what to look at in an ad
Chapter 3
which need recognition is being used?
· p. 63
· out of stock
· dissatisfaction
· new needs/wants
· related products/purchases
· marketer-induced need recognition
· new products
what is the consumer’s motivation
· p. 64-65
· is it physiological
· safety based
· social
· esteem based
· self actualization
how does the consumer perceive the product
· p. 69
· sensation
· selecting information
· interpreting the information
· retaining the information
· subliminal perception
what is the purchase decision
· p. 73
who is the target audience
· p. 78-89
· target market = group of consumers toward which an overall marketing program is directed
· target audience = group of consumers toward which an advertising campaign is directed
· geographic segmentation
· region
· city size
· metropolitan area
· density of population
· demographics
· gender
· age
· race
· life stage
· birth era
· household size
· residence tenure
· marital status
· socioeconomic
· income
· education
· occupation
· psychographic
· values
· lifestyle
· personality
· culture
· social class
· behaviour
· brand loyalty
· user status
· usage rate
· situation
· benefits sought
· customer groups
· brand-loyal customers
· favourable brand switchers
· non customer groups
· new category users
· other brand switchers
· other brand loyals






Chapter 4
what is the message?
· p. 97
· written cues
· visual cues
what is the cognitive response
· p.110-111
· product/message thoughts
· what are the counter arguments produced?
· what are the supporting arguments produced?
· source oriented thoughts
· are there negative thoughts about the source?
· are there favourable thoughts about the source?
· ad execution thoughts
· attitude to ad
what is the category need?
· target audience’s perception of requiring a specific product category to satisfy a particular need
does it promote brand awareness
· target audience’s ability to recognize and/or recall the brand within the product category in sufficient detail to make a purchase
what is the brand attitude
· target audience’s overall evaluation of the brand in relation to its ability to satisfy the reason why they want it
what is the brand purchase intention
· target audience’s self-instruction to respond (purchase; purchase-related action) to the brand
what is the purchase facilitation
· target audience’s perception that a marketing factor could affect their purchase or use of the brand
Chapter 5
what are the behavioural objectives?
· see figure 5-1 on p. 127
· p. 134-138
· trial
· repeat purchase
· purchase-related behaviour
· repeat consumption
what are the communication objectives
· p. 128-129
· p. 138-142
· category need
· omitted 
· reminded
· emphasized
· brand awareness
· through recognition
· through recall
· brand attitude
· established
· maintained
· increased
· modified
· changed
· brand purchase intention
· assumed
· generated
· brand purchase facilitation
· included
· omitted


chapter 6
what is the market position?
what is the brand positioning strategy?
· what is the brand position
· what are some salient attributes
· what are some salient benefits
· what is the market partition
· what is the competitor’s position
what is the market definition?
· by end benefit
· by brand name
· by usage situation
· by product category
what are consumer purchase motives
· informational p 166
· problem removal
· problem avoidance
· incomplete satisfaction
· mixed approach-avoidance
· normal depletion
· transformational p.166
· sensory gratification
· intellectual stimulation or mastery
· social approval


Chapter 7
What is the creative theme?
· p.187-205
· unique selling proposition
· what benefit is shown from the purchase of the product
· the competition cannot or does not offer this benefit
· the benefits are strong enough to move mass millions
· how are they promoting the brand image
· what images do they provide
· is there inherent drama?
· characteristic of the ad that makes the consumer purchaser the product
· do they deliver a poignant message
· how does the brand position effect the creative theme
· is there a similar image in the ad to the image consumers have of the brand
· is there rational appeal
· practical, function, utilitarian need
· informative 
· particular attributes to satisfy needs 
· Feature Appeal
· focus on dominant traits of product or service
· comparative appeal
· directly or indirectly naming competitors in an ad and comparing one or more specific attributes
· favourable price appeal
· makes price offer the dominant point of the message
· news appeal
· new announcement about product/service/company dominates the ad
· product/service popularity appeals
· stress popularity of product/service by pointing out the number of consumers who used, switched to or number of experts who referred the brand
· reminder appeals
· objective of building brand awareness and/or keeping the brand name in front of the consumers
· is there emotional appeal
· relating to social or psychological needs for purchasing the product/service
· emotional integration: portraying characters in the ad as experiencing an emotional benefit or outcome from using a product or service
· is there a fear appeal
· used to invoke an emotional response to a threat of expressed or implied danger that influences users to take a step away from the threat
· is there a humour appeal
· best known and best remembered of all advertising messages
· humour attracts and holds consumers’ attention
· can distract receiver from counter arguing against the message
· is there a source/spokesperson
· is the source credible
· an expert when dealing with the product
· trustworthy
· is there similarity with the source
· is there a likeability
· is there familiarity


Chapter 8
what is the creative execution style?
· p.218-224
· straight sell
· relies on straight forward presentation of information concerning the product or service
· used with rational appeals 
· focus on product and its features and attributes
· scientific/technical evidence
· variation of straight sell
· scientific or technical evidence is presented
· used to help support claims
· demonstration
· Illustrates the key advantages of the product by showing it in actual use or in some staged situations
· comparison
· direct
· basis to communicate a competitive advantage or position a new or lesser know brand with industry leaders (names specific brands)
· indirect
· not compared against a specific brand
· visual
· used to convey particular characteristics
· testimonial
· a person praises product/service on basis of personal experience
· effective when they come from a recognizable or popular source
· slice of life
· used for packaged goods
· brings forth personal problems that occur in everyday life
· dandruff
· bad breath
· body odor
· laundry needs
· animation
· cartoons used
· popular for products targeted towards children
· used a lot with humour appeals
· personality symbol
· a character that helps to show the benefits of the product
· Pillsbury dough boy
· Kool-Aid man
· imagery
· contains little to no information about the brand and are based around the visuals
· uses pictures, illustration and/or symbols
· dramatization
· focus on telling a short story with the product as the star
· turn to humour
· humour
· well suited to television and radio
· turn to humour
Framework for creative tactics
· Foote. Cone and Belding grid
	
	thinking
	Feeling

	High involvement
	1. informative (thinker)
car-house-furnishings
model: learn-feel-do

Possible Implications
Media: long copy format
             Reflective vehicles
Creative:  specific information
                  demonstration
	2. affective (feeling)
jewelry-cosmetics-fashion apparel
model: feel-learn-do

possible implications
media: large space
              image specials
creative: executional
                impact

	Low involvement
	3. habit formation (doer)
food-household items
model: do-learn-feel

possible implications
media: small space ads
             10 second I.Ds
             Radio; POS
Creative: reminder
	4. self-satisfaction (reactor)
liquor-candy
model: do-feel-learn

possible implications
media: billboards
             newspapers
             POS
Creative: attention




· Rossiter and Percy Model
· brand awareness tactics
· match the brand stimuli and the type of response behaviour of the target audience so that understanding of the brand in a  category is unambiguous
· use a unique brand execution of the brand to the category 
· maximize brand contact time in the exposure to reinforce name and category connection
· the brand package and name should have sufficient exposure in terms of time or size depending on the media
· the brand and the category need should be connected in the primary benefit claim should be short to be easily understood
· within an exposure, the primary benefit claim should be repeated often
· the message should have or imply a clear personal reference
· a bizarre or unusual execution style can be used if it is consistent with the brand attitude objective
· a jingle or similar “memory” tactics should be included
· brand attitude grid tactics
· low involvement-informational creative tactics
· ads designed to influence target audiences’ attention based on low-involvement-informational persuasion should have a very obvious benefit claim with an unusual execution style p. 239
· emotional portrayal of motive
· authenticity: not necessary
· like ad: not necessary
· execution style: unusual, problem-solution format
· benefit claim of brand message
· number of benefits: one or two, or one clear group
· intensity of benefit claim: state extremely
· repetition of benefit claim: few required for reminder
· low involvement-transformational creative tactics
· three emotional portrayal guidelines are critical for this type of attitude. see p. 239
· emotional portrayal of motive
· authenticity: key element and is the single benefit
· like ad: necessary
· execution style: unique to brand
· benefit claim of brand message
· number of benefits: one or two, or one clear group
· intensity of benefit claims: imply extremely by assosciation
· repetition of benefit claims: many exposures to buildup before trial purchase and reinforce attitude after trial
· high involvement-informational creative tactics
· this side of the model illustrates the importance of information as high involvement implies the requirement of considerable and accurate benefit claims. p. 240
· emotional portrayal of motive:
· authenticity: key element in product life cycle and declines as product reaches later stages
· like ad: not necessary
· execution style: unusual
· benefit claim of brand message
· number of benefits: overall claim to summarize multiple (no more than seven) benefits
· intensity of benefit claims: 
· initial attitude is key reference point
· very accurate claim; cannot over-claim or under-claim
· comparative or refutation messages are strong options
· repetition of benefit claims: many claims within an exposure
· high involvement-transformational creative tactics
· persuasion through this type of attitude formation requires strong emphasis of the emotion. p.241
· emotional portrayal of motive
· authenticity: paramount; must reflect lifestyle of target audience
· like ad: necessary
· execution style: unique; target audience must identify with product, people or consumption situation shown
· benefit claim of brand message
· number of benefits: acceptable number to provide key information
· intensity of benefit claims; very accurate claim; may over-claim but do not under-claim
· repetition of benefit claims: many are required to support informational message
Chapter 9
Read and assess yourself
Chapter 10
Read and assess yourself


Chapter 11
strengths of television
· creativity for cognitive and emotional response
· the interaction of sight and sound and motion offers tremendous creative flexibility and makes possible dramatic, lifelike representations of products and services
· target audience coverage
· possible to reach a large audience
· almost every Canadian watches around 2 h of tv each evening
· cost efficiency
· cost to reach individuals by television is reasonable affordable
· based on how many people see the ad on tv the cost per thousand is reasonably low
· attention
· commercials impose themselves on viewers as they watch their favourite programs
· most people are exposed to thousands of ads a year
· causes attention to be devoted to having attention to advertising messages
· scheduling flexibility
· ads can be scheduled at any time of day
· geographic coverage
· they can also adjust their media strategy to different geographic regions
· ads can be scheduled to run repeatedly in more favourable markets and less in less favourable markets
· reach
· television is closely monitored activity due to television ratings
· this means that the reach can be discovered more easily
· frequency
· scheduling promotes frequency in concentrated blocks of time
· media image
· tv advertising often carries a high degree of acceptability. 
· tv is often viewed favourably because of all the money put into the advertisements
· many tv advertisements are now being placed on video hosting websites and this has increased 


limitations of television
· absolute cost
· espensive medium in which to advertise
· production costs are high
· commercial spots are expensive
· target audience selectivity
· it is hard to reach such specific target audiences as the number and type of consumer varies so much
· processing time
· only 15-30 seconds normally
· leave nothing tangible for the viewer
· impression has to be strong and lasting
· clutter
· many ads produced and shown at the same time 
· trouble being noticed
· due to the large number shown commercials can be seen as annoying
· selective exposure
· zapping; changing channels to avoid commercials 
· zipping; fast forward through pre-recorded program
· involvement
· low-involvement
· due to clutter and short processing times
· media image
· critics of advertising believe tv commercial show everything that is wrong with the industry
· seen as offensive and obtrusive
types of tv ads
· network advertising
· purchase airtime from tv network
· then assembles affiliates and provides ads to affiliates
· purchased during scatter market
· runs through the season
· spot advertising
· ads shown on local tv stations
· time negotiations
· purchased directly from the station

· sponsorship advertising
· assumes responsibility for production and content of program and ads that appear in it
· allows prestige for high quality products
· allows for control of placement of ads during program
strengths of radio
· cost effective and absolute cost
· low cost
· very inexpensive to produce
· only requires a script to be read or a pre recorded message
· reach and frequency
· builds more reach and frequency into the media schedule
· can use different stations to broaden the reach of the message, and can use multiple spots to ensure frequency
· target audience selectivity
· various program formats allow for selectivity
· radio allows companies to focus on specialized audiences within demographic  and lifestyle groups  
· people who do not watch a lot of tv listen to the radio more often
· geographic coverage
· local media
· allows for wide coverage of a specific area
· scheduling flexibility
· very short closing period
· you can change the script up until it airs
· you can adjust the message to be appropriate for local market conditions
· creativity for cognitive response
· good for long copy
· can provide more concise brand info in a timely manner
· media image
· good general image
· consumer relies on radio for news, weather and traffic so they trust radio sources
limitations of radio advertising
· creativity for emotional response
· the absence of a visual image is a major drawback
· there is no capability to show or demonstrate the product
· they tend to allow the listener to use their imagination
· sometimes they use image transfer
· the process by which the images of a tv commercial are implanted into a radio spot (through spoken words or jingles)
· amount of processing time
· radio commercial is extremely short and short lived
· no images mean that the lasting impression is even shorter
· there is no control over the rate at which the message is processed
· target audience coverage
· high level of audience fragmentation due to large number of stations
· percentage of market tuned into a radio station is usually very small
· listener attention
· it is difficult to retain listener attention to commercials
· radio tends to be background noise
· people tend to converse when the commercials air
· selective exposure
· getting listeners to expose themselves to commercials is difficult
· people preprogram their car radios and will change stations during commercials
· clutter
· radio stations can play as many minutes of advertising as they like
· most carry an average of nearly 10 mins ever hour
· during the rush periods, they can exceed 12 mins of commercials per hour
· this means that the listener is being bombarded with commercials
· involvement
· it is face with short processing time a clutter
· less involved because of the added problem of no visual
buying radio time
· network radio
· time can be purchased on a network
· minimizes the number of negotiations an advertiser has to go through with radio stations
· number of radio station affiliates and types of affiliates may vary from network to network. this reduces the flexibility of selecting stations
· spot radio
· purchasing advertising time on individual radio stations
· provides greater flexibility for selection of markets, individual stations and airtime and adjusting the message
· increase the amount of administrative work and negotiations.
Chapter 12
classifications of magazines
· consumer
· used for information and entertainment
· brings in the general public
· circulation tends to be about average
· ethnic
· most a written in English with the other languages showing the most other language titles
· low circulation
· farm
· directed to farmers and their families
· business
· magazines or trade journals for specific businesses, industries of occupations.
· magazines for professional groups
· industrial magazines directed at businesspeople in various manufacturing and production industries
· trade magazines targeted at wholesalers, dealers, distributors and retailers
· general business magazines aimed at executives in all areas of business
strengths of magazines
· target audience selectivity
· there is an ability to reach a specific target audience
· most selective of all media types as it is direct communication with the consumer
· most magazines are published for readers with a specific reading requirement
· geographic coverage
· it is easier now to find publications that target to certain geographic areas
· purchasing space in specific geographic editions of the magazine
· ads in regional editions can list the names of retailers or distributors in various markets to purchase the product
· creativity for cognitive and emotional response
· reproduction quality is high
· gatefolds allow more space to promote on 
· there is more ability for creative through the entire ad as there is more space
· reader involvement and amount of processing time
· they have a long lifespan
· magazines are generally read over and kept for reference. 
· retained in home longer than any other medium
· readers devote about minutes to reading the magazine with a high degree of interest
· readers tend to focus on the magazine and engage in less multi-tasking so more attention is paid to the ads 
· media image
· there is prestige added to the product or service advertised.
· those with high quality products or services buy space with high quality editorial content whose consumers have a high level of interest in the advertising pages
· selective exposure and attention
· consumers are more receptive to ads in magazines than in any other medium. 
· they are purchased because of the information they contain interests the reader
· the ads are then tailored to suit the needs of that consumer and facilitates a purchase decision
limitations of magazines
· absolute cost and cost efficiency
· cost varies according to size of audience reached and selectivity
· advertising in mass circulation magazines can be very expensive
· reach and frequency
· magazines are generally not as effective as other media types in offering reach and frequency
· magazines have a thin penetration of households
· scheduling flexibility
· long lead time is needed to place an ad
· there is often a 30-90 day lead time when dealing with most publications
· this means space must be purchased well in advance of the actual publication date
· no changes can be made after the closing date 
· target audience coverage
· the number of people within the target market who may actually pick up the magazine is substantially disproportionate
· clutter
· the more successful a magazine the more advertising pages it produces, which causes more clutter
· many publications have ads on more than half their pages, this makes it difficult for an advertiser to catch the reader`s attention

magazine circulation and readership
· circulation
· this represents the number of individuals who receive a publication through either a subscription or store purchase or through controlled distribution
· can be high or low based on the type of magazine
· readership
· this includes the number of secondary readers, or pass along readers
· pass-along occurs when the primary gives a magazine to another person, or when the publication is read in doctors` waiting rooms, or beauty salons, on airplanes etc
· total audience is calculated by the number of readers per copy multiplied by the circulation of an average issue
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Chapter 18
advertising regulation in Canada
· CRTC  (Canadian Radio-Television and telecommunications commission)
· ensures the broadcasting act of 1991 and telecommunications act of 1993
· required to delicately balance the needs of citizens, industries, and various interest groups with respect to programming and costs
· regulates more than 5900 media orgs
· responsible for granting licenses for these media and ensuring that they are comply with the broadcasting act 
· three areas of broadcasting in which the CRTC is involved
· signal substitution
· allows tv broadcasters to sub Canadian sponsored ads on programming originating from the US when shows are delivered at the same time on both Canadian and US networks
· this is applicable most of the time other than when the Super Bowl is shown live
· advertising limits
· tv stations are only to carry 12 mins of advertising during broadcast day from 6:00 am to midnight
· PSA are not counted for in this 12 mins
· infomercials
· program lasting more than 12 mins that combines promotion of a product in an engaging, entertainment-like style
· CRTC approves all infomercials for any television station, network or specialty service
· three areas where CRTC is not involved significantly
· false or misleading ads
· does not address complaints of these types of ads
· complaints are referred to the Competition Bureau of the federal government
· alcohol or drugs
· regulations for advertising these products
· no screening process for these ads
· internet
· does not regulate content on the internet
· no licences required for broadcasting on this medium
· unsure of whether it falls under the jurisdiction of broadcast code as it is not an actual broadcast as TV and radio signals
· Competition Act
· prevents false or misleading advertising
· contains civil provisions to ensure compliance with the act rather than seeking punishment
· advertisers are fined more often than charged with criminal offenses
· Regulation of Tobacco Advertising
· tobacco products are severely restricted by Health Canada in terms of their use of traditional advertising media
· they sponsored many arts cultural and sporting events, but this option was discontinued in 2003
· packaging of these products now have to advertise the graphic consequences of smoking tobacco
· no references to “light” is allowed
· they have to include a full list of ingredients
· tobacco companies tend to market underground
· market through distribution in
· bars
· pubs
· nightclubs
· point-of-sale communication has been a competitive tactic that the companies pursue 
· currently all of these are legal
· Regulations on advertising to Children
· children are not to be manipulated with exaggerated claims
· it is illegal to direct commercial advertising to persons younger than 13 years of age
· ASC (Advertising Standards Council)
· not-for-profit, self-regulatory industry body with a mandate to create and maintain community confidence in advertising
· represents advertisers, media organizations, and advertising industry suppliers. 
· see ch 18 p. 548-554 for the different parts of the ASC
Ethical effects of advertising
· advertising as untruthful or deceptive
· major complaint, many ads are misleading
· consumers generally do not trust advertising, but they tend to feel more confidence in advertising claims when focused on their actual purchase decisions
· advertisers are not allowed to make a claim about a product without a reasonable basis and having evidence to support their claim
· advertisers have the right to use puffery. this is advertising  or other sales presentations which praise the item to be sold with subjective opinions, superlatives, or exaggerations, vaguely and generally, stating no specific facts
· concern is though that advertisers are deliberately untruthful or misleading
· most advertisers do not design their messages with the intention to mislead or deceive consumers or run sweepstakes with no intention of awarding prizes
· advertising principles of the ACA (association of Canadian Advertisers)
· advertisers must behave responsibly 
· advertisers have a right to freedom of speech
· advertisers make an important contribution to the Canadian economy
· advertisers support a vibrant competitive economy
· advertising as offensive or in bad taste
· product type
· some consumers object when certain products are advertised at all
· historically condoms were not allowed to be advertised but with the emergence of AIDS it became an important topic to advertise
· certain ads will always face objections based on their product type, this is not always something that can be avoided
· fear appeals
· many people object to appeals that exploit consumers’ anxieties
· many times it is when they appeal to social anxieties of the people
· sexual appeals
· sexual appeals and nudity tend to have the most objections
· often times the sexual nature is used to catch the audience’s attention and does not relate to the product
· sometimes when the sexual appeal does relate to the product there is still objection
· shock appeals
· this is when advertisers use nudity, sexual suggestiveness or other startling images to get the consumers’ attention
· critics argue that the more advertisers use this technique the more shocking the ads become
· advertising and children
· most controversial topic in advertising
· children between 2 and 11 watch an average of 15.5 hr of tv a week
· children tend to be vulnerable to advertising the younger they are
· others argue that children must learn to deal with ads in the consumer socialization process of acquiring skills needed to function in the market place
social effects of advertising
· advertising encouraging materialism 
· advertising is seen as
· seeking to create needs rather than merely showing how a product or service fulfills them
· surrounding consumers with images of the good life and suggesting the acquisition of material possessions leads to contentment and happieness and adds to the joy of living
· suggesting that material possessions are symbols of status, success, and accomplishment and/or will lead to greater social acceptance popularity, sex appeal, and so on 
· advertising makes people buy things they don’t need
· often ads are seen as manipulating consumers into buying things they do not need
· critics say that informational advertising should be used
· defenders say that emotional appeals are better as they help show the customer more about the product
· advertising and stereotyping
· women
· much criticism has been shown in because it appears that they do not recognize the changing role of women in society
· they temd to be shown in roles of mother, house hold duties, occupied with beauty, or as decorative objects or sexually provocative figures
· visible minorities
· consumers are more likely to respond to an advertisement with a person in the ad who is of the same race as them
·  45% of Canadians feel that advertising is directed to white people
· 48% of Canadians feel that visible minorities are underrepresented in advertising

