Hi all,
As discussed in class, this is for test extra credit. You will get credit for any activities that you complete satisfactorily, meaning you have clearly followed the instructions and have taken some time thinking about them. 

You can do up to 6 (worth one test point for each you do). 

This is due Sunday 10/11 at midnight.  
Instructions: 

There are 6 activities to complete. Read the chapter guide, and simply fill in the answer in the proper place, save the document as (YourNameEXERCISE.docx or .doc) and submit it to me via Canvas. 
Note: When you see “red”, it’s time for an exercise. When you see “yellow”, that’s where you type/paste in your response. 
Review from Chapter 5: The Creative Brief

The elements of a creative brief were introduced in Chapter 5 and are shown in Figure 6.1:
· The objective of the ad

· The target audience

· The message theme

· The support

· Any constraints to be included
Review from Chapter 5: Advertising Theory

In developing an advertisement for an advertising campaign, there are theoretical frameworks that can be useful, including:

· The hierarchy of effects model

· A means-ends theory

· Visual and verbal frameworks

Hierarchy of Effects

The hierarchy of effects model is helpful in clarifying the objectives of an advertising campaign as well as the objective of a particular advertisement.

The model suggests that a consumer or a business buyer moves through a series of six steps when being convinced to make a purchase:

1. Awareness

2. Knowledge

3. Liking

4. Preference

5. Conviction

6. The actual purchase

Although the hierarchy of effects model helps creatives to understand the impact of an advertisement on viewers, some of its underlying principles have been questioned. For instance, there are times when consumers may first make a purchase and then later develop knowledge, liking, preference, and conviction.

The major benefit of the hierarchy of effects model is that it is one method that can be used to identify the typical steps consumers and businesses take when making purchases.

The components of the hierarchy of effects approach highlight the various responses that advertising or other marketing communications must accomplish.

The hierarchy of effects model has many similarities with theories regarding attitudes and attitudinal change, especially regarding cognitive, affective, and conative components.

Means-Ends Theory

A means leads the consumer to a desired end state.

The end states that there are various personal values consumers hold.
Means-ends theory is the basis of a model called MECCAS—Means-Ends Conceptualization of Components for Advertising Strategy. MECCAS model suggests five elements should be utilized in creating ads:

1. The product’s attributes

2. Consumer benefits

3. Leverage points

4. Tagline

5. Personal values

6. The executional framework

The MECCAS concept also applies to business-to-business advertisements. The personal values of members of the buying center might include job security for making good decisions, self-fulfillment, wisdom, and social acceptance by other members of the buying group.

EXERCISE #1:EXAMPLE OF THESE MODELS 
Exercise: Think of a time when (1) the hierarchy of effects model and (2) a means-ends chain explains your purchasing decision? Describe those processes thoroughly. 
Hierarchy of effects model example: 

Means-end Chain example: 
Review: Some Key Advertising Creation aspects 

Leverage Points

A leverage point is the feature of the ad that leads the viewer to transform the advertising message into a personal value.

To construct a quality leverage point, the creative must be able to build a pathway that connects a product benefit with the potential buyer’s value system.

Creatives spend considerable amounts of time designing ads with powerful leverage points. 
Executional frameworks and various types of appeals, as described in the upcoming pages, are the tools creatives use to help the consumer make the transition from being aware of a product’s benefits to incorporating it with his or her value system.

Taglines
A tagline is something that is memorable and identifies the uniqueness of a brand or that conveys some type of special meaning.
EXERCISE #2:TAGLINES
Using Youtube, find me a commercials from companies that have what you consider “excellent” taglines.

 Paste the youtube link, and then in a couple of sentences, explain why this is a best-in-class tagline. Don’t use ones from the book! GIVE ME CLASS THEORY TO EXPLAIN WHY.
Verbal and Visual Images

A key decision made by the creative determines the degree of emphasis given to the visual elements of the ad versus the verbal elements.

Combining visual with verbal elements can cause a message to be dual-coded and more easily remembered.

Visual images:

· Often lead to more favorable attitudes toward both the advertisement and the brand

· Tend to be more easily remembered than verbal copy

· Are stored in the brain both as pictures and words

· Range from very concrete and realistic to very abstract

Radio does not have a visual component. Radio advertisers often try to create visual images for the audience.

EXERCISE #3: VISUAL vs. VERBAL MESSAGING
 Find me a print ad that uses very little verbal copy, but relies on visual. Describe the ad (or post a pic if you can scan it easily or it’s online) and then tell me why you think the ad agency/brand team decided on this visual focus. Does the ad “work” for the target audience in your opinion? Base that opinion on some class learning (
Your answer here:
Visual Esperanto

Visual imagery is especially important in the international arena. Global advertising agencies try to create what they call visual Esperanto, which is a universal language that makes global advertising possible for any good or service and transcends cultural differences.

The most important task in creating visual Esperanto is to create the appropriate visual image.

In recent years, more business ads have incorporated strong visual elements to heighten the emotional aspects of making a purchase.

Business-to-Business

<para>In the past, creatives designing business-to-business advertisements relied heavily on the verbal element rather than on visuals. The basis of this approach was the idea that business decisions are made in a rational, cognitive manner. 
In recent years, more business ads have incorporated strong visual elements to heighten the emotional aspects of making a purchase.</para>
Now we move on to Chapter 6—deciding what types of strategies, appeals, and elements to include in our advertising. 

Types of Advertising Appeals

The primary appeals are:

· Fear

· Humor

· Sex

· Music

· Rationality

· Emotions

· Scarcity

The appeal to be used should be based on a review of the creative brief, the objective of the advertisement, and the means-ends chain to be conveyed.

Fear

Fear appeals are used because they work. Fear increases both the viewer’s interest in an advertisement and the persuasiveness of that ad.

There is a theoretical explanation regarding the way fear works. It is referred to as the behavioral response model and is shown in Figure 6.7.
Severity and Vulnerability

A business-to-business advertiser offering Internet services may try to focus on the severity of down time if a company’s Internet server goes down or the firm’s vulnerability.

Response Efficacy

The combination of (1) intrinsic and extrinsic rewards, (2) response costs, (3) and the degree of self-efficacy contribute to the smoker’s response efficacy.
Appeal Strength

A key decision is how strong to make the fear in the advertisement. Most advertisers believe a moderate level of fear will be the most effective. Too much fear causes the viewer to turn away. Too little does not attract attention.

Humor

Humor is effective in both getting attention and keeping it, which helps the ad cut through clutter.

Humor is used in about 30 percent of all advertisements.

The success of humor as an advertising tactic is based on causing consumers to:

· Watch

· Laugh

· Most importantly, remember

Advantages of Humor

Humorous ads pique viewer interest. This makes it is easier to gain more careful consumer consideration of the advertisement’s message. 
A funny ad captures the viewer’s attention, which leads to improved comprehension and recall of the advertising message and tagline.
Humor elevates people’s moods.

Humor helps fix the brand in the consumer’s cognitive structure with links to positive feelings.

In recall tests, humorous ads are often the most remembered.

Problems with Humor

Humorous ads can backfire.

Advertisers must be careful to avoid letting the humor overpower the advertisement. When humor fails, it is usually because the joke in the ad is remembered but the product or brand is not.

To be successful, the humor should be directly connected to the product’s benefits.

International Usage

Humor is often culturally based. It may be difficult to transfer from one culture to another. 
Advertisers pretest commercials before they are launched to other countries to ensure the message will be liked and will be considered funny rather than offensive.</para>
Sex

Sex appeals are one approach to building brand awareness.

Subliminal Techniques
This involves placing sexual cues or icons in advertisements where they will affect a viewer’s subconscious mind.
Sensuality 
This is normally targeted toward women who might respond to more of a sensual suggestion than an overt sexual approach. Instead of strong sexual images, an alluring glance across a crowded room is shown.
Sexual Suggestiveness
This is used to make the product seem more sensuous.
Nudity or Partial Nudity
Both male and female models can be used.
Overt Sexuality
The most strongly sexual method.
Are Sex Appeals Effective?

A number of studies have investigated sex appeals and nudity in advertising.
Attracting Attention

Most research concludes that sex and nudity do increase attention, regardless of the gender of the individuals in the advertisement or the gender of the audience.

Physiological Arousal

Advertisements using overt sexual stimuli or containing nudity produce higher levels of physiological arousal responses. 

Cognitive Impressions
The cognitive impression made on viewers of a sexually oriented ad depends on whether the viewer feels the advertisement is pleasant or offensive. If a viewer likes the ad, then a positive impression of the brand will result

These arousal responses have been linked to the formation of both affective and cognitive responses.

Societal Trends

When determining the level of sex appeal to feature in an advertisement, the advertising team considers society’s view and level of acceptance.
Disadvantages of Sex Appeals

One major criticism of sexually -based advertising is that it has perpetuated dissatisfaction with one’s body.

The problem with the stereotyping of females in ads takes a different twist in other countries. For example, in Saudi Arabia and Malaysia, women must be shown in family settings.

In general, the use of sex to make products more appealing is a legitimate tactic for many companies, products, and advertising firms. The goal should be to use sex in a manner that is interesting, germane to the product, and within the ethical standards of the region.

Sex Appeals in International Advertising
Although sex is found in advertising worldwide, what is appropriate in terms of sexual appeal varies across countries.

Religions, cultures, and value systems are the most important factors in determining the level of nudity, as well as sexual references and gender-specific issues.
Musical Appeals

Music gains attention and increases the retention of visual information at the same time. Most consumers remember the song along with images of the product or company.

Music can lead to a better recall of the visual and emotional aspects of an advertisement.

Music can also increase the persuasiveness of argument.

Musical memories are often stored in long-term recall areas of the brain.

Several decisions are made when selecting music for ads, including answers to these questions:

· What role will music play in the ad?

· Will a familiar song be used, or will something original be created?

· What emotional pitch should the music reach?

· How does the music fit with the message of the ad?

Music can be:

· An incidental part or the primary theme of the ad

· Used to misdirect the audience so a surprise ending can appear

· Anything from whimsical, to dramatic, to romantic

An important decision involves the selection of a familiar tune versus creating original music for the ad.

Advantages

Well-known songs have an advantage—consumers already have developed an affinity for the song that they can transfer to the product.

Alternate Methods

Popular songs are often costly and some musicians refuse to sell them.

Some advertisers now look for new, less-well-known musicians to reduce costs.

Rational Appeals

A rational appeal often follows the hierarchy of effects stages of awareness, knowledge, liking, preference, conviction, and purchase.

To be successful, rational appeals rely on consumers actively processing the information presented in an advertisement.

Print media offers the best outlets for rational appeals, because they give the readers a greater opportunity to process copy information.

Media Outlets

<para>Print media and the Internet offer the best outlets for rational appeals. Print and Internet ads allow readers greater opportunities to process copy information.
Business-to-Business 
Print media are used extensively for business-to-business messages.<par These advertisers take advantage of print’s ability to feature rational appeals.
Product Attributes

Conventional advertising wisdom is that rational appeals are well suited for high involvement and complex products. High involvement decisions require considerable cognitive activity and consumers spend more time evaluating the attributes of the individual brands. Complex products require more time to absorb key information.

Rational appeals are effective when consumers are willing to pay attention to the advertisement.

Emotional Appeals

Emotional appeals are based on three ideas
1. Consumers ignore most advertisements

2. Rational appeals go unnoticed unless the consumer is in the market for a particular product at the time it is advertised

3. Emotional advertising can capture a viewer’s attention and help develop an attachment between a consumer and a brand

Brand Loyalty

<para>Most creatives view emotional advertising as the key to brand loyalty. Creatives want customers to experience a bond with the brand.
Business-to-Business
Business-to-business advertisers are using more emotional appeals. In the past only 5 to 10 percent of all business-to-business ads utilized an emotional appeal. Today, that percentage is around 25 percent.

The rationale for changing to emotional business-to-business ads is the idea that emotions affect all types of purchase decisions, so they also affect members of the buying center.

Media Outlets
Television is one of the best media for emotional appeals, because it has intrusion value and can utilize both sound and sight. Facial expressions can convey emotions and attitudes.

Emotions can be tied with humor, fear, music, and other appeals to make a compelling case for a product.

Emotional ads are also widely featured on the Internet.

Scarcity Appeals

Scarcity appeals urge consumers to buy a particular product because of a limitation. The limitation can be a limited number of the products available, or, more often, that the product is available for only a limited time.

A scarcity appeal is often used with other promotional tools, such as a price discount to encourage retailers who stock up.

The primary benefit of scarcity appeals is that they encourage consumers to take action.

EXERCISE #4:ADVERTISING APPEALS 
In alphabetical order, here are the seven types of appeals the textbook documents. For this exercise, start with your last name. Take the next appeals that comes right after your name alphabetically (e.g., for MAYER I would do Music…if my name were ZILLOW I would do Emotions, …etc.) and  tell me a about one real-world advertisement that leverages this appeal well, and one that does not. USE CLASS THEORY TO JUSTIFY. Paste in a URL link to the commercial is you can find it. 

· Emotions

· Fear

· Humor

· Music

· Rationality

· Scarcity

· Sex

APPEAL TYPE:  (Insert Type)


Good Ad


· Advertiser:

· Describe the ad:

· Advertisement Link:

· Why is this “good” use of this appeal?


Bad Ad


· Advertiser:

· Describe the ad:

· Advertisement Link:

· Why is this “bad” use of this appeal?

Advertising is preparing a personal message that will be delivered over an impersonal medium.

Message Strategies

The message theme, or the outline of the key ideas in the ad, is a central part of the creative brief.

A message strategy is the primary tactic that will be used to deliver the message theme. There are three broad categories:
1. Cognitive strategies

2. Affective strategies

3. Conative strategies

Cognitive Strategies

A cognitive message strategy is being utilized when rational arguments or pieces of information are presented to consumers. There are five major forms of cognitive strategies:

Generic Messages

Generic messages are direct promotions of good or service attributes or benefits without any claim of superiority. They work best for a firm that is clearly the brand leader and dominant in the industry within which it operates.

Preemptive Messages

Claims of superiority based on a specific attribute or benefit of a product are preemptive messages. Once made, the claim normally preempts the competition from making such a statement.

Unique Selling Proposition

A unique selling proposition is an explicit, testable claim of uniqueness or superiority, which can be supported or substantiated in some manner.

Hyperbole

Hyperbole is an untestable claim based upon some attribute or benefit.

Comparative Advertising
Comparative advertisements are used when an advertiser directly or indirectly compares a good or service to the competition. The competitor may or may not be mentioned by name in the advertisement.

In the business-to-business sector, shipping companies compare delivery times and accuracy rates. The major advantage of comparative ads is that they often capture the attention of consumers.

A danger of comparative ads is the negative attitudes consumers may develop toward the ad. If viewers acquire negative attitudes toward the advertisement, these negative attitudes may transfer to the sponsor’s product. This is especially true when the sponsor runs a negative comparative ad.

Comparison ads are less common in other countries due to both social and cultural differences as well as legal restrictions. 

Many times, international consumers not only dislike comparative advertisements, but also often will transfer that dislike to the company that sponsored the ad.

In general, comparing a lesser-known brand to the market leader seems to work well. On the other hand, comparing a new brand with the established brand is often not effective.

Affective Strategies

Affective message strategies are designed to invoke feelings and emotions and match them with the product, service, or company. 

Affective messages:

· Seek to enhance the likability of the product

· Build recall of the appeal

· Increase comprehension of the advertisement

· Elicit emotions which then in turn affect the consumer’s reasoning process, and finally lead to action

Affective strategies fall into two categories: (1) resonance, and (2) emotional.

· Resonance advertising attempts to connect a product with a consumer’s past experiences in order to develop stronger ties between the product and the consumer.

· Emotional advertising attempts to elicit powerful emotions which eventually lead to product recall and choice, including trust, reliability, friendship, happiness, security, glamour, luxury, serenity, pleasure, romance, and passion.

Conative Strategies

Conative message strategies are designed to lead more directly to some type of consumer behavior.

· Action-inducing conative approaches create situations in which cognitive knowledge of the product and/or affective liking of the product may come later (after the actual purchase) or during usage of the product. A point-of-purchase display is designed (sometimes through advertising tie-ins) to cause people to make impulse buys.

· Promotional support conative advertisements are designed to support other promotional efforts using coupons, phone-in promotions, a sweepstakes, or some other form.

Executional Frameworks

An executional framework is the manner in which an ad appeal is presented. If the ad appeal is the script in a movie, then the plot would be the actual executional framework. Types of executional frameworks include:

· Animation

· Slice of life

· Dramatization

· Testimonial

· Authoritative

· Demonstration

· Fantasy

· Informative

Animation

In recent years the use of animation in advertising has increased, due primarily to the greater sophistication in computer graphics programs. 

Rotoscoping is the process of placing hand-drawn characters digitally into live sequences. 

Animated characters can be human, animal, or product personifications. 

Another method of animation, which was made popular by the California raisins commercials, is clay animation.

The computer graphics technology has allowed animation to move beyond personifications into creating real-life images.

More business ads are being placed on television because of the availability of high-quality graphics technologies, which allow various businesses to illustrate the uses of their products through animated graphics.

Slice of life

In slice-of-life commercials, advertisers attempt to provide solutions to the everyday problems faced by consumers or businesses. These advertisements normally show common things people experience, especially the problems they encounter. Then, the product is made available to solve the problem. 

1. Encounter

2. Problem

3. Interaction

4. Solution

In print advertisements, slice-of-life frameworks are more difficult to prepare.

The slice-of-life approach was introduced and made popular by Procter & Gamble. 

The slice-of-life executional framework has become popular in Japan in recent years because it is easily adapted to the more soft sell approach used in Japan.

Slice-of-life commercials are also used heavily in business-to-business advertisements. This executional framework is popular because it allows the advertiser to highlight how their product can meet business needs.

Slice-of-life executional frameworks are possible in most media, including magazines or billboards, because a single picture can depict a normal, everyday situation or problem. 

Dramatization

A dramatization is similar to slice-of-life executional framework. It uses the same format of presenting a problem, then providing a solution. The difference lies in the intensity and story format.

An effective and dramatic advertisement is difficult to pull off, because it must be completed in either thirty or sixty seconds. Building a story to a climactic moment is challenging, given such a short time period.

Testimonials

The testimonial type of executional framework is being used when a customer in an advertisement tells about a positive experience with a product.

In the business-to-business sector, testimonies from current customers add credibility to the claims being made.

Testimonials are an effective method for promoting services. 

One major reason companies choose testimonials are that they enhance company credibility.

Authoritative

In using the authoritative executional framework, an advertiser seeks to convince viewers that a given product is superior to other brands. 

One form of authoritative framework is expert authority, where a physician, a dentist, an engineer, or chemist states the product’s advantages over other products. 

Many authoritative advertisements include some type of scientific or survey evidence provided by an independent organization, such as the American Medical Association.

Authoritative advertisements have been widely incorporated into business-to-business sector ads, especially when scientific findings are available to provide support for a company’s products.

Authoritative ads work especially well in specialty magazines. 

Demonstration

Advertisements using the demonstration executional framework are designed to show how a product works. A demonstration is an effective way to communicate the attributes of a product to viewers.

Demonstrations are often presented in business-to-business ads. They allow a business to show how a product can meet the specific needs of another business.

Demonstration-type ads are especially well suited to television. To a limited extent, the print media can feature demonstrations, especially when a series of photos shows the sequence of product usage.

Fantasy

Fantasy executions are designed to lift the audience beyond the real world to a make-believe experience. Some fantasies are meant to be realistic. Others are completely irrational.

The most common fantasy themes are still sex, love, and romance. As raw sex and nudity in advertisements are losing their impact, fantasy approaches are taking their place.

One product category that uses fantasy is the perfume and cologne industry. 

Television fantasy ads for cruise lines and resorts show couples enjoying romantic, sensuous vacations together, swimming, jet skiing, and taking a walk. The goal is to make the cruise line or resort into more than just a vacation—it should become a romantic fantasy trip. 

Fantasy has not been used a great deal in the business-to-business advertising field primarily because of fear that members of a buying center would not take a fantasy approach seriously.

Informative

Informative ads present information to the audience in a straightforward matter.

One of the keys to informative advertising is the placement of the advertisement.

Informative ads are prepared extensively for radio advertisements, where only verbal communication is possible but are less common in television and print because consumers tend to ignore them. 

Informative ads work well in high-involvement purchase situations. As a result, the informative framework continues to be a popular approach for business-to-business advertisers.

Beyond these types of executional frameworks, the creative decides about all of the other ingredients, including music, copy, use of color, motion, light, and size.

EXERCISE #5:EXECUTIONAL FRAMEWORK

Let’s say that you work for the Mayer Advertising Group, and your client is the Kelley School of Business-Indianapolis. The school comes to you and says they want to run a major local ad campaign targeting two consumer groups: (1) young executives to get a Kelley MBA, and (2) stay-at-home moms without a undergraduate college degree. What executional framework should we recommend to Kelley leaders for each consumer target, and why (justify with class theory)? 
Your reco:
Sources and Spokespersons

Selecting a source or spokesperson to be used in an advertisement is a critical decision. 
1. Celebrities

2. CEOs

3. Experts

4. Typical persons

Celebrities
Celebrities are now used in about 6% of all advertisements. 

Celebrity endorsers are used because their stamp of approval on a product can enhance the product’s brand equity. 

Additional Forms

There are three variations on celebrity endorsements:

1. Unpaid spokespersons for charitable causes

2. Celebrity voice-overs

3. Dead-person endorsements

CEO Spokespersons
A highly visible and personable CEO can become a major asset for the firm and its products. Michael Dell sometimes is the spokesperson for Dell Computers.

Experts
Expert sources include physicians, lawyers, accountants, and financial planners. These experts tend not to be famous celebrities or CEOs. Experts provide backing for testimonials, serve as authoritative figures, demonstrate products, and enhance the credibility of informative advertisements.

Typical Persons
Typical persons are one of two different types: 

1. Paid actors or models who portray or resemble everyday people

2. Actual typical, everyday people who are used in advertisements

Real people sources are becoming more common, in part because of the overuse of celebrities. 

Source Characteristics

The effectiveness of an advertisement depends on the degree to which a spokesperson has one or more of the following five characteristics 

Credibility

Credibility is the sum of the other characteristics. Thus, it is a composite of attractiveness, trustworthiness, likability, and expertise. Credibility affects a receiver’s acceptance of the spokesperson and message.

Attractiveness
Attractiveness consists of physical and personality characteristics.
Similarity

Similarity allows the viewer to <emphasis>identify</emphasis> with the spokesperson. Identification comes from the belief that the source has similar beliefs, attitudes, preferences, or behaviors or is in the same or a similar situation as the customer.

Likeability
Consumers respond more positively to spokespersons they like. 

Trustworthiness

Trustworthiness is the degree of confidence or the level of acceptance consumers place in the spokesperson’s message.
Expertise

Spokespersons with higher levels of expertise are more believable than sources with low expertise.

Matching Source Types and Characteristics

<para>The account executive, ad agency, and corporate sponsor, individually or jointly, may choose the type of spokesperson. They can choose a celebrity, CEO, expert, or typical person, and that specific individual should have the key characteristics.</para>
Celebrities
Celebrities normally score well in terms of trustworthiness, believability, persuasiveness, and likability. These benefits increase if the match between the product and celebrity is a logical and proper fit.

Several dangers exist in using celebrities. First, any negative publicity about the celebrity caused by inappropriate conduct can reflect on the brands being endorsed. Second, celebrities can endorse so many products that they lose their credibility.
Another problem associated with celebrity endorsements is credibility. Consumers know celebrities are paid, which detracts from their believability. 

CEO
A CEO or prominent corporate official may or may not possess the characteristics of attractiveness and likability. The individual should appear to be trustworthy, have expertise, and maintain a degree of credibility. 

Experts
Experts should be, first and foremost, credible. The ad agency should seek out an expert who is also attractive, likable, and trustworthy. An expert who is not attractive and likable may not be able to convince consumers that he or she can be trusted, and credibility drops as a result.

Experts are often used in business-to-business ads. The advertising agency should be certain that the spokesperson truly is an expert, and that the individual can explain a good or service’s benefits in terms other companies can understand. 

Typical Persons
Typical person ads are sometimes difficult to prepare, especially when real persons are used.

Typical person sources do not have the name recognition of celebrities. Consequently, advertisers often use multiple sources within one advertisement in order to build credibility.

Real person ads are a kind of two-edged sword. On the one hand, trustworthiness and credibility may rise when the source is bald, overweight, or has some other physical imperfections. On the other hand, using a real person in advertisements can be difficult because they will flub lines and look less natural on the screen. 

In general, the ad agency should be certain that the source or spokesperson has the major characteristics needed for the advertisement or commercial.

EXERCISE #6:SPOKESPERSON SCANDAL!

One of the biggest risks in heavily relying on a brand spokesperson is the possibility that a scandal affecting that person could damage the brand (Jared!?!?!?). In some cases, a company can simply fire the spokesperson (e.g., Tiger Woods..and even then re-hire after some image rehabbing) but sometimes it’s more complicated than that. 

Imagine that Papa John turns out to have some awful “skeleton in his closet.” Let’s say that it turns out that he’s a member of a Satanic cult that sacrifices dogs and cats as part of a ceremony, and there’s indisputable viral evidence this has happened. (Yes, this is completely ludicrous, but play along). Obviously, Papa John Pizza would be severely impacted. 

Let’s say you’re a marketing consultant--how would you deal with this development? Give me five steps to minimizing this disaster as best you can.
1.

2.

3.

4.

5.

Creating an Advertisement
It begins with the creative brief, which outlines the message theme of the advertisement as well as other pertinent information. Using the creative brief as the blueprint, the creative develops a means-ends chain starting with an attribute of the product that generates a specific customer benefit.

Following the development of the means-ends chain, the creative chooses the following:

· A message strategy

· The appeal

· The executional framework

· A source or spokesperson 

The leverage point is normally selected after the creative begins work on the advertisement. 

In terms of the executional framework, it must match the leverage point and other features of the advertisement.

Advertising Effectiveness

The task of making sure the ad meets the IMC objectives requires creatives and account executives to follow the six basic principles. 

Visual Consistency

Seeing a specific image or visual display over and over again helps embed it in long-term memory. Visual consistency may cause the viewer to move the advertising message from short-term to long-term memory. Logos and other longstanding images, which are consistently used help fix the brand or company in the consumer’s mind. 

Campaign Duration
Consumers do not pay attention to advertisements, which makes the length or duration of a campaign important. 

Using the same advertisement over an appropriate period of time helps embed the message into long-term memory. 

Reach and frequency affect the duration of a campaign. Higher frequency usually leads to a shorter duration. Low reach may be associated with a longer duration. 

Repeated Taglines

Visual consistency combined with consistent taglines can be a more powerful approach. The advertisement may change, but either the visual imagery or the tagline remains the same. 

Consistent Positioning
Maintaining a consistent positioning throughout a product’s life makes it easier for consumers to place the product in a cognitive map. 

Simplicity

Simple advertisements are easier to comprehend than complex ads.

Identifiable Selling Point

The emphasis should be placed on all three of the words:
1. Identifiable—(price, quality, convenience, luxury, etc.), a point that is easily identifiable to the viewer of the ad

2. Selling—so that viewers know the focus point of the ad


3.   Point—the concept is a selling point—not selling points; the best ads do not 


      confuse the viewer with too many ideas

Create an Effective Flow
A print ad should move the reader’s eye to all of the key points in the ad. In a television ad, the points to be made should flow in a manner that leads the consumer to the appropriate action or conclusion.

Beating Ad Clutter

Because mere repetition of an ad does not always work, advertisers have begun to take advantage of the principles found in variability theory.

Variability Theory

Variable encoding occurs when a consumer sees the same advertisement in different environments. These varied environments increase recall and effectiveness of an ad, because it is encoded into the brain through various methods.

Using a Second Medium

Using two media to convey a message is normally more effective than repeating an advertisement within the same medium.

PAGE  
Copyright © 2012 Pearson Education, Inc. publishing as Prentice Hall 

