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MAC Triad
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M=Message A=Audience C=Channel
P=Purpose T=Timing
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Synergy

www.synergysportswear.com
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Paid persuasive
communication

e Uses
nonpersonal
mass media to
reach broad
audiences

e Connects an
identified
sponsor with a
target audience &P  THE COLLEGE OF

NEW JERSEY

Paid

(Non)-personal
communication
Sponsor is identified
Using (mass) media

Tries to persuade or
influence

Reaches large audience
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» Here are some advertising tenets that
David Ogilvy offers:

— “Never write an advertisement you wouldn’t want
your own family to read.”

— “The most important decision is how to position
your product.”

— If nobody reads or looks at the ads, “it doesn’t do
much good to have the right positioning.”

— “Big ideas are usually simple ideas.”
— “Every word in the copy must count.”
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Paid, (non) personal
communication from an
Identified sponsor, using

(mass) media to persuade or
influence an audience.
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Synergy
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Strategy

Effective ! Advertising

Creative ldea
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» Effective ads
adhere to the
highest production
values in the

industry

* Clients demand
the best
production the
budget allows

1P THE COLLEGE OF

i NEW JERSEY

Builds awareness of products and
brands

Creates a brand image

Provides product and brand
information

Persuades people
Provides incentives to take action

Provides brand reminders
Reinforces past purchases and brand

experiences ‘T[:NJ
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Good or Great Ads Work on Two Levels

ctives by Enga eve the Spons
em & Delivering Objectives
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Locking Power

v Jingle v Signature

v Slogan v/ Superimposition
v' Key Visual v Superstitial

v Logo v’ Interstitial
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Locking Power — Nike®

JUST DO IT.
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Commercial Persuasion
Or
Public Relations

“The establishing of reciprocal
understanding between an individual

and a group.”
Rowanﬁ
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Edward Bernays
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Locking Power - Strategy
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Synergy

www.synergysportswear.com
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