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Principles and Practice
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Which is which?
— Consumer

— Business-to-
Business

— Institutional
— Channel

How are the four
ads different?

How are they the
same?
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e Brand

* Retail or Local

* Directory

e Direct-Response

e Business-to-Business
. Corporate A WILMINGTON
 Institutional (Product) 2% UNIVERSITY
e Recruitment

e Political

e Issue (Advocacy)
e Public Service (Charity/Non-profit)

ﬁWILMINGTON
-t UNIVERSITY




MADE HINEY

PATIE
WEHEL

WILMINGTON
UNIVERSITY

A
P

A WILMINGTON

=IT?1 UNIVERSITY




WILMINGTON

EE:_ UNIVERSITY

WILMINGTON
UNIVERSITY




WILMINGTON

gb UNIVERSITY

WILMINGTON
UNIVERSITY




WILMINGTON

gb UNIVERSITY

WILMINGTON
UNIVERSITY




A

WILMINGTON
UNIVERSITY

WILMINGTON
UNIVERSITY

10



MAC Triad

W
/PF\
A——C

M=Message A=Audience C=Channel
P=Purpose T=Timing
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e Informization

— Disseminating information (message) to
target audience through the proper channel
at the best possible time.
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Interrelated

In Different
Media

Integrated
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