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* 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 persuasive
communication

e Uses
nonpersonal
mass media to
reach broad
audiences

* Connects an
identified
sponsor with a
target audience
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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.”
Rowanﬁ

— “Every word in the copy must count.”
Univessity

Paid, (non) personal
communication from an

identified sponsor, using
(mass) media to persuade or
Influence an audience.
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* 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.

» |tis afield built on ideas and images, persuasion and
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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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

Rowanﬁ
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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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Good or Great Ads Work on Two Levels

ctives by Enga eve the Spons
em & Delivering Objectives
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The Current Advertising Scene:
...Globalization._..

o |

. "+ e« Advertisers

D S e @3- @B LUI@E AR 3 5 are moving
into global
markets

» Agencies are
forming
huge
multinational
operations
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Media Definitions

Reach

Frequency

GRPs

BDI and CDI

CPP and CPM

National vs Local Media
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Biggest U.S. Advertisers in Terms of Categories
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» Creative boutiques
(Niche)
— Small agencies that
concentrate on creative
execution

* Media buying services

— Specialize in the purchase
of media for clients

* Virtual agencies
— Agencies that operate like

a group of freelancers Rowan Q@
University

Specialize in
certain
functions,
audiences,
industries, or
markets
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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.

sAdvertising is a form of mass
communication.
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Strengths of Advertising as a Marketing Technique

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