University of Global Village

Department of Business Administration

Course Title: Integrated Marketing Communication/ Advertising &

Promotion Management

Course Code: 0414-522; 0414-725; 0414-642 | Credits: 03

Semester End Examination (SEE) hours: 03

CIE Marks: 90
SEE Marks: 60

Course Learning Outcomes (CLOs)-after Successful completion of the course
students will be able to-

CLOs

CLO1

Understand and Describe the fundamental principles of advertising and
promotion, including various strategies and techniques used in the
industry.

CLO2

Develop & Demonstrate comprehensive advertising and promotional
plans, incorporating market research, target audience analysis, and
media selection.

CLO3

Differentiate & Analyze the effectiveness of different advertising and
promotional campaigns through case studies and real-world examples.

CLO4

Evaluate the ethical and social implications of advertising and
promotional activities, ensuring adherence to legal and industry
standards.




¢ Course plan specifying contents, teaching times and CLOs-

SI. Topic Hours | CLOs
No.
Introduction to Integrated Marketing Communication CLO1
CLO2
1 6
5 The Role of IMC in the Marketing Process CLO1
4 CLO2
. Consumer Behaviour ) CLO1
CLO3
) The Communication Process ) CLO3
CLO4
Sources, Messages and channel Factors CLO1
5 4 CLO3
CLO4
Creative Strategy: Planning and development
CLO1
6 4 CLO3
CLO4
Creative Strategy: Implementation & Evaluation CLO1
. 4 CLO2
CLO3
CLO4
Media Planning and Strategy
g 4 CLO3

CLO4




X/

Strategy Mapped with CLOs :

s Course plan specifying content, CLOs, Teaching Learning and Assessment
(TLS= Teaching Learning Strategy, AS=

Assessment Strategy)
Week | Chapter Course Contents Teaching Assessment Corresspondi
Learning Strategy CLOs
Strategy
1 1 Introduction to Integrated Lecture Quiz CLO1
Marketing Communication Discussion Written CLO2
Defining IMC, Traditional Examinations
, Problem
approach to marketing Solvin Assionment
communication, Goal of IMC, & &
Benefits and impacts of IMC. Exercise
Assignment
2 1 Introduction to Integrated Lecture Quiz CLO1
Marketing Communication Discussion Written CLO2
IMC and the need for Examinations
. Problem
Integration, Importance of . :
. Solving Assignment
Integration, IMC  process
model, Elements of Exercise
promotional mix. Assignment
3 1 Introduction to Integrated Lecture Quiz CLO1
Marketing Communication Discussion Written CLO2
Classification of Advertising, Examinations
Sales promotion tools,
Publicity ~ vehicles, Public Case Study

relation tools, Advertising vs




Publicity.

The Role of IMC in the Written exam | = Written exam | CLO1
Marketing Process MCQtest  |= MCQ test CLO2
Marketing and  promotion Assignment | = Oral test

process model, Target

marketing process, Presentation

segmentation process,

Positioning process,

Positioning development

strategy process.

The Role of IMC in the Lecture CLO1
Marketing Process o Discussion CLO2
Approach  to  positioning
product or brand, Packaging, Problem
pricing decision, distribution Solving
channel, Push vs Pull policy. Exercise

Assignment

Consumer Behaviour Lecture "= Question & CLO1
Consumer Behaviour, Discussion Answer (Oral) CLO3
consumer decision process, Problem
Sources of problem :

. . Solving

recognition, Selective

perception process. Exercise
Assignment

Consumer Behaviour Lecture = Question & CLO1
Consumer Attitude, Influence Discussion Answer (Oral) CLO3
to change consumer attitude, = (lass Test

: Problem

Consumer learning process, :

Solving

External influences on




appeal, Channel factors.

consumer. Exercise
Assignment
8 The Communication Process Lecture = Question & CLO3
Communication process, Discussion Answer (Oral) CLO4
encoding/ decoding, types of Problem = Class Test
channels, Model of response Solvin
process, Involvement concept. 8
Exercise
Assignment
9 The Communication Lecture = Question & CLO3
Process Discussion Answer (Oral) CLO4
Cogn.l‘Flve response, model of Problem = (lass Test
cognitive  responses, How :
.. Solving
advertising works.
Exercise
Assignment
10 Sources,  Messages and Lecture = Question &
channel Factors : : Answer (Oral)
Discussion CLO1
Sources attributes and receiver
processing model, Source CLO3
creativity, source CLO4
attractiveness, Use of celebrity,
risk of using celebrity
11 Sources,  Messages and Lecture = Question & CLOI1
channel Factors Discussion Answer (Oral) CLO3
Message factors, fear appeal, Problem = (Class Test CLO4
pros and cons of using humour :
Solving




Exercise

Assignment

12 QUIZ/ASSIGNMENT/CASE Written exam | = Written exam
STUDY/PRESENTATION MCQ test = MCOQ test
Assignment | ® Oral test
Presentation
13 Creative Strategy: Planning Lecture * Question & CLO1
and development Discussion Answer (Oral) CLO3
Advertising creativity, crea‘qve Problem = Class Test CLO4
process, Inputs to the creative .
.. . Solving
process, Advertising campaign,
Advertising slogan. Exercise
14 Creative Strategy: Planning Lecture * Question & CLO1
and development Discussion Answer (Oral) CLO3
Maj.or selhng. .Ideas, Umque Problem CLO4
selling proposition, Creating a Solvin
Brand Image. &
Exercise
Assignment
15 Creative Strategy: Lecture * Question & CLO1
;Empllen:.entatlon & Discussion Answer (Oral) CLO2
valuation
» C(Class Test
Advertising Appeal, Rational Prob.lem CLO3
appeal, Emotional appeals, Solving CLO4
Transformational Advertising, Exercise
Level of relationship with .
Assignment

brands, Advertising execution
techniques, Print advertising,
Print ad layouts




16 10 Media Planning and Strategy Lecture = Question & CLO3
Media terminology, problems Discussion Answer (Oral) CLO4
in medm plan, developing Problem
media plan, Brand and :

. Solving
category analysis.
Exercise
Assignment

17 10 Media Planning and Strategy Lecture * Question & CLO3
Media  planning  criteria Discussion Answer (Oral) CLO4
con51der.aF10ns, pros and cons Problem
of television, radio, magazine, )

Solving

outdoor and interactive media.




CIE- Continuous Internal Evaluation (90 Marks)

Bloom’s |Quiz [Assignments External Test
Category Participation in (45)
Curricular/ Co-
curricular activities
Marks (out of | (15) (15) (15)
90)
Remember Bloom’s affective 10
Understand 05 05 domain: (Attitude or 05
Apply 05 Will) 10
Analyze 05 Attendance: 15 05
Evaluate 05 05 Copy or Attempt to 10
Create copy: -10 05
Late Assignment: -10

SEE- Semester End Examination (60 Marks)

Bloom’s Test
Category

Remember 10
Understand 10
Apply 10
Analyze 10
Evaluate 10
Create 10

Recommended Books:

Integrated Marketing Communications: Advertising, Public Relations, Digital
Marketing and more" by Jerry Kliatchko

Edition: 1st Edition (2019)
Supplementary Readings:

Advertising & Promotion, 10th Edition by Dr. George E. Belch & Dr. Michael A.
Belch



Week-1
Slides 2-10

Chapter-1




Marketing is an
organizational
function and a set of
processes for creating,
communicating and

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

4Ps

- PRODUCT |

PRICE I

PROMOTION




\ WHAT IS INTEGRATED MARKETING
* COMMUNICATION?

PRODUCT
Integrated

Marketing

Communication is
the coordination and PLACE
integration of all
marketing _, PROMOTION
communication tools, "
avenues and sources . PEOPLE
within the company into
a seamless program that
maximizes the impact on

consumers and other end
users at minimal cost PHYSICAL EVIDENCE

PROCESS




Special
events




Special
events




BUILD BRANDS — brands that are well
known and liked are more likely to be
purchased
> INCREASE PROFIT MARGIN

Generate short-term financial returns and
build long-term brand value.




BRAND DIFFERENTIATION I
ACCOUNTABILITY WITHIN A FIRM I

TRUST AMONG CONSUMERS I

LEVEL OF EFFECTIVENESS IS
CUTTING THROUGH A MESSAGE
CLUTTER THAN SINGLE
STRATEGIES




Business-to-business (B2B) Marketing Channel
interactions Communications

—

INTEGRATED
MARKETING
COMMUNICATION

Customer-Focused Internally Directed
Communications Communication




)

\ THE CHANGING WORLD

MC IMC

Media advertising I
Mass media I

Multiple forms of communication I
Specialized media I
Retailer dominance I
Data-based marketing I
Greater agency accountability I
Performance-based compensation I
Widespread Internet availability I

Manufacturer dominance

General focus

Low agency accountability I

Traditional compensation

Limited Internet availability

VVVVVVV




\ THE CHANGING WORLD

OLD WORLD

“Talking At”
Consumers

NEW WORLD

Focus on Winning
New Customers

Two-way Dialogue with
Consumers

Marketers Relied
Primarily on
Advertising and
Promotions

Focus on Building Long
Term Relationships with
Consumers

Marketers Use and
Coordinate Many Different
Forms of Communication

With Consumers







Mass Marketing
Using Mass Communication

\.;/

Relationship Marketing
Using Integrated Marketing Communication
with a Focus on Interaction




Brand and Product Proliferation

Customization Expertise

‘ Decreasing Brand Loyalty

Corporate Missions

Price Sensitivity

More Demand, Less Trust Communication Technology

Clutter

Benefits to be Gained

Service Economics

Rising Costs & Accountability




! IMC AND THE NEED FOR INTEGRATION

Covers a number of different media and strategies |
TV, Radio, Direct, PR, Social Media etc. |
Selective combination of appropriate types of
communication

Meeting a common set of objectives for the brand. |
Integration over time with regard to customers |
Integration provides synergy |




-
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~
When brand

messages are | )

integrated...
4

4

\| ...they reinforc

each other...

.

~

e

SYNERGY

&

)

L

...and create
synergy

.




Integration begins with the way a company and its
agencies organize the process for creating and
delivering brand messages

All participants involved 1n creating and delivering
brand messages must work together:

The Compan

Comganz Agencies |
The Media |

Channel Members, and

MC SuEE()rt Services |




%

. /

STRONG BRAND WEAK BRAND
RELATIONSHIPS RELATIONSHIPS

Increased Sales, Customers, and Brand Lose Customers, Sales, and Brand
Equity Equity




The Golden Triangle of IMC Partners

Customers
and Other Company
Stakeholders




P ™
b g

Janilyn’s Relationship with shoe retailer
like SM Department Store

'B2C

ol

Janilyn stores selling shoes directly to
customers













\ CLASSIFICATIONS OF ADVERTISING

National Advertising I
Retail/Local Advertising I

Primary vs. Sele'ct;ive
Consumers Demand Advertising I

Business-to-Business Advertising

Professional Advertising I

Trade Advertising

Organizations




Introduce new

Get existin%
products Y

customers to
more

Attract new
customers

Enhance Maintain sales in
personal selling off season

Tie in advertising
& personal
selling

Increase retalil
inventories




Coupons

Samples Trade
£ - Allowances

Premiums

POP Displays

Contests/Sweepstakes

Refunds/Rebates | p-.r.%?éﬁs

Bonus Packs Trade
| Shows

| Coop
Events ~| Advertising




Feature
Articles
News Interviews
Releases

Special
Events




Publicity
Vehicles

Special
Publications

Community
Activities

Corporate
Advertising

Cause-related
Marketing

Public Affairs
Activities




\ ADVERTISING VERSUS PUBLICITY

Factor I

Advertising |

Publicity I

Control |

Great |

Little |

Credibility |

Lower |

Higher |

Reach |

Measurable |

Undetermined |

Frequency |

Schedulable |

Uncontrollable I

Cost |

High/Specific |

Low/Unspecified I

Flexibility |

High I

Low

Timing |

Specifiable I

Tentative I




Direct
Mail

Direct
Response
Advertising

Shopping

Telemarketing
Channels

Catalogs |
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Educates or
informs
customers

A persuasive
advertising
medium

A sales tool
or an actual
sales vehicle

Obtains
customer
database

information

Communicates
and interacts
with buyers

Provides
customer
service and
support




Week-4
. Advertising and Promotion
Slides 1-13 :

The Role of IMC in the
Marketing Process

McGraw-Hill /i © 2004 The McGraw-Hill Companies, Inc., All Rights Reserved.



Marketing Target

Strategy and  Marketing
Analysis Process

Marketing Planning

Target Market
Program Development

Promotion to
final buyer

Promotion
to trade

—

Purchase




s\: The Target Marketing Process

Identify markets with unfulfilled needs
Determining market segmentation
Selecting market to target

Positioning through marketing strategies




—
S‘ﬁ Five-Step Segmentation Process

., = = - -

1.

Finding ways to group consumers
according to their needs.

Finding ways to group marketing actions,
usually the products offered, available to
the organization.

Developing a market/product grid to
relate the market segments to the firm'’s
products and actions.

Selecting the product segments toward
which the firm directs its marketing
actions.

Taking marketing actions to reach target
segments.



\
&.‘\ Bases for Segmentation

« Geographic Segmentation
- State - region - country - climate
e Demographic Segmentation

- Age, sex, income, education, occupation,
social class

 Psychographic Segmentation
- AlOs, (Activities, Interests, Opinions)
- VALS (Values and Lifestyles)
- Personality traits

 Behavioristic Segmentation
- Usage, loyalties, occasions.

 Benefit Segmentation

- Types of specific needs or wants to be
satisfied.



7,
&.‘f} Selecting a Target Market

Determining How Many Segments To Enter

» Undifferentiated Marketing - offering one product or
service to the entire market

»  Differentiated marketing - competing in a number of
segments with separate marketing strategies for each

»  Concentrated Marketing - focusing on one market
segment



S\ Determining Which Market Segments
B., Offer the Most Potential

» Determine sales potential of the segment

» Determine opportunities for growth of the
market segment

» Analyze the competition in the segment

» Analyze the company’s ability to compete In
the market segment

» Decide how to compete in the market segment



-
&-‘! Segmentation Decision Check List

> Can the size of the market
segment be measured?

» |s the market segment large and
profitable enough to serve?

> |s the segment identified
accessible? Can it be reached
effectively and efficiently?

» Can effective marketing programs
be developed to attract and serve
the segment identified?



O\
L,}_-,The Positioning Process

Positioning Effectiveness
The extent to which management'’s
positioning objectives are achieved
in the market target

Positioning Concept
The desired perception or
association management want
target customers to have for a
firm and/or its products

Positioning Strateqy

The combination of marketing

Market actions used to portray the
positioning concept to targeted
Target Favocs

Positioning of the brand
The positioning of the brand by
the buyers in the market target




W\ JetBlue Airways positions itself as a low price
—- alrline with great service

THIRTY YEARS AFTER LANDING ON THE MOON.
SOMEONE FINALLY PUTS SATELLITE TV
ON AN AIRPLANE.

HELLLLLLLOOOOOOO0O0O?

et Blue

1.800. jetblue jetblue.com AIRWAYS

newywh ity  fsids  eslikwnis  woshingtes de  nowerlasss gastils esliisbesly denve  wpslalemev jark Borlisglen

Source: Courlesy of JetBluee Airways and The Ad Store



A\
&B,\n Positioning Strategy Development Process

1. Identify the competitors |
2. Assess perceptions of them |
3. Determine their positions |
4. Analyze consumer preferences |

5. Make the positioning decision |
6. Monitor the position |




\
&I‘f}. Product/Service and Brand Positioning

BASIC QUESTIONS TO ASK

1. What position, if any do we currently hold in the mind
of customers?

2. What position do we want to hold?

3. Whom do we have to compete against to establish this
position?

4. Do we have the resources to occupy and hold the
position?

5. Can we stay with one consistent positioning strategy?

6. Does our marketing and advertising match our
positioning strategy?



N S ,
s\ Approaches to Positioning A Product/Service

B‘E or Brand

1. By Product or Service Attributes and
Benefits

By Price/Quality

By Use or Application

By Product Class

By Product or Service User

By competition

N~ o0 o B W N

By cultural symbols






S}. Positioning by cultural symbol

Source: Courtesy The Pillsbury Company



N
&.‘f} Product Decisions

A product is a bundle of benefits or values that
satisfies the needs of consumers

» Product symbolism refers to what a product or
brand means to customers

» Product quality, branding, packaging, and
company name contribute to product image

» Branding:
- Brand name communicates attributes and meaning

- Advertising creates and maintains brand equity which
results from the image and/or impression of a brand




\\The Value of Strong Corporate and/or

E‘,Brand | dentity

Strong corporate/brand equity:

» Creates more options for competing against
lower-priced competitors

» Builds customer loyalty

> Makes it easier to withstand economic
fluctuations and marketing crises

» Allows companies to sell products/services at a
premium price and maintain larger profit
margins

> Can facilitate brand and line extensions

» Makes customer response more inelastic to
price increases and elastic to price decreases



. Hw WHRITER TOETH IR Y

1M jUST 14 pars
ey Iﬂ.t'rl.n-smunum-.

W/ litest nps

DENTAL WHITEIIHE

Teeth whitening like you've never seen before.

Crest® Whitestrips™ Thin, flexible strips coated with the same enamel-safe
whitening ingrecient dentists use. They get at stains below the enamal surface

to whiten teath 10 times better than the lkading
B m whitaning toothpaste in just 2 weeks. Guarantead,

G Dt P

i
FReveal Your Wiiter Smia.

wwwHihltestrips.com

Source: & The Procter & Gamble Company. Used by permission.



N
&.‘\ Packaging

»Traditional functions of packaging:
= economy, protection, storage

» Packaging has become increasingly
important because:
= self service emphasis of many stores

* pbuying decisions made at point-of-
purchase
» often customers first exposure to product

»Packaging is a way to communicate
to consumers



| 4
EIEE S SN EEEEEEE ill! l-

FRIDGE-N -FREEZER FlO-TI-I RU FRESHENER"
NEW! FROM ARM & HAMMER® BAKING SODA

% The new Blue Box has perforat-
ed front and back panels that
expose twice the baking soda
for maximum deodorization.

| % The unique patented design

| with Flo-thru vents absorbs and
locks in odors to keep foods
tasting fresh longer.

% The cloth filter keeps baking soda
from spilling.

FEATURE AND DISPLAY THE NEW “BLUE" BOX IN TIME FOR
“(HANGE THE BOX WITH THE CLOCKS" CAMPAIGN.

l;t-l-ll-ilriIIIIIII'E!IF'!'.

Source: Courtesy Church & Dwight Co., Inc.



an
&II‘\ Pricing Decisions

» Price must be consistent with perceptions of
the product

» Higher prices communicate higher product
quality

» Lower prices often reflect bargain or “value”
perceptions

» A product positioned as high quality while
carrying a lower price than competitors may
confuse customers

» Price, advertising and distribution must be
unified to create the position for the product or
service.



N
&.‘f}. Distribution Channel Decisions

Channel decisions involve:

» Determining the type of channel system:
- Direct channels
- Indirect channels

» Selecting, managing and motivating

marketing intermediaries such as
- Wholesalers

- Distributors

- Brokers

- Retallers



Sfi Push Versus Pull

Push Policy Pull Policy

Information Flow




\
&.‘\ "Push"” Techniques

» Point of sale displays, racks, stands
» Trade deals, special displays

» Dealer premiums, prizes, gifts

» Cooperative advertising deals

» Advertising materials, mats, inserts
» Push money or "spiffs"

» Collaterals, catalogs, manuals

» Trade shows, conventions, meetings



N
&IIT}" "Pull" Techniques

» Sampling, free trial

» Coupons

» Premiums or gifts

» Contests, sweepstakes

> Price-off deals

» Refunds/rebates

» Frequency/loyalty programs
» Point-of-purchase advertising



\ |
S\; Premium offers are part of a pull strategy

“ﬁ'\' Set in the millennium mood with o
‘ﬂi‘z.'ri:}g‘-ii" Time Captule.” It's o great way t6
celebrate and cowe your special memories for the futurel
Check out the side of this box fo fearn how you can
get your own 'ﬂrﬁgpﬁ" Time Copsule ™ Them, shart
collecting special things To hare ingide it

Order your “ﬁﬁ:ﬂﬁ" Time Coupsule”™ now
and celebralie your mEmories,

| See Side Panel

for offer details

The fuiture
1 Flpwipages orticles o A onm Foum P e (8
i Trasiy corch el ‘L
, A b}
BT L T Al LE W B

Source: KELLOGG'S CORN FLAKES- is a trademark of Kellogg
Company. All rights reserved. Used with permission.




Advertising and Promotion

Perspectives on Consumer
Behavior

McGraw-Hill /i © 2004 The McGraw-Hill Companies, Inc., All Rights Reserved.



&.‘f} Consumer Behavior

The process and activities people
engage in when searching for,
selecting, purchasing, using,
evaluating, and disposing of
products and services so as to
satisfy their needs and wants.




S}. The Consumer Decision Process

Problem Recognition

Information Search

Alternative Evaluation

Purchase Decision

Postpurchase Evaluation



\ S o
s\.. Consumer Decision Process and Relevant Internal

Decision Process Stages Psychological Processes

Problem Recognition

Information Search

Alternative Evaluation

Purchase Decision

Postpurchase Evaluation




N
&.‘f} Sources of Problem Recognition

» Out of stock

» Dissatisfaction

» New needs or wants

» Related product purchase
» Market-induced recognition

» New products



\
SE Maslow’s Hierarchy of Needs

W Self-actualization needs

(self-development, realization)

Esteem needs
(self-esteem, recognition, status)

Social needs
(sense of belonging, love)

Safety needs
r‘/ (security, protection)

Physiological needs
(hunger, thirst)
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S\ Probing the Minds of Consumers
=< Psychoanalytic Theory & Motivation Research

»In-Depth Interviews

* The consumer talks freely in an unstructured interview to
obtain insights into his or her motives, ideas or opinions.

»Projective Techniques

» Methods allowing consumers to project values, motives,
attitudes or needs on some external object.

»Assoclation Tests

= Consumers respond with the first thing that comes to mind
when presented with some verbal or pictorial stimulus.

»Focus Groups

= A group of consumers with similar backgrounds or interests
discuss a product, idea or issue.




N
&.‘i \1. Information Search

Internal Search- information stored in
memory

External Search - actively seeking

information from various sources
e Personal sources
- Friends, relatives, co-workers

e Market-controlled sources

— Ads, salespeople, in-store displays
e Public sources

— Print articles, news reports

e Personal experience
— Handling, examining, testing, using



\
&.‘ \ Perception

The process by which an individual receives,
selects, organizes and interprets information

Stages in the perception process:
» Sensation

» Attending to information

» Interpreting information

» Responding to information






AN
S}. Evaluation of Alternatives
”». 2@ @

All available brands

rBrand A U (Brand B (Brand C |, (Brand D D (Brand E
Y.

L

pa
Brand F D Brand G (Brand H

; Brand | U (Brandd

£ 4

p.
Brand K ﬂ Brand L rBrand M

| Brand N U rBrand (@)

Evoked Set of Brands

i D (BrandB ( , i D (BrandE
BrandFU I , r ,
( D i | (BrandML i D (




N
L.‘_‘, \\. Evaluative Criteria

Criteria - Dimensions or attributes of a

product or service used to compare
various alternatives

» Objective criteria - price, warranty, color,
size

» Subjective criteria - style, appearance,
image

Consequences - outcomes that result
from using a product or service

»Functional consequences — concrete and tangible

»Pyschosocial consequences - abstract, intangible
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\
&.‘\ Consumer Attitudes

Learned predispositions to respond toward
an object—an individual’s overall feelings
toward or evaluation of an object.

Consumers may hold attitudes toward:
e Individuals

e Brands

e Companies

e Organizations

e Product categories

e Retailers

e Advertisements

e Media



\
&.‘\ Multiattribute Attitude Model

Attitudes are a function of:

A= 2 Bi XEi

A = Attitude

Bi = Beliefs about brands performance on
attribute i

Ei = Importance attached to attribute i

N = Number of salient attributes
considered by consumer



\
&I‘:} Ways to Influence or Change Attitudes

» Increase or change the strength or belief
rating of a brand on an important attribute

» Change consumers’ perceptions of the
importance or value of an attribute

> Add a new attribute to the attitude formation
process

» Change perceptions of belief ratings for a
competing brand



_ .1
&I‘f}. Integration Processes and Decision Rules

Integration processes are the way product knowledge,
meaning, and beliefs are combined to evaluate alternatives

Types of decision rules:

e Heuristics — simple rule of thumb rules that
are easy to use and apply
- Buy least expensive brand
- Buy brand on sale or for which I have a coupon

e Affect referral rule — make decision on basis of

overall affective impression or feelings about
the brand

e Compensatory rules — evaluate the strengths
and weaknesses of each brand




\\ Market leaders such as Budweiser appeal to
consumer affect in their advertisin




N .
&}. Consumer Learning Processes

R

e Cognitive Learning

— Consumers learn through information processing
and problem solving

e Behavioral Learning

- Learning via association (classical conditioning)
- Learning via reinforcement (instrumental cond.)

e Modeling Processes

— Based on observation of outcomes and
consequences experienced by others



N
Lz.\u Cognitive Learning Process

Goal _\
C P 7 .
Purposive
~ behavior  |— )
) ,, N/
Insight =

| .
Goal
X achievement J




2

Unconditioned
stimulus
(waterfall)

.

Conditioned
stimulus
(Brita water
filtration pitcher)

-

L.‘i\u Classical Conditioning Process

Unconditioned
response
(freshness, purity)

by

Association develops through
contiguity and repetition

Conditioned
response
(freshness, purity)




\
-..h‘f}. This Brita ad uses classical conditioning

How far do you have to go for : water hardness and copper.
clear, fresh, wonderful water? As [ It even removes 93% of lead.
far as your faucet. All you need is You'll get some of the best
the Brita® Water Filtration Pitcher. ' tasting water in the world. And

Just fill with tap water. The you don't have to go anywhere.
remarkable filter does the rest,

reducing chlorine taste, sediment, 4 br.t B R I I A

Tap into. great taste.




N
s}. Instrumental Conditioning Process

. = = 2 - — - ———

Behavior
(consumer uses

product or service)

/

Positive or negative

consequences occur
(reward or punishment)

y

Increase or decrease in
probability of repeat
behavior (purchase)

y




Culture

Subculture

Social class

Reference
groups

Situations




\\ The Hispanic subculture is a very important
-; market in many parts of the U.S.

SAN DNEGOTTHE 11TH LARGEST HISPANIC METRO IM THE U.5.

f 3 '-I WHAT ARE SAN DIEGD HISFSNIGS LIKE
A
il m There arc Te6, 318 Hispanics in Sar Dlsgo County
1 1 | 1L I Lk 1 1T,




“ I\ - - -
s\h Variations in Consumer

= Decision Making

Types of Decision Processes:
e Extended Problem Solving
e Limited Problem Solving

e Routine Response Behavior



"\
&I‘i ! IMC Communications Task Grid

Decision | Communication Target Where and | IMC Options
Role Task Audience When

Role 1n Desired result or Primary Best way to | Best IMC tool
Decision effect from group to reach| reach at each| to accomplish
Marking communication at each stage | stage communication
Process task
Initiator
Influencer
Decider
Purchaser

User
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si The Communications Process

Sender

[ Fields of Experience ]

Channel Recei
_ : eceiver /
‘ Encodlnb MESSAGE <Dec°dmg Audience

Response Feedback Loop




N
&.‘f} Encoding / Decoding Symbols

 Graphic  Verbal
- Pictures - Spoken word
- Drawings - Written word
- Charts - Song lyrics
 Musical  Animation
- Arrangement - Action/motion
- Instrumentation - Pace /speed

- Voice or chorus - Shape/Form



S‘E Experiential Overlap

Different Worlds
Sender Receiver
Experience Experience
Moderate Commonality
Sender Receiver
Experience Experience
High Commonality

Sender Receiver
Experience _ Experience



N
L.‘f}. Semiotics

Three Components of a marketing message

Object
Brand such as Marlboro

Interpretant/
intended meaning
(masculine,rugged
individualistic)

Sign or symbol
representing intended
meaning (Cowboy)






W\

 Direct (Personal)
- One-on-one
- One to group
- Team to group

* |ndirect (Media)
- Paid media
- Unpaid media
- Special media



NN | :
&}. Human Communicators

. = - -

* VVerbal
- Vocabulary
- Grammar
- I nflection

* Nonverbal
- Gestures
- Facial expression
- Body language



SE Levels of Audience Aggregation

Mass Markets

Market Segments

Niche Markets

Small Groups

Individuals




s\: Models of the Response Process

Models
Stages AIDA Hierarchy of Innovation Information
model effects model adoption Processing
Attention Awareness Awareness Presentation
Cognitive Attention
Knowledge Interest Comprehension
Interest Linking Yielding
Affective Preference
Desire Conviction Evaluation Retention
Trial
Behavioral
Action Purchase Adoption Behavior




S\ Advertising is used to make consumers
~. N | | __ .
—. aware of new products and their features

IiImmaculate reception.

It's simply the: most revelutionany idea in television broaticasting since color, 115 called HOTV — high
dalintion lelevision. HOTV llets youw axperiance a digstal world of unprecedentad picture clarity and
detail. The most axciting colors ever soen. And the bone=jaming impact of Dolby Digital® surround
sound. Adl in a caplivating cingma-style, wide-screen fommat. Al Panasonic, wa'ng ready o lawnch
youl inko th age ol digital television now. With. our HDTW-compatible, wide-screen projection telovision
And our rernarkabile digital set-iop decodar box.** Panasonic HOTV. You've got to sxperiance it fan
yoursell. From now on, you'll ngver watch tedevision the same Wiy HgeEn,

For ivipematin caf 1-800-21 1-PANA S Witk paABISNE SR

-

rf W) el O Cat Ty just sighlty aboad of gur fimg”
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L.‘f}. Models of Obtaining Feedback

Persuasion Process Effectiveness Test
Circulation reach Exposure, presentation
Vli-ezﬂgp re;:‘:gegandiﬁgn Attention
Recall, checklists Comprehension
Brand attitudes, Message acceptance/
Purchase intent yielding
Recall over time Retention

Inventory, POP

Consumer panel Purchase behavior



N
s\\. An Alternative Response Hierarchy

R

Perceived product

differentiation

Topical Involvement

High

Low

High

Learning Model

Low Involvement

Cognitive
Affective
Conative

\//

Model

Low

Dissonance/

Attribution Model

Conative
Affective
Cognitive

\//’

Cognitive

Conative

Affective

\/




- _
S}. An ad for a low involvement product

A good meal out deserves a great ketchup. Insist on

Source: B H.J, Hainz Company, L.P Used with permission






\ |
&.‘i \.. |nvolvement Concept

Antecedents of Possible results
involvement derived of involvement I

from the literature

sE|icitation of
counterarguments to

Person factors ads

- Needs Involvement =Effectiveness of ad to
- Importance induce purchase

- Interest sRelative importance of
- Values the product class

{ \With advertisements
o =sPerceived differences

Object or stimulus factors in product attributes

- Differentiation of —» With products
alternatives

- Source of communication
- Content of With purchase decisions
communication

=sPreference of a
particular kind

=| nfluence of price on
brand choice

sAmount of information
on search

Situational factors
-Purchase/use
-QOccasion

*Time spend
deliberating alternatives

=Type of decision rule
used in choice




High
Involvement

Low
Involvement

Thinking

1

Informative
The Thinker

3

Habit

Formation
The Doer

Feeling

2

Affective
The Feeler

4

Self-

Satisfaction
The Reactor



\
S}. Foote, Cone & Belding Grid

Thinking
1

Informative
The Thinker

Car-house-furnishings-new products
Model: Learn-feel-do (economic?)

Possible implications

Test: Recall diagnostics

Media: Long copy format
Reflective vehicles

Creative: Specific information
Demonstration

High
Involvement



S'fi Foote, Cone & Belding Grid

Feeling

2

Affective
The Feeler

Jewelry-cosmetics-fashion goods
Model: Feel-learn -do (psychological?)

Possible implications

Test: Attitude change
Emotional arousal

Media: Large space
Image specials

Creative: Executional
Impact

High
Involvement



Thinking

3

Habit formation
The Doer

Food-household items
Model: Do-learn-feel (responsive?)

Possible implications

Test: Sales

Media: Small space ads
10-second ID’s
Radio; Point of Sale

Creative: Reminder

Low
Involvement



Low
Involvement

Feeling

4

Self-satisfaction

The Reactor
Cigarettes, liquor, candy
Model: Do-feel-learn (social?)

Possible implications

Test: Sales

Media: Billboards
Newspapers
Point of Sale

Creative: Attention



\
&.‘ \-.'. Cognitive Response

» A method for examining consumers’
cognitive processing of advertising
messages by looking at their cognitive
responses to hearing, viewing, or
reading communications

» Examines types of thoughts that are
evoked by an advertising message



\
L.‘i \.. A Model of Cognitive Response

Cognitive Responses Attitudes

_, Product/message Brand attitudes
thoughts T

&

Y

Exposure to Source-oriented Purchase
advertisement thoughts intention

&

Y

P Ad execution — Attitude towards
thoughts the advertisement




-
&.‘! Cognitive Response Categories

» Product/Message Thoughts

» Counter arguments, support
arguments

» Source - Oriented Thoughts

= Source derogation - source
bolstering

» Ad - Execution Thoughts
= Thoughts about the ad itself
= Affect attitude toward the ad

= [mportant determinant of
advertising effectiveness



\
&.‘\ The Elaboration Likelihood Model

Focuses on the way consumers respond to
persuasive messages based on the amount and
nature of elaboration or processing of information

Routes to attitude change

» Central route to persuasion - ability and motivation
to process a message is high and close attention is
paid to message content

» Peripheral route to persuasion - ability and
motivation to process a message is low and receiver
focuses more on peripheral cues rather than
message content




Everybody doing
business directly—

To me that’'s the power

of the Internel.

My nome is Michos! Dell | ke 1o inEnk of
mydell A an innavalar Wi samed &
company. Dell Computer, around on
BT - Tl F".'.’!"'r'l'fl'_‘d‘_\.' thould De GL‘IT!:::
businass direc h'\ln-' wilh one anoiner-—ona
10-Cen, Wil NO DAmers

Taday, the Intarnel & making hat
even more irue, by encbling us il o
astabiieh direct relaniomships wilth Qur gus:
tonmsers

Thal's Certainky . nes here OnCa. wa
HOrs o refationsmip with you, wie'll help
YO GMerming how DEst 1o idegrale the
IFsiEer el 1N Oy Ol DRIy

Al Dell, ek Mgy Chre crhisa Ph'ID'S.'.'.I,'_":_-'r’ [5]
cracting voiue Tor pur -customers. And IFs
our regson for Daing

87 7-430-3355

vish [ voww dedlcom Annoyaion] #0180 more QDoul Row Our New Enierprise products, soffwore,
lechnohogy consulling and learm of professionals con help make the Interned work fer your busingss.

[l Offedn 0 COMPlkR b o PhelDOed Tygiems Sanpidy your oDusingys B E n | n E c 'I"‘
witt rodigl feoll Powaddge terven toaed on it Popmesmiil Kaon™ proces-

[*
inﬂ 200, Enckuting o Dell PowarEape® 1450 Servr. Thil monsiog con OCocHamms- ®
ms# Ch up 10 asghi PTG T DRGA prostion ) Byl A B sk mnd i L

SRpEIatiy Bo JIGE A

www.dell.com

Source: Courlesy Dell Computer Corporation




NN C
=& An ad using peripheral cues

e

Right Guard” Clear Stick.
Or Right Guard Clear Gel.
Get all the wetness and edor protection, j
wofit white stich now in @ powarful clear stick.
O, ehoose powerful Right Guard protection
ina ool n.'_lfrnshing gal. :

claar. Without leaving flaky white

arspirant and decdorant.

A, YOU wn.

uard. Anything less would ba uncivilized,
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.
&.‘! The Persuasion Matrix

Independent variables: The Communications Components

Dependent

g Source Message Channel Receiver |Destination
Variables

Message 2
presentation

Attention 4

Comprehension 1

Yielding 3

Retention

Behavior




S\ Promotional Planning Through The
E, Persuasion Matrix

1. Receiver/comprehension
- Can the receiver comprehend the ad?

2. Channel/presentation
-  Which media will increase presentation?

3. Message/yielding

-  What type of message will create
favorable attitudes?

4. Source/attention

- Who will be effective in getting
consumers’ attention?



Source attribute Process




N

* The extend to which the
source Is seen as having:

- Knowledge
- SKkill
- Expertise
 And the source is perceived
as being:
- Trustworthy
- Unbiased
- Objective



Everybody doing
business directly—

To me that's the power
of the Internet.

My name 15 dMichael Dall | iog $o think of
mysel &% G Infdvolor who stafféed 4
company. Dell Computer. aroursd an
dea that everybody should be dolng
Dusiness girechly with one gnaiRer—ong
fo-one with ino Darriars

Teday, thie Intenmet 5 moking that
even more frue, by enabling s all o
eshobdisn direct relaionships wilh our Cus
Halail: g4

Tol's. canainty inue hens Once we
staart @ relotionship with you. well help
yoil Jelarming how el 1o inlegrale the
inkafnet iNfo your Dusingss

Al Defl, being direct 5 a philosophy of
crealing volie for our customers. and s
our resson for baimg

187 F-430-3355

Visd | waar el cc&rr!_-inhcﬁfgrur IS IE0m meore QB ROV DU NS t-:-r'.1r:rr1r|5,e prr,-r.jlm'.s_ softwore.
technology consuling and leam of professionols con help make he Interme! work (o7 your Dusiness

(el oMers o cormpiete ine of Sntel=based Syiheens Sy youl cbusineis B E u l H E E T'

il POt el POwWerEOge WErvers DORed of e Panfiarm il Leon ™ Croc et

in 1l NCRIOING 1h Dol FowrEoQe* Bi3D Servr. 08 MoOnmser O OOt -
Ih Bt W G S Paodiurn Bl XecH prctarsSol, 0. b bah S0 PO Soh Ord i
aipananie b IH0E A

wﬁ; Al Wl Wik Wb Wl ) it 0 Do IO ST (3 Pl B S e 0 R T ]

S o o e e S i e e e oo WW.HelL.com

Source: Courlesy Dall Computer Corporation



N
&.‘ \-.'. Source Attractiveness

e Similarity
- Resemblance between the source
and recipient of the message

 Familiarity

- Knowledge of the source through
repeated or prolonged exposure

. Likeability

- Affection for the source resulting
from physical appearance,
behavior, or other personal traits



\

e Endorsements

- The celebrity, whether an expert or not,
merely agrees to the use of his or her name
and image in the promotion of the product.

e Testimonials

- The celebrity, usually an expert with
experience with the product, attests to its
value and worth.

e Dramatizations

- Celebrity actors or models portray the brand
In use during dramatic enactments designed
to show the goods.



“‘ Pepsi used pop star Brittany Spears as an
endorser for several years




N
&.‘f}. Risks of Using Celebrities

 The celebrity may overshadow the product

 The celebrity may be overexposed which
reduces his or her credibility

 The target audience may not be receptive
to celebrity endorsers

 The celebrity’s behavior may pose a risk to
the company



‘«\ Pony used an athlete with a controversial

=, image in thisad




S\ Meaning Movement and
~
2. the Celebrity Endorsement Process

I:>Celebrity Celebrity IZ:} Product Product :,'}Consumer

Stage 1 Stage 2 Stage 3







‘\\ Lance Armstrong’s image helps assign

B., meanlng to Power Bar

"I once met thre@kglifls, named:

.

pain, suffering, and saGRific o A
. Now, we're inseparagble
WRtre best @




a

Message Structure

 Order of presentation (primacy vs.
recency)

 Conclusion Drawing (open vs. closed end)
 Message sidedness (one vs. two-sided)
« Refutation

e Verbal vs. visual



Source; Courlesy of Pliger Consumer Group, Plizer inc
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&B‘\‘ Message Recall and Presentation Order

/\

Recall

_ ]

Beginning Middle End




L.‘f} Message Factors

Message Appeals
« Comparative Advertising
e Fear Appeals

e Humor Appeals



With 100% fruit,
Sorrell Ridge
has to be better.

Compan Somreil Ridge with Smucker's
presenves and you'll find a big difference.

Smuckers has refned sugar com Syrup
ared just scime frul.

Sormel Ridgeis 100% fruit and frut juice.
Thats it

And 10 prove just how good Sosrell Ridge:
lastes, here's a coupon to sawe on your favorite
Hawor

Save 50¢
n on any jar of Sorrell R:dge |

. Ll R
:HII -lllz—w e

MATUHAL

STRAWBERRY ¢
PRESERVES L

LSuru!lH:n:lﬂu With 100% frui, hhuw’n:bcﬂl:t-_-l

Sowrca: Gourfesy of Allked O English, nc



N
&_}. Fear Appeals and Message Acceptance

Acce ptance>

< Rejection

Facilitating effects

Resultant
nonmonotonic curve

Level of fear

Inhibiting effects




an
&.‘\ Pros and Cons of Using Humor

Advantages

Aids attention and
awareness

May aid retention of the
message

Creates a positive mood
and enhances persuasion
May aid name and simple
copy registration

May serve as a distracter
and reduce the level of
counterarguing

Disadvantages

Does not aid persuasion
In general

May harm recall and
comprehension

May harm complex copy
registration

Does not aid source
credibility

| s not effective In
bringing about sales

May wear out faster




\
L-‘f}. Use of Humor

FAVORABLE TOWARD UNFAVORABLE TOWARD
HUMOR HUMOR
* Creative personnel  Research directors
« Radio and television  Direct mail, newspapers
e Consumer non-durables  Corporate advertising
e Business services e Industrial products
* Products related to the  Goods or services of a
humorous ploy sensitive nature
 Audiences that are:  Audiences that are:
- Younger - Older
- Better educated - Less educated
- Up-scale - Down-scale
- Male - Female
- Professional _ - Semi- or Unskilled




Secet Caramel. Tong OF Sl by Teanute.

Source: PayDay i a registerad trademark. Used wilh permission of Hershiey Foods Corporateon



N
&.‘f}. Channel Factors

 Personal versus nonpersonal channels

e Effects of alternative mass media
- Externally paced media (broadcast)

- Internally paced media (print, direct mail,
| nternet)

e Effects of Context and Environment
- Qualitative media effect
- Media environment (mood states)

e Clutter
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a
L.‘i \1. Advertising Creativity

CREATIVE STRATEGY:
Determining what the advertising

message will say or communicate

CREATIVE TACTICS:

Determining how the message strategy will
be executed




AN
S8\ ADVERTISING CREATIVITY

Advertising Creativity: the ability to
generate fresh, unique and appropriate ideas
that can be used as solutions to
communication problems.

Two perspectives on advertising creativity

Suits Poets
“Its not creative Artistic/aesthetic
unless it sells” value and originality




\\ This Norwegian ad generated debate over
—- the use of an artistic, soft-sell approach

NORWEGIAN
The Cdpnap ol Ted and Kats
Eabl | wh o i i &
sppe arl wma, OF |
b N — :
[l v hahe, wh bk o
lag, T8 ey &
I ol
L] -
1 Ap »
L e | L
s |
ke | i
-, plean, ba ol Bapid
srver il : ] warrs gl T )l Sy g
. - L =] o T L2a]
di sped | & .
ESTT rryp

Source: Courtesy Monwvegian Cruise Line and Goodby, Siverstein Pariners



—
&.‘\ Young's Creative Process

>l mmersion

= Getting raw material or data, immersing one's self
In the problem to get background.

»Digestion

= Ruminating on the data acquired, turning it this
way and that in the mind.

> ncubation

= Ceasing analysis and putting the problem out of
conscious mind for a time.

> llumination

= Often a sudden inspiration or intuitive revelation
about a potential solution.

>Verification

= Studying the idea, evaluating it, and developing it
for practical usefulness.



an
&.‘\ Wallas's Creative Process

> Preparation
= Gathering information

>l ncubation
= Setting problem aside

> 1 llumination
= Seeing the solution

» Verification
= Refining the idea



_
&.‘ ! Inputs To The Creative Process

»>Preparation/ | ncubation/ | llumination

= General Preplanning | nput:

= Books, periodicals, trade publications,
clipping services, journals, magazines, etc.

* Trends, developments in marketplace

= Product Specific Preplanning | nput
= Qualitative and quantitative studies
* Problem detection studies
= FOCUS groups
= Ethnographic studies



\\
S}. |nputs to the Creative Process

Working with
the client

Reading and
analysis

: CREATIVE ; :
Trying the PROCESS Listening
product to others

Product
research

Asking
Questions



\
&.‘\ Verification and Revision of Ideas

> Objectives:
= Evaluate ideas generated
= Reject inappropriate ideas
= Refine remaining ideas
= Give them final expression

» Techniques used:
= Directed focus groups
= Message communication studies
= Portfolio tests
= Viewer reaction profiles

» Use of Storyboards and Animatics



be evaluated in storyboard
‘as ‘ar‘t cf the creative process

Bark (%
SFR: CAR AND FOOT TRAFFIC mianthiy charges an a checking VO And of course, the interest he'll
AMBIENCE account earn on savings isn't just chicken
VO Why did the chicken cross the What's more, he can access his nest feed.
road? To open a 7724 Savings Plan at eqq through our Fuge ATR S0 open a 7724 Savings Mlan at San
San Diego Trust. netwark . ., Drego Trust
Because with $500 in savings . . . he SFx: BAMK AMBIENCE And give yourself a good ressonte ., ..
£an avold getting henpecked by .. and round-the-chock phone service.  5F3: COCKA DOODLE DOO

Source: Used by permission of San Diego Trust & Savings Bank



I\
s& Advertising Campaigns

Advertising Campaign

A set of interrelated and coordinated integrated
marketing communication activities that center on a

particular theme or idea that appears in different media
across a specified time period.

Campaign Theme

The central message that will be communicated in all of
the various | MC activities

»Miller Lite “At a place called Miller time”
»BMW “The Ultimate Driving Machine”
»Chevy Trucks “Like a Rock”



——
&-‘\ Successful Long-Running Campaigns

»>Nike
Just do it
»Allstate | nsurance
You're in good hands with Allstate

»Hallmark cards

When you care enough to send the very best
>Budweiser

This Bud's for you
> ntel

Intel inside
»State Farm | nsurance

Like a good neighbor, State Farm is there
»Chevy Trucks

Like a rock

»>»Dial soap |
Aren’t you glad you use Dial?
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\“\‘ This ad is part of a new advertising campaign
theme for Miller Lite beer

Live P,_es.pm-ilrlv'fl-iﬂ

ouaum .
". pr-

Sourcs: Courtesy of Miller Brewing Compary



Q\ Top Ten Advertising Slogans of the
B., Century

Company or Brand Campaign Theme

1. DeBeers Diamonds are forever
2. Nike Just do it

3. Coca-Cola The pause that refreshes
4. Miller Lite Taste great, less filling
5. Avis We try harder

6. Maxwell House Good to the last drop

7. Wheaties Breakfast of Champions
8. Clairol Does she or doesn’t she
9. Morton Salt When it rains it pours
10.Wendy'’s Where’s the beef?




\
&.‘\ Copy Platform Outline

1. Basic problem or issue the advertising
must address.

2. Advertising and communications
objectives.

3. Target audience.

4. Major selling idea or key benefits to
communicate.

5. Creative strategy statement (campaign
theme, appeal, execution technique).

6. Supporting information and
requirements.



&.‘f}. Means of Finding Major Selling Ideas

“The major selling idea should emerge as the strongest
singular thing you say about your product or service. This
should be the claim with the broadest and most meaningful
appeal to your target audience..”

» Using a unique selling position
» Creating a brand image
» Finding the inherent drama

» Positioning



—
&.‘E Unique Selling Proposition

Three characteristics of a unique
selling proposition:

» Each advertisement makes a proposition
to the customer

» |t must be one the competition cannot
or does not offer

» |t must be strong enough to pull over
new customers to the brand



iﬁ
| _lf.

THE BRUSHING THAT WORKS BETWEEN BRUSHINGS:
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&.‘! Creating a Brand Image

» Used when competing brands are so
similar it is difficult to find or create a
unique attribute

» The creativity strategy used to sell these
products is based on a strong, memorable
identity for the brand through image
advertising

> Frequently used for products such as soft
drinks, perfume, liquor, clothing, airlines.



s\; No Fear’s advertising creates a unique image
-- for the brand

Source: Courtesy No Fear.
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&.‘! Creating a Brand Image

> David Ogilvy’s Approach

= Brand image or personality is particularly
important when brands are similar

= Every ad must contribute to the complex symbol
that is the brand image

> Leo Burnett’s Approach

* Find the inherent drama or characteristic of
the product that makes consumers buy it

= “(Inherent drama) is often hard to find but it is
always there, and once found it is the most
interesting and believable of all advertising
appeals.”



: 1 . . .
s\‘ Approaches to the Major-SIeIIEng Idea:
- |nherent Drama and Positionin

|l nherent Drama:

» Focus on consumer benefits with an emphasis
on the dramatic element in expressing them

» Messages generally presented in a warm,
emotional way

= Hallmark, Maytag, Kellogg

Positioning:

» Establish a particular place in the customer’s
mind for the product or service

» Based on product attributes/benefits,
price/quality, use or application, type of user,
problem solved



\ This ad helps position 3M as an innovative
~5; company

How can the whole world breathe e@s

With the world’s first
sfree inhaler. crcs neip detiver
vital medicime b the world's ozone

'1.":__ _‘ I_E"jl‘!.‘-r. ;M Ph " A
covered how to ma m!:t -re
dose inhalers mgml thém

-‘md we're wcrtmg!h

 companies, S0 TOgEther, We ¢

to replace ITIET‘?m million i ihal

inhalers—shows a commitment o itdd{,’rihip that’s, built uy:. of t ""
world’s largest health'care companies. And hr:lps us make the feap

from need 1o...

Innovation

Source: Courtesy IM




N
&I}:Burger King searches for the right ad campaign

76 Have it your way. 86-87 This is a Burger King town.
77-78 America loves burgers 87  The best food for fast

and we’re America’s times.

Burger King. 87-89 We do it like you’d do it.

78-80Who’'s got the best darn 89-91 Sometimes you gotta
burger break the rules.

80-82Make it special. Make it ~ 91-92 Your way. Right away.
Burger King. 92-94 BK Tee Vee: | love this

82 Aren’t you hungr))/ for place!

Burger King now 94 Back to basics
82-83Battle of the burgers. 94-96 Get your burger’s worth.
83 Aren’t you hungry? 96-98 It just tastes better.
83-85The big switch. 27 i distance

85-86Search for Herb. 2000 Got the Urge

86-87 This | o Ki 01-02 The Whopper Says
_ tom.lr% 'S a Burger &ing 02-03 At Burger King You Got |t
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\
&II‘E Appeals and Execution Style
el |

Advertising Appeal

= The approach used to attract the attention
of consumers and/or

= To influence consumer feelings toward the
product, service or cause

Creative Execution Style

= The way a particular appeal is turned into
an advertising message

= The way the message is presented to the
consumer



S}. Advertising Appeals

., = 2 - -

Two Broad Categories of Appeals

| nformational/ Rational Appeals

=Focuses on the consumer’s
practical, functional,or
utilitarian need for the product
or service

=Emphasizes the features or
benefits

=Messages emphasize facts
and logic

Emotional Appeals

=Relate to consumers’
social and/or psychological
needs for purchasing a
product or service

=Many advertisers believe
consumers’ emotions work
better at selling brands
that do not differ markedly
from competing brands




an
&II‘! Rational Appeals

= Feature appeals
= Focus on the dominant traits of the product

= Competitive appeals
= Makes comparisons to other brands

= Favorable price appeals
= Makes price offer the dominant point

= News appeals
= News or announcement about the product

= Product/service popularity appeals
= Stresses the brand’s popularity



AN\
&.‘f}. |nformational/Rational Appeals

Rational Motives

» Comfort

» Convenience
» Economy

» Health

» Quality

» Dependability
» Durability

» Performance
» Efficiency




N
&!! Emotional Appeals

Personal States or Feelings

» Achievement / > | oy
Accomplishment > Love

» Actualization > Nostalgia

» Affection > Pleasure

» Ambition > Pride

» Arousal / stimulation > Safety

» Comfort » Security

= Excitement > Self-esteem

> Sentiment

» Fear .
» Sorrow/grief

» Happiness



N

Social-Based Feelings

» Acceptance

» Approval

> Affiliation / belonging
» Embarrassment

» Involvement

» Recognition

» Rejection

» Respect

» Status

» Sophistication




! ::;’Tlssmg for Skyy vodka uses emotional

Source: Courtesy of Skyy Spirts, LLC

Source: Courtesy of Skyy Spirits, LLC
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&.‘! Transformational Advertising

A transformational ad is “one which associates the
experience of using the advertised brand with a unique set of
psychological characteristics which would not typically be
associated with the brand experience to the same degree
without exposure to the advertisement”

» The ads create feelings, images, meanings, and beliefs
about the product or service that may be activated
when consumers use it

> Transformational ads have two characteristics:

= The ad must make the experience of using the product
richer, warmer, more exciting and/or enjoyable than that
obtained solely from an objective description of the
advertised brand

= |t must connect the experience of the ad so tightly with
the experience of using the brand that the consumer
can’'t remember the brand without recalling the
experience generated by the ad



S_E Levels of Relationship with Brands
=

Emotions

Personality

Product Benefits



> Reminder Advertising - the objective is to
build and/or maintain awareness and keep
the name of the company and/or brand in
front of the customer.

= Often used by well known brands and market
leaders that are well-established in the market.

» Teaser advertising - goal is to create
curiosity, interest, and/or excitement about
a product, brand or topic by mentioning it
but not actually showing it.

= Often used for new products/models and for
movies.



.__5‘\ Lee Jeans used teaser advertising to create

El Interest and excitement for its new !eans

HE LOOKED CORPORATE
AMERICA IN THE EYE AND
REFUSED TD BLINK.

(OKAY, SO HE COULON'T.)

unbendin l._] n his ciples. As well as his

g toinls e i'-.s:-_'r r'npn, 1g sago :_;-E ane dr:_.E '5_,
th H h Buddy lee Story.
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&.‘i \ Advertising Execution Technigues

Creative execution: The way an advertising
appeal Is presented.

» Straight-sell or factual » Testimonial
message

> Animation
» Science / technical

evidence » Personality Symb0|

. » Fant
» Demonstration afitdsy

. > Dramatization
» Comparison

> Hum
> Slice of life Hmot

» Combinations



1. Tough on

2. EFasy on
breakouts. g ~

your skin.

Oil-Free
fenily cleanses, Ac ne WGSh

Qil-freg [ormuala
gerly cleanses dieep
toviam (ko poses

for clear skin

Treats and Prevemis.
1515 nd of acne vou
hivre norw, ansd helps
prevent uture break-
& ones (M o iy
affective yei gentle cleonsar - TRERIEFLEITERLARTITN
Soothes % e oz reatmEn
Special skin soothers

sl | Ncutrogena

DE RN TORLONET WELD L ERENED:

salicylic acid

- Neutrogena

Dermatologist Hanumm&ndad

ﬁ"-l- FE LTI OO

Source: Courtesy Neutrogena Corporation
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&I‘f}. Creative Tactics: Print Advertising

Headline

= Words in the leading position of the ad. Attract readers’
attention/interest and encourage them to read the rest of
the ad

* Direct Headlines - straightforward and informative about the
product or service

* |ndirect Headlines - provoke curiosity or interest by use of
guestions, provocations, challenges, how-to

Subheads

= Smaller than the main headline, larger than the copy. Used
to break up large amounts of copy and highlight key sales
points

Body copy

= The main text portion of a print ad, used to present the
relevant information. Content depends on appeal and
execution style



W\
s! Creative Tactics: Print Ad Components
>

Visual Elements
= Must attract attention
= Communicate idea or image
= Work in synergistic fashion with headline and copy
= |llustrations such as drawings or photos

= |dentification marks such as trademarks, logos, brand
name

Layout or Format

= The physical arrangement of the various elements of

a print ad including headline, subheads, body copy,
Illustrations, and identifying marks

= Decisions include size, color, white space



\
L.‘i \.. Elements of a Print ad

YOU WON’T FIND THE
Headline > FASTEST GR“W'NG
DOCUMENT OUTPUT
COMPANY UNDER X.
Visual > 2 \
o S

e

Body Copy e

| dentification Marks ~
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s\.. Creative Tactics: Print Ad Layout
>

> Slze
= Expressed in columns, column
iInches or portions of a page

> Color

» Black & white or two-, three-, or
four-color printing

» White Space

= Marginal and intermediate space on
the page that remains unprinted



N : . .
&.E Creative Tactics: Television

Components of a TV Commercial

= Video - what is seen on the screen.
|ncludes decisions regarding visual,
sequencing, setting, lighting, talent,
etc.
= Audio - voices, music, sound effects
= Voiceover - delivery of the message

= Music
= Needledrop
= Well known songs
= Jingles



N : : :
&.}. Classic songs used in commercials

Title Artist Brand/Company
Revolution Beatles Nike

Start Me Up Rolling Stones Microsoft Windows 95
Come Together Beatles Nortel

Desert Rose Sting Jaguar

Ray of Light Madonna Microsoft Windows XP

Rock and Roll Led Zeppelin Cadillac



: 1 . . . . '
s! Creat!ve Tactics: Tele_V|5|on
»=.: Planning and Production

The elements of a TV commercial are brought together
In a Script which is used to provide a detailed
description of the video and audio content

Three Phases of Production

1. Preproduction

= All work before actual shooting, recording
2. Production

= Period of filming, taping, or recording
3. Postproduction

= Work after commercial is filmed or recorded



W\ Creative Tactics: Television

W=.: Preproduction Tasks

» Select a director

» Choose production company
» Bidding

» Cost and timing

> Production timetable
Set construction
Location

Agency, client approval
Casting

Wardrobes

» Production Meeting



; " ] . . . N
s\‘ Creatlvg Tactics: Television
B=_: Production Tasks

> Location versus set shoots
» Night/weekend shoots

» Talent arrangements



n ‘ . . : . .
SE Creative Tactics: Television
—: Postproduction Tasks

» Editing

» Processing

» Sound effects

» Audio/video mixing

» Opticals

» Client/agency approval
» Duplicating

» Release/shipping



o
&I‘f}. Evaluation and Approval of Creative Work

Guidelines for Evaluating Creative Output

» Consistent with brand’s marketing objectives?

» Consistent with brand’s advertising objectives?
» Consistent with creative strategy, objectives?
» Does it communicate what it's suppose to?

» Approach appropriate to target audience?

» Communicate clear, convincing message?

» Does execution overwhelm the message?

> Appropriate to the media environment?

> |s the advertisement truthful and tasteful?
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Media Planning and Strategy

McGraw-Hill, i © 2004 The McGraw-Hill Companies, Inc., All Rights Reserved.
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&.‘! Media Terminology

»Media Planning - A series of decisions involving
the delivery of messages to audiences.

»Media Objectives - Goals to be attained by the
media strategy and program.

»Media Strategy - Decisions on how the media
objectives can be attained.

»Media - The various categories of delivery
systems, including broadcast and print media.

>»Broadcast Media - Either radio or television
network or local station broadcasts.
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&.‘! Media Terminology

»>Print Media - Publications such as newspapers
and magazines.

»Media Vehicle - The specific message carrier,
such as the Washington Post or 60 Minutes.

»Coverage - The potential audience that might
receive the message through the the vehicle.

»Reach - The actual number of individual
audience members reached at least once by the
vehicle in a given period of time.

»Frequency - The number of times the receiver
IS exposed to vehicle in a specific time period.



\
&.‘\ Problems in Media Planning

> Lack of information
> | nconsistent terms
» Serious time pressure

» Measurement problems



T\

Situation Analysis :>[ Marketing Strategy Plan Creative Strategy Plan
3 8

NS
Setting Media Objectives

N

Determining Media Strategy

¥

| Selecting Broad Media Classes

\Z

Selecting Media Within Class |

5 D4 e
[Media Use Decision] [Media Use Decision] [Media Use Decision]

N/

— Broadcast — Print — Other Media
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= Developing the Media Plan

Analyze the Market

Establish Media Objectives

Develop Medla Strategy

Implement Medla Strategy

Evaluate Performance




©3.1% of all adults purchased a ¢
account for 51.1%; 36.4% grac

_plmnﬂu past year. Of this group, women
raduate ."f_HMmmxﬁtnﬂ.m
1i1ﬁm1%mmiﬂmmhﬂﬂim viembers of this group are 62%
more likely than average 1o han i flular phone in the past yaar,
Percent of Base
3.1%

Index




\‘\i Where to Promote?
."E..*'i Brand and Category Analysis

Brand Development Index

Percentage of brand sales to

total US sales in market
BDI = _— X100

Percentage of total U.S.
population in market




\‘i Where to Promote?
h.___
B>=.: Brand and Category Analysis

Percentage of product

category total sales in market

col=:\ 777
Percentage of total U.S. s

population in market
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High CDI

Low CDI

p=.. Brand and Category Analysis

High BDI

G
High market share

Good market
potential

-
High market share

Monitor for sales

decline

Low BDI

p
Low market share

Good market
potential

o
Low market share

Poor market

potential




High CDI

Low CDI

High BDI

ss Brand and Category Analysis

Low BDI

The market usually represents

good sales potential for both
the product and the brand.

The product category shows
high potential but the brand
iIsn’t doing well; the reason
should be determined.

The category isn’t selling well
but the brand is; may be a
good market in which to
advertise but should be
monitored for sales decline.

Both the product category
and the brand are doing
poorly; not likely to be a good
place to advertise.
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&.‘f}. Media Planning Criteria Considerations

> The media mix

» Target market coverage

» Geographic coverage

» Scheduling

» Reach versus frequency

» Creative aspects and mood
> Flexibility

» Budget considerations
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Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec



Sfi Reach and Frequency

Reach of One Program Reach of Two Programs

Total market audience reached

Duplicated Reach of Both @Unduplicated Reach of Both

Total reached with both shows Total reach less duplicate







15

Percent

reach
10

Total Exposure versus Effective Exposure
of a Prime-Time Television Schedule

| /7 No exposure

Total exposure = 400 GRPs
Effective exposure = 221 ERPs

F Ineffective exposure

f Threshold of effectiveness

‘/— Reinforcement of effectiveness

Excessive exposure
Negative
exposure

I I = . et z
1 2 3 4 5 6 7 8 9 1011 12 1314 151¢€
Number of exposures

GRPs = Gross rating points
ERPs = Effective rating points



an
&.‘ \.'. Effects of Reach and Frequency

1. One exposure of an ad to a target group within a
purchase cycle has little or no effect in most
circumstances.

2. Since one exposure is usually ineffective, the central goal
of productive media planning should be to enhance
frequency rather than reach.

3. The evidence suggests strongly that an exposure
frequency of two within a purchase cycle is an effective
level.

4. Beyond three exposures within a brand purchase cycle or
over a period of four or even eight weeks, increasing
frequency continues to build advertising effectiveness at
a decreasing rate but with no evidence of decline.
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&.‘ \ Effects of reach and frequency

5. Although there are general principles with respect
to frequency of exposure and its relationship to
advertising effectiveness, differential effects by
brand are equally important

6. Frequency response principles or generalizations
do not vary by medium.

7. The data strongly suggest that wearout is not a
function of too much frequency. It is more of a
creative or copy problem.



S\ Marketing Factors Important to
wﬂy—

» Brand history

» Brand share

» Brand loyalty

» Purchase cycles

» Usage cycle

» Competitive share of voice
» Target group



S\ Message or Creative Factors Important to

W= Determining Frequency

Message complexity

Message uniqueness

New vs. continuing campaigns
| mage versus product sell
Message variation

Wearout

vV V. V V VYV VY V

Advertising units



S\ Media Factors Important to
h1 Determining Frequency

Clutter

Editorial environment
Attentiveness
Scheduling

Number of media used

vV V VvV VY VY V

Repeat Exposures



Cost per thousand (CPM)
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Cost per rating point (CPRP)

CPRP = [ Cost of com_mercial time]
Program rating



AN\
s\ Television Characteristics
. 2 @@ @@ 0

Advantages

Disadvantages

= Mass coverage
= High reach

= Impact of sight, sound,
and motion

= High prestige

= Low cost per exposure
= Attention getting

= Favorable image

Low selectivity
Short message life
High absolute cost

High production
costs

Clutter




S} Radio Characteristics

Advantages Disadvantages
= Local coverage = Audio only
= Low cost = Clutter
= High frequency = |Low attention
» Flexible getting
» Low production costs = Fleeting message
= Well-segmented

audiences




S}. Magazines Characteristics

Advantages Disadvantages

= Segmentation = Long lead time for ad
potential placement

= Quality reproduction || |= Visual only

= High information = Lack of flexibility
content

= Longevity
= Multiple readers




s} Newspapers Characteristics

Advantages

Disadvantages

= High coverage
= | ow cost

= Short lead time for
placing ads

= Ads can placed in
iInterest sections

= Timely (current ads)

= Reader controls
exposure

= Can be used for

coupons

Short life

Clutter

Low attention-
getting capabilities
Poor reproduction
quality

Selective reader

exposure




S} Outdoor Characteristics

Advantages Disadvantages
= |Location specific = Short exposure
® H|gh resolution time reqUireS short

ad
= Poor image
= Local restrictions

= Easily noticed




S} Direct Mail Characteristics

R

Advantages

Disadvantages

= High selectivity
= Reader controls
exposure

= High information
content

= Opportunities for
repeat exposures

= High cost/contact
= Poor image (junk mail)
= Clutter
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s\.. |nternet / Interactive Media Characteristics

»,..: O

Advantages

Disadvantages

= User selects product
information

= User attention and
iInvolvement

= |nteractive relationship
= Direct selling potential

= Flexible message
platform

Limited creative
capabilities

Web snarl (crowded
access)

Technology limitations

Few valid measurement
techniques

Limited reach




