes also give the advertising a recognizable look, which can help

achieve awareness and recognition. The Prilosec couple traveling in their motor home is an

example of the vignette format.

 Narrative: A narrative is similar to a vignette but is not part of a series of related ads.

Narrative is distinct in that it tells a story, like a vignette, but the mood of the ad is highly

personal, emotional, and involving. A narrative often focuses on storytelling and indirectly

touches on the benefits of the brand. Many of the heart-sell ads by Kodak and Hallmark use the

narrative technique.

11. Slogans

Copywriters are often asked to come up with a good slogan or tag line for a brand. A slogan is a

short phrase in part used to help establish an image, identity, or position for a brand or an

organization, but mostly used to increase recall.A good slogan can serve several positive

purposes for a brand or a firm:

 A slogan can be an integral part of a brands image and personality as in BMWs slogan,

The Ultimate Driving Machine.
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 A good slogan can provide continuity across media and enhance integrated marketing

communications.

12. Common Mistakes in Copywriting

Beyond the guidelines for effective copy in each media area, there are common mistakes made in

copywriting that should be avoided:

 Vagueness. Avoid generalizations and words that are imprecise in meaning.

 Wordiness. Being economical is paramount. Copy has to fit in a limited time frame (or

space), and audiences bore easily.

 Triteness. Using clichs and worn-out superlatives was mentioned as a threat to print

copywriting. The same threat (to a lesser degree, due to audio and audiovisual capabilities) exists

in radio and television advertising. Trite copy creates a boring, outdated image for a brand or

firm.

 Creativity for creativitys sake. Some copywriters get carried away with a clever idea. Its

essential that the copy in an ad remain true to its primary responsibility: communicating the

selling message.

13. The Copy Approval Process

In copy approval, copy may be subjected to research scrutiny. Developmental copy research

provides audience interpretations and reactions to the proposed copy. Evaluative copy research is

where the audience expresses its approval or disapproval of the copy used in an ad. The final step

in copywriting is getting the copy approved. A typical copy approval process goes as follows:

 In the advertising agency, a copywriter submits draft copy to either the senior writer or

the creative director, or both.

 A redrafted copy is forwarded to the account management team within the agency. A

main concern at this level is to evaluate the copy on legal grounds.

 After the account management team has made recommendations, a meeting is likely held

to present the copy to the marketing staff. Inevitably, the client feels compelled to make

recommendations for altering the copy.
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 Finally, copy should always be submitted for final approval to the advertisers senior

executives. Often, these executives have little interest in evaluating advertising and they leave

this responsibility to middle managers.

In Section 4 of this course you will cover these topics:
Art Direction And Production

Media Strategy And Planning For Advertising And Ibp

Media Planning: Print, Television, And Radio

Media Planning: Advertising And Ibp On The Internet

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.

: Art Direction And Production

Topic Objective:

1. Print Ads Effective Design: In print ad design, all the verbal and visual components of an

ad are arranged for maximum impact and appeal. Several principles can be followed as a

basis for a compelling design. These principles feature issues such as balance, proportion,

order, unity, and emphasis. The first component of an effective design is focusdrawing the

readers attention to specific areas of the ad. The second component is movement and

directiondirecting the readers eye movement through the ad. The third component is clarity

and simplicityavoiding a complex and chaotic look that will deter most consumers.

2. Print Ad Layout: The layout is the physical manifestation of all this design planning. An art

director uses various forms of layouts to bring a print ad to life. There are several predictable
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stages in the evolution of a layout. The art director starts with a hand-drawn thumbnail,

proceeds to the digitized rough layout, and continues with a tight comp that represents the

look of the final ad. With each stage, the layout becomes more concrete and more like the

final form of the advertisement. The last stage, the mechanical, is the form the ad takes as it

goes to final production.

3. Print Ads Production: Timing is critical to advertising effectiveness: Advertisers must have

a keen understanding of production cycles to have an ad in the consumers hands at just the

right time. In addition, there are many possible means for actually printing an ad. These

range from letterpress to screen printing to computer print production. As with many aspects

of modern life, the computer has had a dramatic impact on print ad preparation and

production. Before a print ad can reach its audience, a host of small but important decisions

needs to be made about the type styles and sizes that will best serve the campaigns purposes.

4. Television Ads: The complexity of ad production for television is unrivaled and thus

demands the input of a variety of functional specialists. From the ad agency come familiar

players such as the art director, copywriter, and account executive. Then there are a host of

individuals who have special skills in various aspects of production for this medium. These

include directors, producers, production managers, and camera crews. Editors will also be

needed to bring all the raw material together into a finished commercial. Organizational and

team management skills are essential to make all these people and pieces work together.

5. Television Ads Stages and Costs: The intricate process of TV ad production can be broken

into three major stages: preproduction, production, and postproduction. In the preproduction

stage, scripts and storyboards are prepared, budgets are set, production houses are engaged,

and a timetable is formulated. Production includes all those activities involved in the actual

filming of the ad. The shoot is a high-stress activity that usually carries a high price tag. The

raw materials from the shoot are mixed and refined in the postproduction stage. Todays

editors work almost exclusively with computers to create the final producta finished

television ad. If all this sounds expensive, it is!
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6. Television ad production formatting options: Film is the preferred option for most TV ads

because of the high-quality visual impression it provides. Videotape suffers on the quality

issue, and live television is not practical in most cases. Animation is probably the second

most popular formatting option. With continuing improvements in computer graphics,

computer-generated images may one day become a preferred source of material for TV ad

production. Still production can be an economical means to bring a message to television.

Key Points:

1. Illustration, Design, and Layout

The illustration, design, and layout of an ad bring to the forefront the role of art direction in print

advertising. The art director and copywriter decide on the content of an illustration. Then the art

director, often in conjunction with a graphic designer, takes this raw idea for the visual and

develops it further. These creatives, with their specialized skills and training, coordinate the

design and illustration components of a print ad. The creative director oversees the entire

process.

1.1.Illustration Purposes

There are several specific, strategic purposes for illustration, which can greatly increase the

chances of effective communication:

 Attract the Attention of the Target Audience. One of the primary roles of an illustration is

to attract and hold attention. However, an illustration must support other components of the ad to

achieve the intended communication impact.

 To Make the Brand Heroic. An old adage in advertising is that the brand needs to be the

hero. That is, the focal point of the ad with illustration and lighting is the brand itselfmessage

complete.

 Communicate Product Features or Benefits. The most straightforward illustration is one

that simply displays brand features, benefits, or both. The benefits of a brand can be

demonstrated with before-and-after shots, or by demonstrating the positive result of use.

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

83
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 Create a Mood, Feeling, or Image. This depends on the technical execution of the

illustration. The lighting, color, tone, and texture of the illustration have a huge impact on these

goals.

 Stimulate Reading of the Body Copy. Just as a headline can stimulate examination of the

illustration, the illustration can stimulate reading of the body copy. Illustrations can create

curiosity and interest in readers. CAUTION: Putting cleverness ahead of clarity in choosing an

illustration can confuse the receiver and cause the body copy to be ignored.

 To create the desired social context for the brand. Consumers are sensitive the fact that a

brand fits their situation and lifestyle. The visual context for a brand creates a social context of

appropriateness.

1.2.Illustration Components

Various factors contribute to the overall visual presentation and impact of an illustration.

 Size. Generally speaking, regardless of the size of an illustration, the clarity of visual

impression seems to be the most important factor with respect to effectiveness.

 Color. Color is a creative tool with important potential. Some products are heavily

dependent on color to accurately communicate a principal value. Color can also be used to attract

the readers attention to a particular part of an ad.

 Medium. The choice of a medium for an illustration is the decision regarding the use of

drawing, photography, or computer graphics.

1.3.Illustration Formats

Illustration format refers to the choices the advertiser has for displaying its product. Here is a

list of many possible formats. This can include the product alone, the product in use, or the

product in a social context. A key issue is shaping the illustration to fit the copy strategy.

1.4.Strategic and Creative Impact of Illustration

Combining the characteristics of illustrations considered here and the discussions of

preceding chapters, we can conclude that an effective illustration achieves one or more of the

following strategic goals:
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 It attracts the attention of the target segment and initiates information processing by the

receivers.

 It communicates a brands value relative to the target audiences established or emerging

decision-making criteria in the product category.

 It visually represents the creative strategy established.

 It associates a particular mood or feeling with a brand.

 It creates a particular image for the brand.

 It makes concrete those values or benefits of a brand that may be intangible or hidden.

2. Design

Design is the structure itself and the plan behind that structure for the aesthetic and stylistic

aspects of a print advertisement. Design represents the effort on the part of creatives to

physically arrange all the components of a printed advertisement in such a way that order and

beauty are achieved.

2.1.Principles of Design

Principles of design govern how a print advertisement should be prepared. The principles of

design relate to each element within an advertisement and to the arrangement of and

relationship between elements as a whole. Principles of design suggest that the visual aspects

of the ad be evaluated for balance, proportion, order, unity, and emphasis:

 Balance: Balance in an ad is an orderliness and compatibility of presentation. Balance can

be either formal or informal. Formal balance emphasizes symmetrical presentation and creates a

mood of seriousness and directness. Informal balance emphasizes asymmetry. Informal balance

is more difficult to manage in that the placement of unusual shapes and sizes must be precisely

coordinated.

 Proportion: Proportion has to do with the size and tonal relationships between different

elements in an advertisement. Specifically, the width, depth, size, and space between elements in

an ad affects proportion.

 Order: Order in an advertisement is also referred to as sequence or, in terms of its effects

on the reader, gaze motion. The goal is to lead the reader through the ad in some controlled
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fashion. Order also can induce a reader to jump from one space in the ad to another, creating a

sense of action.

 Unity: Considered the most important of the design principles, unity results in harmony

among the diverse components of print ads: headline, subhead, body copy, and illustration.

Several design techniques contribute to unity.

 Emphasis: The key to good design is to decide which major componentthe headline,

subhead, body copy, or illustrationwill be emphasized. One needs to be primary, but not the only

focus of the ad.

3. Layout

A layout is a drawing of a proposed print advertisement, showing where all the elements in the

ad are positioned. The following are the different stages of layout development:

 Thumbnails: Thumbnails, or thumbnail sketches, are the rough first drafts of advertising

design. It is likely that the designer will produce several sketches in an attempt to work out the

general presentation of the ad.

 Rough Layout: The second stage is the rough layout, in which greater detail is worked

into the design. A rough layout is done in the actual size of the proposed ad, and the headline is

lettered in.

 Comprehensive: A comp layout is a polished, drawn version of the ad. A comp layout is

produced to give strategists as close an approximation to the final product as possible.

 Mechanicals: The last stage of the layout process is referred to as the mechanicals stage.

Mechanicals are also called the keyline or paste-up. The mechanicals are carefully prepared

paste-ups of the exact components of an advertisement, prepared specifically for the printer.

Computers have changed the process of preparing mechanicalsart directors can communicate via

computerized files with printers, often eliminating the need to photograph the final layout.

4. Production in Print Advertising

4.1.The Print Production Schedule

Print media will have specifications regarding how far in advance and in what form an ad

must be received to appear in print. The deadline for receipt of an ad is referred to as the
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closing date. Closing dates for newspapers can be one or two days. For magazines, the

closing date may be months ahead of publication.

4.2.Print Production Processes

Seven major processes can be used in print production. Depending on the medium

(newspaper, magazine, direct mail, or specialty advertising), the length of the print run

(quantity), the type of paper being used, and the quality desired in reproduction:

 Letterpress is the oldest and most versatile method of printing. Text and images are

printed from a plate or mat. Letterpress production is capable of high-quality color reproduction

when high-quality paper is used.

 Offset lithography is a process that prints from a flat, chemically treated surface that

attracts ink to the areas to be printed and repels ink from other areas. The inked image is then

transferred to a rubber blanket on a roller, and from this roller the impression is carried to paper.

 Gravure is a print production method that also uses a plate or mat. It is excellent for

reproducing pictures, but the high costs associated with plate making limits its use to large-

quantity production runs. Gravure printing is often used for Sunday newspaper supplements and

magazine sections.

 Flexography also uses a rubber blanket to transfer images to paper. It differs from offset

in that the process uses water-based ink and printing can be done on any surface. Many

newspapers have started to use flexography because the image tends to be sharper and less ink

rubs off on the reader.

 Electronic, laser, and inkjet printing uses computers, electronics, electrostatics, and

special toners and inks to produce images. These are plateless printing processes in which

images are stored in digital form in computers. One application of inkjet printing is the printing

of subscribers names and addresses on magazines. Time and Fortune are two prominent

publications that use inkjet printing for this purpose.

 Computer print production uses computerized typesetting combined with digitized art and

fiber-optic communication. Computers are used to set type, digitize artwork into pages, and send

pages via electronic file transfer to printing facilities. This process has greatly speeded up the

proofing process.
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5. Production Process in Television Advertising

The television production process can best be understood by identifying the activities that take

place before, during, and after the actual production of an ad. These stages are referred to as

preproduction, production, and postproduction.

5.1.Preproduction

The preproduction stage is that part of the television production process in which the

advertiser and the agency (or in-house agency staff) work out the details of how the creative

planning can best be brought to life with the opportunities offered by television.

 Storyboard and Script Approval. A storyboard is a frame-by-frame sketch depicting, in

sequence, the visual scenes and copy that will be used in an advertisement. A script is the written

version of an ad; it specifies the coordination of the copy elements with the video scenes.

 Budget Approval. Once there is agreement on the scope and intent of the production as

depicted in the storyboard and script, the advertiser must give budget approval. The producer

works with the creative team and the advertiser to estimate the approximate cost including

production staging, location costs, actors, technical requirements, staffing, and a multitude of

other considerations.

 Assessment of Directors, Editorial Houses, Music Suppliers. An assessment of these

participants must take place early in the preproduction process. Directors develop specializations

and reputations. Choosing the proper director is crucial to the execution of a commercial. A good

director commands a fee anywhere from $5,000 to $20,000 per day and can have a tremendous

effect on the quality and impact of the presentation.

 Similarly, editorial houses and music suppliers (and musicians) have particular expertise

and reputations. In most cases, geographic proximity to the agency facilities is important.

 Review of Bids from Production Houses and Other Suppliers. Production houses and

other suppliers, such as lighting specialists, represent a collection of specialized talent and

provide needed equipment for ad preparation. The expertise in production houses relates to the

technical aspects of filming a commercial.

 Most agencies send out a bid package on a form developed by the agency.
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 Creation of a Production Timetable. The producer will be working on a production

timetable. This timetable projects a realistic schedule for all the preproduction, production, and

postproduction activities.

 Selection of Location, Sets, and Cast. Both the production house and the agency

production team search for appropriate, affordable locations if the commercial is to be shot

outside of a studio setting. Although not every ad uses actors and actresses, when an ad calls for

individuals to perform roles, casting is crucial. Every individual appearing in an ad is, in a very

real sense, a representative of the advertiser.

5.2.Production

The production stage of the process, or the shoot, is where the storyboard and script come to

life and are filmed. Final preparation activities are lighting checks and rehearsals. Lighting,

direction to talent, and other special factors are specified by the director in the script.

A successful shoot depends on the effective management of a large number of diverse

individualscreative performers, highly trained technicians, and skilled laborers. There is a

degree of tension and spontaneity on the set that is a necessary part of the creative process

but must be kept at a manageable level. Part of the tension lies with expense. Daily shooting

expenses, including directors fees, can run $80,000 to $120,000 for just an average

production.

5.3.Postproduction

At postproduction, a host of additional professional talent enters the process. Film editors,

audio technicians, voice-over specialists, and musicians may be contracted.

 Review dailiesscenes shot during the previous days production.

 Editing involves piecing together various scenes or shots of scenes, called takes, to bring

about the desired visual effect.

 Scratch track, which is a rough approximation of the musical score using only a piano

and vocalists.
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 The rough cut is an assembly of the best scenes from the shoot edited together using the

quick and precise access afforded by digital technology. Using the offline AVID computer on the

digitized rough cut, various technical aspects of the look of a commercial can be refinedcolor

alterations and background images.

 Online editing involves transferring the finalized rough cut on to 1-inch videotape, which

is on-air quality suitable for media transmission.

6. Production Options for Television

 Film (typically 35 mm) is the most versatile medium and produces the highest quality

visual impression. It is, however, the most expensive medium for production and is also the most

time-consuming.

 Videotape is not as popular among directors or advertisers. Tape has far fewer lines of

resolution, and some say videotape results in a flatter image than film. Its visual impressions are

more stark, have less depth, and less color intensity. The obvious advantages of videotapeits

lower costs, no need to process before viewing, and its flexibility.

 Digital video (DV) the advantages of DV may make film extinct eventually; infomercials

are currently using videotape as the medium of choice.

 Live production can result in realism and capturing spontaneous reactions and events.

The loss of control in live settings threatens the carefully worked out objectives for a

commercial.

 Animation (and the variation known as Claymation) is the use of drawn figures and

scenes (like cartoons) to produce a commercial. The graphics capabilities of large capacity

computers make futuristic, eye-catching animation ads an easy alternative.

 Still production is a technique whereby a series of photographs or slides is filmed and

edited so that the resulting ad appears to have movement and action.
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: Media Strategy And Planning For Advertising And Ibp

Topic Objective:

1. Media Planning: Although many important changes are taking place in the advertising

industry, the components of the media-planning process remain essentially the same. A

media plan specifies the media vehicles that will be used to deliver the advertisers message.

Developing a media plan entails setting objectives such as effective reach and frequency and

determining strategies to achieve those objectives. Media planners use several quantitative

indicators, such as CPM and CPRP, to help them judge the efficiency of prospective media

choices. The media-planning process culminates in the scheduling and purchase of a mix of

media vehicles expected to deliver the advertisers message to specific target audiences at

precisely the right time to affect their consumption decisions. Although media planning is a

methodical process, it cannot be reduced to computer decision-making models and statistical

measurements; data quality and human and personal factors prohibit media planning from

being an exact science.

2. Real Deals In Media Planning: In the real ad and IBP world, there is an illusion of

precision because of all the numbers used. In reality, there is a lot of slop in the media

measurement system. Data quality is just not all that great. They are good enough for some

purposes, but dont be fooled into thinking numbers equal truth. Not so. Bad measurement is

still bad measurement no matter how many computers crunch the data. Also, a lot of real-

world media planning comes from ads for advertisers. Media planners are the target market

of lots of ads for lots of media outlets. And never forget the power of the media lunch: the

free lunch or cocktail party hosted by your friendly media rep. Thats how a lot of media get

planned. Truth.

3. Contemporary Media Planning Environment: You should know the particular

measurement demands and essential terms of Internet media. You should also know the

importance of share-of-voice calculations; they allow you to see, across all kinds of

contemporary media, what percentage of your brands spending is of the total category, and
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they provide quick and easy competitive comparisons. You should also understand that

standard practice these days involves the uses of computer-media models that optimize media

schedules for the most mathematically cost-efficient media buy. This should be used as a

tool, but not a substitute for media strategy. You should also understand that the growing

category of interactive media demands special attention from media planners and will

probably make traditional media less important over time. You should also know that more

and more media buys are made by a stand-alone media buying company.

4. IBPs impact on media planning: You should know that there is the very real possibility of a

continued decline in advertisings reliance on traditional media. IBP efforts that rely on

database efforts are very attractive due to their highly selective targeting and measured

response. Its also true that better and better measures of advertising effectiveness will be

required with more reliance on IBP. To work in the contemporary ad and IBP environment,

you will have to know a lot about a much wider array of media. Furthermore, central control

of these far-flung promotional efforts is a must. Things can really get away from you in this

new environment.

Key Points:

1. Media-Planning Process

The broad range of media options demands attention to detail in the media-planning process.

Some basic terminology will help students at the outset:

 A media plan specifies the media in which advertising messages will be placed to reach

the desired target audience.

 A media class is a broad category of media, such as television, radio, or newspapers.

 A media vehicle is a particular option for placement within a media class.

 The media mix is the blend of different media that will be used to effectively reach the

target audience.
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2. Media Strategies

 Reach the target audience: The definition of a target audience can be demographic,

geographic, or based on lifestyle or attitude dimensions. Media research organizations can

provide detailed information on the media habits and purchase behaviors of target audiences.

 Single-source tracking services are also available that offer information not just on

demographics but also on brands, purchase size, purchase frequency, prices paid, and media

exposure.

 Geographic scope: This is a relatively easy objective to set. Media planners merely need

to identify media that cover the same geographic area as the advertisers distribution system.

Competitors spending can complicate the strategy a bit. Geo-targeting is the placement of ads in

geographic regions where higher purchase opportunities for a brand are possible.

 Message weight: Message weight is the gross number of advertising messages delivered

by a vehicle in a schedule. Unduplicated audience measurement, known as reach, is discussed in

the next section dealing with media strategies. Message weight is typically expressed in terms of

gross impressions. Gross impressions represent the sum of exposures to all the media placement

in a media plan. (Of course, when we say exposures, we really mean opportunities to be

exposed.)

3. Reach and Frequency

Reach refers to the number of people or households in a target audience that will be exposed to a

media vehicle or schedule at least one time during a given measurement period. Frequency is the

average number of times an individual or household within a target audience is exposed to a

media vehicle in a given period of time (typically a week or a month).

Two other important concepts are effective frequency and effective reach. Effective frequency is

the number of times a target audience needs to be exposed to a message before the objectives of

the advertiser are met. Effective reach is the number or percentage of consumers in the target

audience that is exposed to an ad some minimum number of times, again, to achieve advertiser

objectives.
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4. Length or Size of Advertisements

The decision about the length or size of an advertisement depends on the creative requirements

for the ad, the media budget, and the competitive environment within which the ad is running.

 From a creative standpoint, ads attempting to develop an image for a brand on TV may

need to be longer.

 Some research shows increase in recognition of print ads with increasing image size this

is referred to as the square root law the recognition of print ads increase with the square of the

illustration.

 From a competitive perspective, matching a competitors presence with messages of

similar size or length may be needed to maintain share of mind in a target audience.

 The length or size of the ad is a judgment that has to be made by the creative team and

the media planner.

5. Computer Media-Planning Models

The explosion of available data on markets and consumers has motivated media planners to rely

more on electronic databases, computers, and software in the media planning effort.

 The Audit Bureau of Circulations offer databases (and the software to analyze them) that

contain information in identifying target audiences, estimating media costs, and analyzing

competitors spending.

 The various syndicated services do not, however, offer standardized information that is

comparable across media categories. This is where specialized software houses like Interactive

Market Systems (IMS) and Telmar Information Services offer assistance.

 Computer modeling does allow for the assessment of a wide range of possibilities before

making costly media buys. However, the models do not substitute for planning and judgment by

media strategists.

6. Media Choice and Integrated Brand Promotions

A final complicating factor in the media environment is that more firms are adopting an

integrated brand promotion perspective, which relies on a broader range of promotion tools.

Promotional options such as event sponsorship, direct marketing, sales promotion, and public

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

94
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



relations are drawing many firms away from traditional mass media advertising. Some of the

more significant implications for media planning to achieve IBP are as follows:

 The reliance on mass media will be reduced as more highly targeted media are integrated

into media plans. Database marketing programs tightly focus efforts using direct marketing and

interactive media options.

 More precise media impact data, not just media exposure data, will be needed to compare

media alternatives. Advertisers will be looking for proof that consumers exposed to a particular

medium are buyers, not just prospects.

 Media planners will need to know much more about a broader range of communication

tools: event sponsorship, interactive media, direct marketing, and public relations.

 Central control will be necessary for synergistic, seamless communication. It is still

unclear who will provide this central controlthe advertiser, the advertising agency, the

copywriter, or the media planner.

: Media Planning: Print, Television, And Radio

Topic Objective:

1. Magazines: Three important magazine categories are consumer, business, and farm

publications. Because of their specific editorial content, magazines can be effective in

attracting distinctive groups of readers with common interests. Thus, magazines can be

superb tools for reaching specific market segments. Also, magazines facilitate a wide range

of creative executions. Of course, the selectivity advantage turns into a disadvantage for

advertisers trying to achieve high reach levels. Costs of magazine ad space can vary

dramatically because of the wide array of circulation levels achieved by different types of

magazines.
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2. Television: The four basic forms of television are network, cable, syndicated, and local

television. Televisions principal advantage is obvious: Because it allows for almost limitless

possibilities in creative execution, it can be an extraordinary tool for affecting consumers

perceptions of a brand. Also, it can be an efficient device for reaching huge audiences;

however, the absolute costs for reaching these audiences can be staggering. Lack of audience

interest and involvement certainly limit the effectiveness of commercials in this medium, and

digital devices like TiVo that allow the viewer to skip commercials make TV advertising

nonexistent for many. The three ways that advertisers can buy time are through sponsorship,

participation, and spot advertising. As with any medium, advertising rates will vary as a

function of the size and composition of the audience that is watchingyet audience

measurement for television is not an exact science and its methods are often disputed.

3. Radio: Advertisers can choose from three basic types of radio advertising: local spot,

network radio, or national spot advertising. Radio can be a cost-effective medium, and

because of the wide diversity in radio programming, it can be an excellent tool for reaching

well-defined audiences. Poor listener attentiveness is problematic with radio, and the audio-

only format places obvious constraints on creative execution. Satellite radio, which is

subscriber-based, does away with advertising entirely on its music stations. Radio ad rates

are driven by considerations such as the average number of listeners tuned to a station at

specific times throughout the day. Buying and placing ads for radio is becoming easier due to

ever-increasing consolidation in the industry.

Key Points:

1. Newspapers

Newspaper is the medium that is most accessible to the widest range of advertisers.

1.1.Advantages of Newspapers

Newspapers reach more than 50 percent of U.S. households, representing more than 150

million adults. Key advantages of newspapers

are:

 Geographic selectivity.
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 Timeliness. Newspapers have short closing times to take advantage of short-term events.

 Creative opportunities. Because the newspaper page offers a large and relatively

inexpensive format, there is the opportunity to provide a lot of information to the target audience

at relatively low cost.

 Credibility. If its in print it must be true.

 Audience interest. Many readers buy the newspaper specifically to see whats on sale in

the local area, making it an ideal environment for local merchants.

 Cost. Both in terms of production and space, newspapers offer a low-cost alternative.

1.2.Disadvantages of Newspaper

 Limited segmentation. Newspapers can achieve good geographic selectivity, but the

ability to target a specific audience ends there. Circulation cuts across too broad an economic,

social, and demographic audience to allow the isolation of specific targets.

 Creative constraints. Newspapers have poor reproduction quality. Newspapers are also a

one-dimensional mediumno sound, no action.

 Cluttered environment. Newspapers are filled with headlines, subheads, photos, and

announcementsnot to mention news storiesa terribly cluttered environment for an advertisement.

 Short life. In most homes, newspapers are read quickly and then discarded.

1.3.Types of Newspapers

 Target audience. Newspapers can be classified by the target audience they reach. The

three primary types of newspapers serving different target audiences are:

o general population newspapers,

o business newspapers,

o ethnic newspapers.

o We must provide service intimacy

o In addition, gay and lesbian newspapers and alternative press newspapers exist.

 Geographic coverage. Most newspapers are distributed in a relatively small geographic

areaeither a large metropolitan area or a state. A few newspapers in the United States are national

newspapers. USA Today was, from its inception, designed to be distributed nationally.
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 Frequency of publication. The majority of newspapers in the United States are called

dailies because they are published each day of the week, including Sunday. There are a smaller

number of weeklies that tend to serve smaller towns or rural communities.

1.4.Categories of Newspaper Advertising

 Display advertising. Display advertising includes the standard components of a print

adheadline, body copy, and often an illustrationto set it off from the news content of the paper.

An important form of display advertising is co-op advertisinga manufacturer pays part of the

media bill when a local merchant features the manufacturers brand in advertising.

 Inserts. There are two types of insert advertisements. A preprinted insert is an

advertisement delivered to the newspaper fully printed and ready for insertion into the

newspaper. A free-standing insert (FSI) contains cents-off coupons for a variety of products and

is typically delivered with Sunday newspapers.

 Classified advertising. Classified advertising is newspaper advertising that appears as all-

copy messages under categories such as sporting goods, employment, and automobiles. The IBP

box on page 528 discusses the impact the Web will have on classified advertising. To date, the

Web has not swallowed up classified dollars.

1.5.Measuring Newspaper Audiences

 Circulation is the number of newspapers distributed each day (for daily newspapers) or

each week (for weekly publications). Paid circulation reports the number of copies sold through

subscriptions and newsstand distribution. Controlled circulation refers to the number of copies of

the newspaper given away free.

 Readership is a measure of the circulation multiplied by the number of readers of a copy.

1.6.The Future of Newspapers

To survive as a viable advertising medium, newspapers will have to evolve with the demands

of both audiences and advertisers:

o Continue to provide in-depth coverage of issues that focus on the local

community

o Increase coverage of national and international news
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o Provide follow-up reports of news stories

o Maintain and expand their role as the best local source for consumers to find

specific information on advertised product features, availability, and prices

o Provide the option of shopping through an online newspaper computer service

(provide E-Bay like auctions)

2. Magazines

2.1.Advantages of Magazines

Their many advantages lead analysts to conclude that magazines are superior even to

broadcast media alternatives.

 Audience selectivity. The overwhelming advantage of magazines relative to other

mediaprints or broadcastis the ability to target a highly selective audience. This selectivity can be

based on demographics (Womans Day), lifestyle (Muscle & Fitness), or special interests

(Mountain Biking).

 Audience interest. Magazines attract an audience because of content, which has the

advantage of voluntary exposure to the advertising.

 Creative opportunities. Magazines offer a wide range of creative opportunitiessize of an

ad, use of color, use of white space, and special features like fold-out and pop-up ads.

 Long life. Magazines offer multiple exposure and pass-along readership.

2.2.Disadvantages of Magazines

 Limited reach and frequency. The selectivity of targeting can be a disadvantage in that a

relatively small market will be reached. And, many magazines only publish once a month.

 Clutter. Clutter occurs both within a magazine and within a magazine genre as more new

magazines are issued.

 Long lead times. Advertisers are required to submit their ads as much as 90 days in

advance.

 Cost. The cost for a single insertion can be prohibitive. For magazines with a large

circulation, like Modern Maturity and Good Housekeeping, the cost for a one-time four-color ad

runs from $100,000 to about $250,000.
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2.3.Measuring Magazine Audiences

Most magazines base their published advertising rates on guaranteed circulation, which is a

stated minimum number of copies of a particular issue that will be delivered to readers. In

addition, publishers estimate pass-along readership, which is an additional number of people,

other than the original readers, who may see a publication.

2.4.The Future of Magazines

Currently, revenues and ad pages are up, and advertisers are finding the advantages of

magazines well suited to their current needs.

 Magazines will, like other media, have to determine how to adapt to new media options.

In the late 1990s, there was a rush to online magazines often called digizines. Neither readers nor

advertisers were pleased with the format and most digital online versions of magazines are gone.

 Mergers and acquisitions have been common in the magazine industry lately. Buyers are

looking for economies of scale and new media outlets.

3. Television

3.1.Advantages of Television

 Creative opportunities. The overriding advantage of television compared to other media

is, of course, the ability to send a message using both sight and sound.

 Coverage, reach, and repetition. Television reaches more than 98 percent of all

households in the United States. These households represent every demographic, economic, and

ethnic segment in the United States, which allows advertisers to achieve broad reach. No other

medium allows an advertiser to repeat a message as frequently as television.

 Cost per contact. For advertisers that sell to broadly defined mass markets, television

offers a cost-effective way to reach millions of members of a target audience.

 Audience selectivity. Programmers are doing a better job of developing shows that attract

well-defined target audiences. Narrowcasting is the development and delivery of specialized

programming to well-defined audiences. Cable television is far and away the most selective of

the television options.
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3.2.Disadvantages of Television

 High absolute cost: The average cost of airtime for a single 30-second television spot

during prime time is just over $200,000 in 2003. The average cost of producing a 30-second

television spot is around $200,000 with popular shows such as ER commanding $404,000 for a

30-second spot.

 Poor audience attitude and attentiveness

 DVR/TiVo provides viewers yet another way to avoid ads altogether.

 Clutter: The major television networks run about 15 minutes of advertising during each

hour of prime-time programming, and cable broadcasts carry about 14 minutes of advertising per

hour. Consumers feel this is too much, with 65 percent of survey viewers feeling they are

bombarded with too much advertising.

3.3.The Future of Television

First, the emerging interactive era will undoubtedly affect television as an advertising

medium. The other major change that will affect the future of television is emerging

transmission technology. Direct broadcast satellite (DBS) is a program delivery system

whereby television (and radio) programs are sent directly from a satellite to homes equipped

with small receiving dishes. This transmission offers the prospect of hundreds of different

channels. High-definition television (HDTV) promises to offer consumers much better

quality audio and video. Consolidation is a huge issue in television. Comcast did not end up

owning Disneybut they tried. Giant media organizations like Clear Channel, Comcast,

Disney, GE, and Time Warner are likely to continue to try to gain control of more broadcast

properties.

4. Radio

4.1.Advantages of Radio

 Cost. From both a cost-per-contact and absolute-cost basis, radio is often the most cost-

effective medium for an advertiser.

 Reach and frequency. Radio has the widest exposure of any medium. The low cost of

radio time gives advertisers the opportunity to repeat messages frequently and affordably.
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 Target audience selectivity. Radio can selectively target audiences on a geographic,

demographic, and psychographic basis. The narrow transmission of local radio stations gives

advertisers the best opportunity to reach narrowly defined geographic audiences.

 Flexibility and timeliness. Radio is the most flexible medium because of very short

closing periods for submitting an ad.

 Creative opportunities. Recall that radio has been described as the theater of the mind.

4.2.Disadvantages of Radio

 Poor audience attentiveness. Remember also that radio has also been described as verbal

wallpaper. It provides a comfortable background distraction.

 Creative limitations. Although the theater of the mind may be a wonderful creative

opportunity, the audio-only nature of radio communication is a tremendous creative compromise.

 Fragmented audiences. A large number of stations try to attract the same audience in a

market. This fragmentation means that the percentage of listeners tuned to any one station is

likely very small.

 Chaotic buying procedures. Because national networks and syndicated broadcasts do not

reach every geographic market, an advertiser has to buy time in individual markets station by

station.

4.3.Measuring Radio Audiences

Several specific measures are used:

 Average quarter-hour persons: The average number of listeners tuned to a station during

a specified 15-minute segment of a daypart.

 Average quarter-hour share: The percentage of the total radio audience that was listening

to a radio station during a specified quarter-hour daypart.

 Average quarter-hour rating: The audience during a quarter-hour daypart expressed as a

percentage of the population of the measurement area. This provides an estimate of the

popularity of each station in an area.

 Cume: The cumulative audience, the total number of different people who listen to a

station for at least 5 minutes in a quarter-hour period within a specified daypart. Cume is the best

estimate of the reach of a station.
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4.4.The Future of Radio

Three areas to watch are subscription satellite radio, emerging technologies (Internet radio),

and like television, consolidation.

: Media Planning: Advertising And Ibp On The Internet

Topic Objective:

1. Advertising And Promotion Messages: E-mail allows users to communicate as much as

they do using standard mail. People who wish to discuss specific topics through the Internet

often join electronic mailing lists. Thousands of mailing lists are available on an incredible

variety of topics. A message sent to the lists e-mail address is then re-sent to everybody on

the mailing list. Usenet is a collection of discussion groups in cyberspace. People can read

messages pertaining to a given topic, post new messages, and answer messages. The World

Wide Web (WWW) is the web of information available to most Internet users, and its

graphical environment makes navigation simple and exciting. Of all the options available for

Internet marketers, the WWW holds the greatest potential as an advertising medium.

2. Types of Search Engines: In a hierarchical search engine, such as Yahoo!, all sites fit into

categories. Collection search engines, such as AltaVista, use a spider, which is an automated

program that crawls around the Web and collects information. With a concept search engine,

a concept rather than a word or phrase is the basis for the search. The top sites that match the

concept are listed in order after a search. The newest technique, robot search engines,

employs robots (bots) to do the legwork for the consumer by roaming the Internet in search

of information fitting certain user-specified criteria. A portal is a starting point or gateway for

Web access and search. Companies like Google and Yahoo! seek to become the most popular

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

103
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



gateways to the Web, especially as trends such as WiFi, paid search, and blogs stimulate

higher Internet usage and make the medium more profitable for advertising.

3. Advertising Options: The Internets unique advantages and abilities make it an attractive

option for advertisers, and there are several ways to place advertising messages on the Web.

Banner ads are paid placements of advertising on other sites that contain editorial material.

Sponsorship allows advertisers to have their brands associated with popular Web sites. A

pop-up/pop-under ad is an Internet advertisement that appears as a Web site page is loading

or after a page has loaded. E-mail can be used to customize a message for thousands or even

millions of receivers. Streaming video and audio enables advertisers to insert TV- and radio-

like ads into highly interactive content. A corporate home page is a Web site where a

marketer provides current and potential customers information about the firm in great detail.

A variation on the corporate Web site is the virtual mall, which is a gateway to a group of

Internet storefronts that provide access to mall sites by simply clicking on a category of store.

4. World Wide Web Issues: There are three key issues to successfully establishing and

maintaining a site on the World Wide Web: getting surfers to come back by creating a sticky

site; purchasing keywords and developing a domain name; and promoting the Web site.

Key Points:

1. World Wide Web

The World Wide Web (WWW) is a universal database of information available to most Internet

users, and its graphical environment makes navigation simple and exciting.

 Of all the options available for Internet advertisers, the WWW holds the greatest

potential.

 It supports detailed and full-color graphics, audio transmission, the delivery of in-depth

messages, 24-hour availability, and two-way information exchanges between the advertiser and

customer.
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2. Surfing the World Wide Web

By using software such as Netscape, consumers can input addresses of Web sites they wish to

visit and directly access information. However, the Web is a library with no card catalog. There

is no central authority that lists where specific sites are located. This condition leads to

surfinggliding from home page to home page.

To use a search engine, a user types in a few keywords, and the search engine then finds all sites

that correlate with the keywords. There are four distinct styles of search engines: hierarchical,

collection, concept, and robot. There are also Web community sites and mega-search engines

(like Yahoo! and Alta Vista) called portals.

 Hierarchical Search Engines: A search engine built on a hierarchical, subject-oriented

guide operates by fitting sites into a certain category. For example, Nike is indexed as Business

and Economy/Shaping and Services/Apparel/Footwear/Athletic Shoes/Brand Names. Although

hierarchical sites like Yahoo! are great for doing general searches, they do have some significant

limitations. Yahoo! does not actually perform a search of the Web for sites, but only contains

sites that users tell it about. Because of this, Yahoo! omits a significant portion of the vast

information available on the Web.

 Collection Search Engines: This second type of search engine uses a spider, an automated

program that crawls around the Web and collects information. With AltaVista, a person can

perform a text search with access to approximately 10 billion words.

 Concept Search Engines: The newest technique in search engines is a concept search

service, such as Excite. Here a concept rather than a word or phrase is the basis for the search.

The % key gives the user an idea of how close a particular site is to his or her concepts. This is a

very efficient way of searching, producing more focused results than AltaVista.

 Robot Search Engines: Referred to as bots, this type of search process roams the Internet

in search of information fitting user-specified criteria. User can deploy a bot to continuously

update travel or auto availability, for example. Travelocity is an example of a bot.

 Portals: Some search engines like Yahoo! and Lycos are becoming portalsstarting points

for Internet exploring. In addition to providing its own content, a portal serves as a well-

organized entrance to the Web. Portals are benefiting from ever-expanding networks of WiFi hot

spots that provide consumers wireless access to the Web.
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 Paid Search: Paid search is the process by which companies pay Web search engines and

portals to place ads in or near relevant search results from a surfers search. Paid search has

grown astronomically and is expected to reach $8 billion by 2008. The catalyst for growth in

paid search has been the success of Google.

 Personal Web Sites and Blogs: Many people have created their own Web pages that list

their favorite sites. Similarly, a blog, a short form for Weblog, is a personal journal that is

frequently updated and intended for public access and accessible at a personal Web site. Topics

include brief philosophical musings, favorite hobbies and music, political leanings, commentary

on Internet and other social issues, and links to other sites the author favors.

3. Advertising on the Internet

In 1995, $54.7 million was spent on advertising on the Web. By 1998 that number had grown to

about $2 billion and by 2003 that had risen to $7.25 billion. Although this is a phenomenal

growth rate, we have to keep our perspective. Because about $250 billion was spent on

traditional major media, Web advertising only amounts to 3 percent of all advertising in the U.S.

and less than 1 percent of all promotion dollars.

3.1.Advantages of Internet Advertising

 Target Market Selectivity. The Web offers advertisers a new and precise way to target

segments. Marketers can target based on interests, geographic regions, time of day, computer

platform, or browser.

 Tracking. The Internet allows tracking of consumers movements in ways that are not

available in traditional media.

 3. Deliverability and Flexibility. Online advertising can be delivered 24 hours a day, 7

days a week. In addition, advertising can be tracked, changed, or replaced almost immediately.

 Interactivity. The Internet can engage consumers in ways that are not possible in

traditional media. A click-through is a measure of the number of page elements that have

actually been requested.

 Cost. The cost per thousand is still relatively high on the Internet compared with radio or

television. However, the cost of advertising on the Web compares favorably with magazines,

newspapers, and direct marketing.
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 Integration. Web advertising can be easily integrated with other forms of promotion. The

Web is one of the easiest components to integrate in the IBP process due to deliverability and

flexibility.

3.2.Types of Web Advertising

There are many ways for advertisers to post advertising messages on the Web.

 Banner Ads: Banner ads are paid placements on other sites that contain editorial material.

An additional feature of banner ads is that consumers not only see the ad but also can make a

quick trip to the advertisers home page by clicking on the ad. A new variation of the banner ad is

the skyscraper, or a skinny banner ad. The key is to catch peoples attention and entice them to

visit the marketers home page and stay for awhile.

 Sponsorship. Sponsorship occurs when a firm pays to maintain a section of a site. In

some instances, a firm may also provide content for a site along with sponsorship.

 Pop-Up/Pop-Under Ads. A pop-up ad is an Internet advertisement that appears on a Web

site page as it is loading or after it has loaded. Pop-ups open another window and they are not

popular with the majority of Web users. Pop-under ads are ads that are present under the Web

users active screen and are visible only once the surfer leaves the original Web site.

 E-mail communication. Through e-mail marketers can send messages to millions of

receivers. When users agree to receive e-mail messages from markets this is called permission

marketing. Permission marketing is well received by consumers, where spamming is not.

Consumers may market to one another over the Internet; this form of word of mouth

communication is called viral marketing.

 Streaming Video and Audio. This is the process of inserting TV- and radio-like ads into

music and video clips sent to Web users as they visit content networks. This approach delivers

high click-through rates.

 Corporate Home Pages. The Saturn site shown in Exhibit 16.16 is an example of a

corporate home page that focuses on the Saturn Corporation and its products. The Saturn site lets

people find out about the line of Saturn cars, pricing, specifications, and the closest dealers. This

product-oriented site also makes it possible for consumers to request brochures and communicate

their comments and questions to the Saturn Corporation.
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 Virtual Malls. A virtual mall is a gateway to a group of Internet storefronts that provide

access to mall sites by simply clicking on a storefront. The advantage of malls for an advertiser is

the opportunity to attract browsers to its site, much like the way window shopping works in the

physical world.

4. Establishing a Site on the World Wide Web

Setting up a Web site can be done quite easily; setting up a commercially viable one is a lot

harder and a lot more expensive. The top commercial sites today cost $1 million to develop,

about $4.9 million to launch, and $500,000 to a million a year to maintain.

There are actually some inexpensive ways of setting up a Web site and finding hosts to maintain

it for small- and medium-sized businesses. Firms like 1&1 can provide a full range of services

for the small business at a low cost. Key issues in setting up and succeeding with a Web site

include:

4.1.Getting Surfers to Come Back

For advertisers, getting people to come back to their site is a primary concern. A site with

pages showing the product and its specifications may have no appeal after a single visit.

When a site is able to attract people to come back often, it is called a sticky site. These sites

have features that are appealing after the first visit; they are engaging and interactive. Sites

that get surfers to come back are often referred to as rational branding, where the Web site

has unique information that justifies visiting the site. An important component of a good site

is multiple navigational tools.

4.2.Purchasing Keywords and Developing Domain Names

Online search engines such as Yahoo! sell keywords. If a keyword has been purchased by an

advertiser, when users select that word for a search, the advertisers banner ad will appear.

Keyword sponsorship on Google costs five cents per impression ($50 CPM).

A domain name is the unique URL through which a Web location is established. For large

corporations their domain name is the company name, like Sony or The Gap, but for smaller

firms the domain name is a dilemma.
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There are now seven new top-level domain names. Until late 2004, there were only five

(.com, .edu, .org, .gov and .net). New names like .tv and .us were introduced to relieve

pressure on the original TDLs.

4.3.Promoting Web Sites

Building a Web site is only the first step; the next is promoting it.

 There are several firms that specialize in promoting Web sites.

 The quickest and most effective route is to notify appropriate Usenet groups. The other

key method is to register the site with search engines such as Yahoo! and AltaVista.

 Other places to register are with the growing Yellow Pages on the Internet

and with appropriate user groups.

 It is also important to send out press releases to Internet news sites. E-mail as a form of

direct mail is another method to promote the site.

 A well-placed address for a Web site in a conventional printed or television broadcast ad

can draw considerable business.

5. Security and Privacy Issues

5.1.Corporate Security

Any Web user can download text, images, and graphics from the World Wide Web. Although

advertisers place trademark and copyright disclaimers on their online displays, advertisers on

the Web have to be willing to accept the consequence that their trademarks and logos can be

copied without authorization. Currently, there is no viable policing of this practice by users.

5.2. Consumer Privacy

There are various issues regarding consumer privacy and the Internet.

 Asking consumers to register for a site typically results in lost user visits.

 A cookie is a coded identifier that is downloaded to the visitors computer. A cookie

allows an Internet server to keep track of a visitor throughout the visit and collect other data. A

user is typically unaware of a downloaded cookie.

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

109
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 The center of the debate is the Web research and profiling company DoubleClick. They

are in the business of helping Web companies identify and understand consumer groups to better

developing and target marketing efforts. This form of profiling is controversial.

 The Coalition for Advertising Supported Information & Entertainment (CASIE) has

suggested five goals for advertisers:

o Consumers should be educated about electronic marketing.

o Marketers should clearly identify themselves in electronic communications.

o Marketers should respect the privacy of personal information.

o Consumers should be informed if personal information will be shared with others.

6. Future of Advertising and IBP on the Internet

From a technological standpoint, two technologies, wireless communication and Web-launched

video, will have the biggest impact.

The aol/Time Warner merger in 2001 signaled the future direction for the Web and Web

advertising. Time Warner brought to this merger all of its movie studio properties as well as an

emerging Internet movie business and digital delivery of Warner Bros. movies on demand. Time

Warner also has Time Warner cable television. What aol brought to the merger, of course, was

aols online services, including Netscape, CompuServe, MovieFone, and Instant Messenger. Now

another media giant, InterActiveCorp is putting together a conglomerate of Internet companies

that can promote and sell each others products.

Advertisers and advertising agencies are preparing for new opportunities with broadcast Web.

For example, Sears, Roebuck and Forbes have tested new technology that can instantly connect

TV sets to specific Internet sites. With this technology, TV watchers can click on an icon during

a television program and be connected to Web sites pertaining to the nature of the

programmingsports, entertainment, news, and so forth.
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In Section 5 of this course you will cover these topics:
Support Media, Event Sponsorship, And Branded Entertainment

Sales Promotion And Point-Of-Purchase Advertising

Direct Marketing

Public Relations And Corporate 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.

: Support Media, Event Sponsorship, And Branded Entertainment

Topic Objective:

1. Event Sponsorship: The list of companies sponsoring events grows with each passing year,

and the events include a wide variety of activities. Of these various activities, sports attract

the most sponsorship dollars. Sponsorship can help in building brand familiarity; it can

promote brand loyalty by connecting a brand with powerful emotional experiences; and in

most instances, it allows a marketer to reach a well-defined target audience. Events can also

facilitate face-to-face contacts with key customers and present opportunities to distribute

product samples, sell premiums, and conduct consumer surveys.

2. Building a Brand: Brand builders want to connect with consumers, and to do so they are

connecting with the entertainment business. While not everyone can afford a NASCAR

sponsorship, in many ways NASCAR sets the standard for celebrating brands in an

entertaining setting. Product placements in films, TV shows, and video games are becoming

more common. However, the rush to participate in branded entertainment ventures raises the
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risk of oversaturation and consumer backlash, or at least consumer apathy. As with any tool,

while it is new and fresh, good things happen. When it gets old and stale, advertisers will turn

to the next big thing.

3. Brand Promotion: The tremendous variety of media options we have seen thus far

represents a monumental challenge for an advertiser who wishes to speak to a customer with

a single voice. Achieving this single voice is critical for breaking through the clutter of the

modern advertising environment. However, the functional specialists required for working in

the various media have their own biases and subgoals that can get in the way of integration.

We will return to this issue in subsequent chapters as we explore other options available to

marketers in their quest to win customers.

Key Points:

1. Traditional Support Media

Traditional support media include outdoor signage and billboard advertising, transit and aerial

advertising, and directory advertising. Support media are used to reinforce a message being

delivered by some other media vehicle. They can be especially productive when used to deliver a

message near the time or place where consumers are actually contemplating product selections.

2. Event Sponsorship

The traditional broadcast media continue to become fragmented and consumers are distracted

when they use these media. Many marketers use event sponsorship to get closer to their

customers. Event sponsorship provides opportunities to tie in the additional tools of sales

promotions and public relations.

3. Appeal of Event Sponsorship

Interest is growing in event sponsorship because many companies are finding ways to measure

the effectiveness of their sponsorship dollars.
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 John Hancock employees scoured magazines and newspapers for articles about a

sponsored college bowl game to determine name exposure in print media. They also counted the

number of times the John Hancock name was mentioned during the television broadcast of the

game, along with the name exposure in pre-game promos. Hancock executives estimated that

they received the equivalent of $5.1 million in advertising exposure for their $1.6 million

sponsorship fee.

 Studies conducted with various types of sports fans indicate that fan loyalty can be

converted to sales. Among stock-car racing fans, 70 percent say they often buy the products they

see promoted at the racetrack. For baseball, tennis, and golf, commitment levels run at 58

percent, 52 percent, and 47 percent, respectively.

 Nielsen Media Research is developing a new service called the Sponsorship Scorecard.

Nielsen is testing this new service, which will, among other things, give advertisers a read on the

impact of their signage in sports

stadiums.

Branded Entertainment

Branded entertainment entails embedding ones brand or brand symbols as part of an

entertainment property (e.g., a sporting event, TV show, theme park, short film, movie, or video

game) in an effort to impress and connect with your consumer in a unique and compelling way.

 Product placement is the practice of placing any branded product into the content and

execution of any entertainment product.

 Working collaboratively, agents, marketers, producers, and writers find ways to

incorporate the marketers brand as part of a show. The show can be of any kindmovies, short

films on the Internet, and reality TV. Anywhere and any time people are being entertained; there

is opportunity for branded entertainment.

4. Coordination Challenge

 A critical point about the media explosion needs to be reinforced. Advertisers have a vast

and ever-expanding array of options for delivering messages to their potential customers.

 The keys to success for any IBP campaign are choosing the right set of options to engage

a target segment and then coordinating the placement of messages to ensure coherent and timely

communication.
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 Many factors work against coordination:

o As advertising has become more complex, organizations often become reliant on

functional specialists. Specialists, by definition, focus on their specialty and can lose sight of

what others in the organization are doing.

o Internal competition for budget dollars often leads to rivalries and animosities that

work against coordination.

o Coordination is also complicated because few ad agencies have all the internal

skills necessary to fulfill clients demands for integrated marketing communications.

o Remind students of discussions of IBP in previous chapters: The objective

underlying this coordination is to achieve a synergistic effect. Individual media can work in

isolation, but advertisers get more from their advertising dollars if various media build on one

another and work together.

o The chapters that follow highlight that ever more highly effective promotion

options are available, adding more layers of complexity to the IBP coordination challenge.

: Sales Promotion And Point-Of-Purchase Advertising

Topic Objective:

1. Sales Promotion Techniques: Sales promotions directed at consumers can serve various

goals. For example, they can be employed as means to stimulate trial, repeat, or large-

quantity purchases. They are especially important tools for introducing new brands or for

reacting to a competitors advances. Coupons, price-off deals, phone and gift cards, and

premiums provide obvious incentives for purchase. Contests, sweepstakes, and product

placements can be excellent devices for stimulating brand interest. A variety of sampling

techniques are available to get a product into the hands of the target audience. Rebates and

frequency programs provide rewards for repeat purchase.

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

114
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



2. Sales promotion branding: There are important risks associated with heavy reliance on

sales promotion. Offering constant deals for a brand can erode brand equity, and it may

simply be borrowing sales from a future time period. Constant deals can also create a

customer mindset that leads consumers to abandon a brand as soon as a deal is retracted.

Sales promotions are expensive to administer and fraught with legal complications. Sales

promotions yield their most positive results when carefully integrated with the overall

advertising plan.

3. Point-Of-Purchase Advertising: Point-of-purchase advertising (P-O-P) refers to materials

used in the retail setting to attract shoppers attention to a firms brand, convey primary brand

benefits, or highlight pricing information. The effect of P-O-P can be to reinforce a

consumers brand preference or change a consumers brand choice in the retail setting. P-O-P

displays may also feature price-off deals or other consumer and business sales promotions. A

myriad of displays and presentations are available to marketers. P-O-P materials generally

fall into two categories: short-term promotional displays, which are used for six months or

less, and permanent long-term displays, which are intended to provide point-of-purchase

presentation for more than six months. In trade and business markets, P-O-P displays

encourage retailers to support one manufacturers brand over another; they can also be used to

gain preferred shelf space and exposure in a retail setting.

4. Sales Promotion and Point-Of-Purchase Advertising: One of the coordination problems is

message coordination. Advertising messages, designed to build long-term loyalty, may not

seem to consumers to be totally consistent with the extra-value message of the sales

promotion. This is the classic problem that marketers face in coordinating sales promotion

with an advertising campaign. First, advertising messages tout brand features or emotional

attractions. Then, the next contact a consumer may have with the brand is an insert in the

Sunday paper that touts a price reduction or contest.

Another key in coordination involves media coordination. The success of a sales promotion

depends on the consumer believing that the chance to save money or receive extra quantity of

a product represents enhanced value. If the consumer is not aware of a brand and its features
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and benefits, and does not perceive the brand as a worthy item, then there will be no basis for

perceiving valuediscounted or not. This means that appropriate advertising should precede

price-oriented sales promotions for them to be effective.

Key Points:

1. Sales Promotion

Mass media advertising suffers from having effects that are hard to measure in the short run.

Sales promotion techniques are designed to create measurable short-tem effects on sales.

Formally defined, sales promotion is the use of incentive techniques that create a perception of

greater brand value among consumers or members of the trade channel.

 Consumer-market sales promotion includes coupons, price-off deals, premiums, contests

and sweepstakes, sampling and trial offers, product placements, refunds, rebates, and frequency

programs. All are ways of inducing household consumers to purchase a firms brand rather than a

competitors brand.

 Trade-market sales promotion uses point-of-purchase displays, incentives, allowances,

trade shows, or cooperative advertising as ways of motivating distributors, wholesalers, and

retailers to stock and feature a firms brand in their merchandising programs.

 Business-market sales promotion is designed to cultivate buyers in large corporations

who are making purchasing decisions about a wide array of products. The techniques are similar

to trade-market sales promotions.

2. Importance of Sales Promotion

 Sales promotion expenditures have grown an annual rate of about 4-8 percent, compared

to a 3-5 percent rate for advertising.

 In 2003, the investment by marketers in sales promotions topped $107 billion. Add to that

figure consumer savings by redeeming coupons, and the figure exceeds $150 billion.

 Note that advertising agencies usually do not design sales promotions; there are agencies

that specialize in sales promotions.
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 Effective sales promotions require a big commitment from a firm. Often, as much as 30

percent of brand management time is spent on sales promotions.

3. Growth in the Use of Sales Promotion

Marketers have shifted the emphasis of their promotional spending away from mass media

advertising and toward consumer and trade sales promotions. Currently about 17.5 percent of

promotion budgets are spent on advertising, 54 percent on business and trade promotions, and

28.5 percent on consumer promotions. The reasons for heavy sales promotion investment are:

 Demand for Greater Accountability. When promotional activities are evaluated for their

contribution to sales and profits, it is difficult to draw specific conclusions regarding the effects

of advertising. Conversely, the immediate effects of sales promotions are easy to document.

 Short-Term Orientation. Several factors have created a short-term orientation among

managers. Pressures from stockholders and a bottom-line mentality are two reasons. This being

the case, tactics that can have short-term effects are sought.

 Consumer Response to Promotions. The precision shoppers of the 1990s search for extra

value in every product purchase. Coupons, premiums, price-off deals, and other sales promotions

increase the value of a brand in these shoppers minds.

 Proliferation of Brands. Each year literally thousands of new brands are introduced into

the consumer market. Gaining attention in this blizzard of brands is no easy task. Marketers turn

to sales promotionsproduct placements, contests, coupons, and premiumsto gain some

recognition in a consumers mind and stimulate a trial purchase.

 Increased Power of Retailers. Retailers like Home Depot, The Gap, Toys R Us, and Wal-

Mart now dominate retailing. Because of the lower price component of the retailing

environment, these retailers are demanding more deals from manufacturers. Many of the deals

are delivered as trade-oriented sales promotions.

 Media Clutter. A nagging and traditional problem in the advertising process is clutter.

One way to break through the clutter is to feature a sales promotion in print and broadcast ads.

4. Sales Promotion Directed at Consumers

U.S. consumer-product firms have made a tremendous commitment to sales promotion in their

overall marketing plans.
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 Today nearly 75 percent of spending is allocated to sales promotion for consumer goods.

This is the opposite of 1970, where 70 percent of the budget was allocated to advertising.

 Although the fundamental goal of sales promotion is to generate a sharp increase in short-

term demand, there are some marketing strategists who also believe that proper use of these

techniques can make a long-term contribution.

5. Objectives for Consumer-Market Sales Promotion

 Stimulate trial purchase: A reduced price or offer of a rebate may attract attention and

stimulate trial purchase.

 Stimulate repeat purchases: In-package coupons good for the next purchase, or the

accumulation of points with repeated purchases, can keep consumers loyal to a particular brand.

Frequency points programs encourage repeat purchases as well.

 Stimulate larger purchases: Price reductions or two-for-one sales can motivate consumers

to stock up on a brand, thus allowing firms to reduce inventory or increase cash flow.

 Introduce a new brand: Because sales promotion can attract attention and motivate trial

purchase, it is commonly used for new brand introduction.

 Combat or disrupt competitors strategies: Because sales promotions often motivate

consumers to buy in larger quantities or try new brands, they can be used to disrupt competitors

marketing strategies.

 Contribute to integrated marketing communications: In conjunction with other programs

being carried out by a firm, sales promotion can add yet another type of communication to the

mix by suggesting an additional value, with price reductions, premiums, or the chance to win a

prize.

6. Consumer-Market Sales Promotion Techniques

6.1.Coupons

A coupon entitles a buyer to a reduction in price for a brand. Coupons are the oldest and

most widely used form of sales promotion. Annually, about 350 billion coupons are

distributed to American consumers, with redemption rates ranging from 2 percent for gum

purchases to nearly 45 percent for disposable diaper purchases. Marketers invested $7 billion

in coupons in 2003 as a promotional technique.
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6.2.Advantages of coupons

 A coupon makes it possible to give a discount to a price-sensitive consumer while still

selling the product at full price to other consumers.

 The coupon-redeeming customer is often a competitive-brand user, so the coupon can

induce brand switching.

 A manufacturer can control the timing and distribution of coupons.

 A coupon is an excellent method of stimulating repeat purchases. Once a consumer has

been attracted to a brand, an in-package coupon can induce repeat purchase.

 Coupons can get regular users to trade up within a brand array.

7. Price-Off Deals

A price-off deal offers a consumer cents or even dollars off merchandise at the point of purchase

through specially marked packages. The typical price-off deal is a 10 to 25 percent price

reduction. The reduction is taken from the manufacturers profit margin rather than the retailers.

Price-off promotions can create inventory and pricing problems for retailers. Also, most price-off

deals are snapped up by regular customers, so the retailer doesnt benefit from new business.

8. Premiums and Advertising Specialties

Premiums are items offered free, or at a reduced price, with the purchase of another item. There

are two options.

 A free premium provides consumers with an item at no cost; the item is either included in

the package of a purchased item or mailed to the consumer after proof of purchase is verified.

 A self-liquidating premium requires a consumer to pay most or all of the cost of the

premium. Cigarette brands, like Camel and Marlboro, have their own catalog of items from

which consumers can order brand-logo products.

 Advertising specialties have three key elements: a message, placed on an item, given to

consumers with no obligation. It is estimated that firms spend $14 billion a year on advertising

specialties.
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9. Sampling and Trial Offers

Sampling is a technique designed to provide a consumer with a trial opportunity. Estimates

suggest that consumer-product companies spend $1.5 billion a year on sampling.

 A recent survey shows that consumers are favorable toward sampling, 43 percent

indicating they would switch brands if they liked the sample being offered.

 Six techniques are used: in-store sampling, door-to-door sampling, mail sampling,

newspaper sampling, on-package sampling, and mobile sampling, which is carried out by logo-

emblazoned vehicles that dispense samples, coupons, and premiums to consumers at malls,

shopping centers, fairgrounds, and recreational areas.

 Sampling is useful for new products but should not be limited to new products.

 Trial offers have the same goal as samplingto induce consumer trial use of a brandbut

they are used for more expensive items.

10. Phone and Gift Cards

Phone and gift cards represent a new and increasingly popular form of sales promotion. This

technique is similar to a premium offer, but has enough unique characteristics to warrant a

separate category of sales promotions. The cards are designed to be colorful and memorable.

11. Rebates

The rebate technique has been refined over the years and is now used by a wide variety of

marketers. Rebates are particularly well suited to increasing the quantity purchased by

consumers, so rebates are commonly tied to multiple purchases.

12. Frequency Programs

Frequency programs, also referred to as continuity programs, offer consumers discounts

or free product rewards for repeat purchase or patronage of the same brand or company. These

programs were pioneered by airline companies.

13. Point of Purchase Advertising

Point-of-purchase (P-O-P) advertising refers to materials used in the retail setting to attract

shoppers attention to a brand, to convey primary product benefits, or highlight pricing
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information. The P-O-P displays may also feature price-off deals or other consumer sales

promotions. P-O-P requires careful coordination with the sales force.

14. Objectives for Point-of-Purchase Advertising

 Draw consumers attention to a brand in the retail setting.

 Maintain purchase loyalty among brand loyal users.

 Stimulate increased or varied usage of the brand.

 Stimulate trial use by users of competitive brands.

15. Types of Point-of-Purchase Advertising and Displays

 Short-term promotional displays are used for six months or less.

 Permanent long-term displays are used for more than six months.

16. Media Coordination

 The success of a sales promotion depends on the consumer believing that the chance to

save money or receive more of a product enhances value.

 If the consumer is not aware of a brand and its features and benefits, and does not

perceive the brand as a worthy item, there will be no basis for perceiving value.

 This means that advertising must precede price-oriented sales promotions for them to be

most effective

: Direct Marketing

Topic Objective:

Key Points:

1. Direct marketing

Direct marketing is attractive to many marketers, because in many cases its positive effect (but

not negative results) can be measured directly. For example, if a marketer sends out one million

solicitations by mail, and ten thousand customers can be tracked as having responded to the
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promotion, the marketer can say with some confidence that the campaign led directly to the

responses. The number of recipients who are offended by the junk mail/spam, however, is not

easily measured. By contrast, measurement of other media must often be indirect, since there is

no direct response from a consumer. Measurement of results, a fundamental element in

successful direct marketing, is explored in greater detail elsewhere in this article. Yet since the

start of the Internet-age the challenges of Chief Marketing Executives (CMOs) are tracking

direct marketing responses and measuring results.

While many marketers like this form of marketing, some direct marketing efforts using particular

media have been criticized for generating unwanted solicitations. For example, direct mail that is

irrelevant to the recipient is considered junk mail, and unwanted email messages are considered

spam. Some consumers are demanding an end to direct marketing for privacy and environmental

reasons, which direct marketers are able to provide by using "opt out" lists, variable printing and

more targeted mailing lists.

2. Direct mail

Any low-budget medium that can be used to deliver a communication to a customer can be

employed in direct marketing. Probably the most commonly used medium for direct marketing is

mail, in which marketing communications are sent to customers using the postal service. The

term direct mail is used in the direct marketing industry to refer to communication deliveries by

the Post Office, which may also be referred to as "junk mail" or "admail" and may involve bulk

mail.

Junk mail includes advertising circulars, catalogs, free trial CDs, pre-approved credit card

applications, and other unsolicited merchandising invitations delivered by mail or to homes and

businesses, or delivered to consumers' mailboxes by delivery services other than the Post Office.

Bulk mailings are a particularly popular method of promotion for businesses operating in the

financial services, home computer, and travel and tourism industries.
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In many developed countries, direct mail represents such a significant amount of the total

volume of mail that special rate classes have been established. In the United States and United

Kingdom, for example, there are bulk mail rates that enable marketers to send mail at rates that

are substantially lower than regular first-class rates. In order to qualify for these rates, marketers

must format and sort the mail in particular ways - which reduces the handling (and therefore

costs) required by the postal service.

Advertisers often refine direct mail practices into targeted mailing, in which mail is sent out

following database analysis to select recipients considered most likely to respond positively. For

example a person who has demonstrated an interest in golf may receive direct mail for golf

related products or perhaps for goods and services that are appropriate for golfers. This use of

database analysis is a type of database marketing. The United States Postal Service calls this

form of mail "advertising mail" (admail for short).

3. Telemarketing

The second most common form of direct marketing is telemarketing in which marketers contact

consumers by phone. The unpopularity of cold call telemarketing (in which the consumer does

not expect or invite the sales call) has led some US states and the US federal government to

create "no-call lists" and legislation including heavy fines. This process may be outsourced to

specialist call centres.

4. Email Marketing

Email Marketing may have passed telemarketing in frequency at this point, and is a third type of

direct marketing. A major concern is spam, which actually predates legitimate email marketing.

As a result of the proliferation of mass spamming, ISPs and email service providers have

developed increasingly effective E-Mail Filtering programs. These filters can interfere with the

delivery of email marketing campaigns, even if the person has subscribed to receive them, as

legitimate email marketing can possess the same hallmarks as spam.
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5. Door to Door Leaflet Marketing

Leaflet Distribution services are used by extensively by the fast food industries, and many other

business focussing on a local catchment Business to consumer business model, similar to direct

mail marketing, this method is targeted purely by area, and costs a fraction of the amount of a

mailshot due to not having to purchase stamps, envelopes or having to buy address lists and the

names of home occupants.

6. Broadcast faxing

A fourth type of direct marketing, broadcast faxing, is now less common than the other forms.

This is partly due to laws in the United States and elsewhere which make it illegal.

7. Voicemail Marketing

A fifth type of direct marketing has emerged out of the market prevalence of personal voice

mailboxes, and business voicemail systems. Due to the ubiquity of email marketing, and the

expense of direct mail and telemarketing, voicemail marketing presented a cost effective means

by which to reach people with the warmth of a human voice.

Abuse of consumer marketing applications of voicemail marketing resulted in an abundance of

"voice-spam", and prompted many jurisdictions to pass laws regulating consumer voicemail

marketing.

More recently, businesses have utilized guided voicemail (an application where pre-recorded

voicemails are guided by live callers) to accomplish personalized business-to-business marketing

formerly reserved for telemarketing. Because guided voicemail is used to contact only

businesses, it is exempt from Do Not Call regulations in place for other forms of voicemail

marketing.
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8. Couponing

Couponing is used in print media to elicit a response from the reader. An example is a coupon

which the reader cuts out and presents to a super-store check-out counter to avail of a discount.

Coupons in newspapers and magazines cannot be considered direct marketing, since the

marketer incurs the cost of supporting a third-party medium (the newspaper or magazine); direct

marketing aims to circumvent that balance, paring the costs down to solely delivering their

unsolicited sales message to the consumer, without supporting the newspaper that the consumer

seeks and welcomes.

9. Direct response television marketing

Direct marketing on TV (commonly referred to as DRTV) has two basic forms: long form

(usually half-hour or hour-long segments that explain a product in detail and are commonly

referred to as infomercials) and short form which refers to typical 0:30 second or 0:60 second

commercials that ask viewers for an immediate response (typically to call a phone number on

screen or go to a website).

10. Direct selling

Direct selling is the sale of products by face-to-face contact with the customer, either by having

salespeople approach potential customers in person, through indirect means such as Tupperware

parties.

11. Integrated Campaigns

For many marketers, a comprehensive direct marketing campaign employs a mix of channels. It

is not unusual for a large campaign to combine direct mail, telemarketing, radio and broadcast

TV, as well as online channels such as email, search marketing, social networking and video.
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: Public Relations And Corporate Advertising

Topic Objective:

1. Tools of Public Relations: An active public relations effort can serve many objectives, such

as building goodwill and counteracting negative publicity. Public relations activities may also

be orchestrated to support the launch of new products or communicate with employees on

matters of interest to them. The public relations function may also be instrumental to the

firms lobbying efforts and in preparing executives to meet with the press. The primary tools

of public relations experts are press releases, feature stories, company newsletters,

interviews, and press conferences, and participation in the firms event sponsorship decisions

and programs.

2. Public Relations Effort: Firms are using the Internet for a variety of public relations

activities. In a noisy and crowded competitive environment, mainstream promotional tools

such as advertising, sales promotion, and sponsorships may get lost in the clutter. Public

relations using new media, particularly Web sites, chat room posts, and Web press releases,

can reach targeted audiences in a different way, and carry more credibility than in your face

company self-promotion. Viral marketing is similar to buzz, although it will typically rely on

direct contact between opinion leaders and influencers and a narrowly targeted market niche.

Finally, there is a major drawback to new media when it comes to public relations. Because

of the speed with which information is disseminated, staying ahead of negative publicity is

indeed challenging. While word of mouth can be used to create a positive buzz, it can also

spread bad news or, even worse, misinformation just as fast.

3. Motivating Public Relations Activities: When companies perceive public relations as a

source of opportunity for shaping public opinion, they are more likely to pursue a proactive
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public relations strategy. With a proactive strategy, a firm strives to build goodwill with key

constituents via aggressive programs. The foundation for these proactive programs is a

rigorous public relations audit and a comprehensive public relations plan. The plan should

include an explicit statement of objectives to guide the overall effort. In many instances,

however, public relations activities take the form of damage control, and in these instances,

the firm is obviously in a reactive public relations strategy mode. While a reactive strategy

may seem a contradiction in terms, organizations must be prepared to react to bad news.

Organizations that understand their inherent vulnerabilities in the eyes of important

constituents will be able to react quickly and effectively in the face of hostile publicity.

4. Corporate Advertising: Corporate advertising is not undertaken to support an organizations

specific brands, but rather to build the general reputation of the organization in the eyes of

key constituents. This form of advertising uses various mediabut primarily magazine and

television adsand serves goals such as enhancing the firms image and building fundamental

credibility for its line of products. Corporate advertising may also serve diverse objectives,

such as improving employee morale, building shareholder confidence, or denouncing

competitors. Corporate ad campaigns generally fall into one of three categories: image

advertising, advocacy advertising, or cause-related advertising. Corporate advertising may

also be orchestrated in such a way to be very newsworthy, and thus it needs to be carefully

coordinated with the organizations ongoing public relations programs.

Key Points:

1. Public Relations

Public relations focus on communications that can foster goodwill between a firm and its many

constituent groups. The constituent groups include customers, stockholders, suppliers,

employees, government entities, educators, citizen action groups, the local communities where a

firm has operations, and the general public.

Public relations can be used to highlight positive events in an organization like quarterly sales

and profits or noteworthy community service programs. Conversely, public relations can be used

strategically for damage control when adversity strikes.
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1.1.Public Relations and Damage Control

One of the most important roles PR can play is damage control. Firms can encounter serious

public relations problems either of their own doing or outside their control. Students are provided

two historic casesone of each type of problem.

 IntelIntel created its own PR nightmare by not reacting quickly to a flaw in its new

Pentium chip that was released in 1994. Claiming that the chip would produce a computational

error only every 27,000 years, high-end users were reporting errors on a weekly basis. In the end,

Intel had to confess to the error and offer a free replacement chip.

 PepsiPepsi was caught in a consumer scare when foreign objects started showing up in

cans of Pepsi, Diet Pepsi, and Caffeine-Free Diet Pepsi. The firm was sure that such objects

could not be inserted at the production facility, but it ordered all products off retailer shelves

immediately. Managers then worked closely with the FDA to determine the root of the problem.

Security firms caught people tampering with cans in stores.

2. Objectives of Public Relations

The public relations function in a firm, usually handled by an outside agency, is prepared to

engage in positive public relations efforts and to deal with any negative events related to a firms

activities. Objectives for public relations include:

 Promoting goodwill: This is an image-building function of public relations. Industry

events or community activities that reflect favorably on a firm are highlighted.

 Promoting a product or service: Press releases or events that increase public awareness of

a firms brands can be pursued through public relations.

 Preparing internal communications: Disseminating information and correcting

misinformation within a firm can reduce the impact of rumors and increase employee support.

For events like reductions in the labor force or mergers of firms, internal communications can do

much to dispel rumors circulating among employees and in the local community.

 Counteracting negative publicity: This is the damage control function of public relations.

The attempt is not to cover up negative events but to prevent the negative publicity from

damaging the image of a firm and its brands.
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 Lobbying: The public relations function can assist a firm in dealing with government

officials and pending legislation. Industries maintain active and aggressive lobbying efforts at

both the state and federal levels.

 Giving advice and counsel: Assisting management in determining what (if any) position

to take on public issues, preparing employees for public appearances, and helping management

anticipate public reactions are all part of the advice and counsel function of public relations.

3. Tools of Public Relations

Several vehicles allow a firm to make positive use of public relations and pursue the objectives

just cited. The goal is to gain as much control over the process as possible.

3.1.Press Releases

Having a file of information that makes good news stories puts the firm in a position to take

advantage of free press coverage. Items that make for good public relations include:

 New products

 New scientific discoveries

 New personnel

 New corporate facilities

 Innovative corporate practices, like energy-saving programs or employee benefit

programs

 Annual shareholder meetings

 Charitable and community service activities.

3.2.Feature Stories

While a firm cannot write a feature story for a newspaper or broadcast a story over local

television networks, it can invite journalists to do an exclusive story on the firm when there is

a particularly noteworthy event.
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3.3.Company Newsletters

In-house publications, like a newsletter, can disseminate positive information about a firm

through its employees. As members of the community, employees are proud of achievements

by their firm. Newsletters can also be distributed to important constituents in the community.

3.4.Interviews and Press Conferences

Interviews and press conferences can be a highly effective public relations tool. Often,

interviews and press conferences are warranted in a crisis management situation. Firms have

also successfully called press conferences to announce important scientific breakthroughs or

to explain the details of a corporate expansion.

3.5.Sponsored Events

Event sponsorship was discussed as a form of support media. Sponsoring events can also

serve as an important public relations tool. A firm can become involved in local community

events through sponsorships.

3.6.Publicity

Publicity is unpaid-for media exposure about a firms activities or its products and services.

Publicity is handled by the public relations function but cannot, with the exception of press

releases, be strategically controlled like other public relations efforts. One major advantage

of publicitywhen the information is positiveis that it has credibility because information

shows up in newspapers and on news broadcasts.

3.7.Buzz and Viral Marketing

Buzz and Viral Marketing are the newest tools of PR.

 Buzz is defined as seeding the media, particularly the Internet, with news and information

about a brand in an attempt to create positive word of mouthas the Treo example beginning the

chapter demonstrated.

 Viral marketing is the process of consumers marketing to consumers via the Web (blogs

and listservs) or through personal contact stimulated by a firm marketing a brand.
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 The idea behind both buzz and viral marketing strategies is to target a handful of

carefully chosen trendsetters in the market and let them talk up the brand.

4. Public Relations and New Media

 Firms are using the Internet for a variety of public relations activities.

 Web companies themselves have realized that they need public relations activities.

 The speed of disseminating information in the new media makes staying ahead of

negative publicity very difficult.

 Buzz and viral marketing efforts are greatly facilitated by the Web.

 Negative information often spreads rapidly and inaccurately through the Web.

5. Basic Public Relations Strategies

Public relations strategies can be categorized as either proactive or reactive. Proactive

public relations strategy is dictated by marketing objectives, seeks to publicize a company

and its brands, and in spirit is offensive rather than defensive. Reactive public relations

strategy is dictated by influences outside the control of a company, focuses on problems to

be solved rather than opportunities, and requires defensive rather than offensive measures.

The two strategies involve different orientations to public relations.

5.1. Proactive Public Relations Strategy

To implement a proactive public relations strategy, a firm needs to develop a comprehensive

public relations program. The key components of such a program are:

 A public relations audit: A public relations audit identifies the characteristics of a firm

that are positive and newsworthy. Information is gathered in much the same way as information

related to advertising strategy is gathered.

 A public relations plan: The next step is a structured public relations plan. A public

relations plan identifies objectives and activities. The components of a public relations plan

include the following:
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5.2. Reactive Public Relations Strategy

As stated earlier, firms must implement a reactive public relations strategy when events

outside the control of the firm create negative publicity or circumstances. It is much harder to

organize and structure reactive public relations. Because the events that trigger the public

relations effort are uncontrollable, a firm must be prepared to react quickly and effectively.

Two steps help firms implement reactive public relations strategy:

 The public relations audit: Part of the preparation will occur during the public relations

audit prepared for the proactive public relations strategy.

 The identification of vulnerabilities: The other key step in reactive public relations

strategy is to recognize areas where the firm has weaknesses in its operations or products that can

negatively affect its relationships with important constituents. These weaknesses are called

vulnerabilities from a public relations standpoint.

6. Corporate Advertising

Corporate advertising is not designed to promote a specific brand but is intended rather to

establish a favorable attitude toward a company as a whole.

6.1.Scope and Objectives of Corporate Advertising

Corporate advertising is a significant force in the overall advertising carried out by

organizations in the United States. Presumably, these firms have broader communications

programs and more money to invest in advertising, which allows the use of corporate

campaigns.

The objectives for corporate advertising are well focused. In fact, corporate advertising

shares similar purposes with proactive public relations. The typical objectives are:

 To build the image of the firm among customers, shareholders, the financial community,

and the general public;

 To boost employee morale or attract new employees;

 To communicate an organizations views on social, political, or environmental issues;

 To better position the firms products against competition, particularly foreign

competition, which is often perceived to be of higher quality; and
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 To play a role in the overall integrated marketing communications of an organization.

6.2.Types of Corporate Advertising

There are three basic types of corporate advertising. These three types are image advertising,

advocacy advertising, and cause-related advertising. Each is discussed in the following

sections.

 Corporate Image Advertising. Most corporate advertising efforts focus on enhancing the

overall image of a firm among important constituentstypically customers, employees, and the

general public. The goal is to enhance the broad image of the firm and may not result in

immediate effects on sales, but as we saw in Chapter 5, attitude can play an important directive

force in consumer decision making.

 Advocacy Advertising. Advocacy advertising attempts to establish an organizations

position on important social, political, or environmental issues. Advocacy advertising is defined

as advertising that addresses and attempts to influence public opinion on issues of concern to the

sponsor.

 Cause-Related Advertising. Cause-related advertising is part of cause-related marketing

efforts undertaken by a firm. Firms often affiliate themselves with worthwhile social

causesreducing poverty, increasing literacy, or curbing drug abuse. Cause-related advertising is

advertising that identifies corporate sponsorship of philanthropic activities.
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