


B
Moriarty | Mitchell | Wells

University

Advertising & IMC

Principles and Practice

©— Rowanﬁ

Moriarty » Mitchell « Wells mverSIty
e T S S S ST ST ST S




“ABCs of Strategic

Communication




['m Here To

HELP

.. 1o Hear, Encourage,
Love, and Prepare.

AT @ P D58 386 reed

W g @y untan Conguny « PO Bk 867 @ Hamilin, Toes T653H-0267
- e Ig 24385
i Ecrial: AreydgrEcompnel » el www rineylonlan com










* Public communication is at the heart of our economy,
society and politics. Studios use it to promote their
films. Politicians use it to get elected. Businesses use
it to burnish their image. Advocates use it to promote
social causes.

» Itis afield built on ideas and images, persuasion
through information, strategy and tactics. No policy or
product can succeed without a smart (strategic)
message targeted to the right audience in creative
and innovative ways at the ideal time using the
proper channel. The ability to communicate this way
— to communicate strategically — is what Public
Communication is all about.
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Paid

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

Tries to persuade or
influence

Reaches large audience
Rowanﬁ

mversny

* 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.”
Rowanﬁ
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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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Defining Modern Advertising
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MAC Triad

M
/PF\
A——C

M=Message A=Audience C=Channel
P=Purpose T=Timing
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Strategy

Effective ! Advertising

Creative Idea
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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
Rowanﬁ
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Sales logic behind an advertising message

e Product-centered strategies — Ads that focus on the
product itself. Should be based on fact. Often a
scientifically conducted test or other research technique
provides support for a claim.

» Claim
» Brag and Boast

e Prospect-centered strategies — Ads that focus needs
and wants rather than on what the company can
produce.

» Benefits
» Promise
» Reason Why

» Unique Selling Proposition (USP)
Rowan
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Good or Great Ads Work on Two Levels
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...Integrated Marketing Communication...

N\ 4 « Unifying all

= marketing

: communication
tools so they
send a
consistent,
persuasive

message
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...Globalization...
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* Advertisers
are moving
into global
markets
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Biggest U.S. Advertisers in Terms of Categories
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Specialize in

certain
functions,
e ANk audiences,
\ : industries, or
A markets
A
Rowan@))
University
» Specialized agencies
(Niche)
— May specialize in certain
functions (copy, art, media),
audiences (minority, youth) or
industries (health, computers)
— May specialize in a marketing
communication area (direct
marketing, sales promotion,
public relations)
— May serve one client Row: anﬁ
University
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Marketing Role :
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*Marketing is the process a business
uses to satisfy consumer needs and
wants through goods and services.

eAdvertising is a form of mass
communication.

out advertising,
arket power
economics of info
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Strengths of Advertising as a Marketing Technique

70



Advertising decreases the likelihood
that a consumer will switch to an
alternate product regardless of price

RALPH LAUREN
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