Advertising

Any paid form of nonpersonal communication

about an organization, product, service, idea or
cause by an identified sponsor.
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To Inform

Telling the market about a new product
Suggesting new uses for a product
Informing the market of a price change
Explaining how the product works
Describing available services
Correcting false impressions

Reducing buyers’ fears

Bullding a company image



Informative advertising

 Informative advertising is used when
INnfroducing a new product category

* The objective is to build primary
demand
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To persuade

Building brand preference
Encouraging switching to your brand

Changing customer perceptions of
product attributes

Persuading customers to purchase
NOW

Persuading customers to receive o
sales call



Comparative advertising

« Comparative advertising directly or
Indirectly compares the brand with
one or more other brands
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To remind

Reminding customers that the product
may be needed in the near future

Reminding customers where to buy the
product

Keeping the product in customers
minds during off seasons
Maintaining to-of-mind product
awareness



Reminder advertising

 Reminder advertising is important with
mature products 1o help maintain
customer relationships and keep
customers thinking about the product
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ESSAGE EXECUTION




Message execution captures the target market’s
attention and interest, and can include the
following execution styles.

Slice of life

NENVE

Fantasy

Mood or image

Musical

Personality symbol

Technical expertise

Scientific evidence

Testimonial evidence or endorsement.



Slice of life

1. Slice of life

- This style shows one or more typical people using the
product in a normal setting.

Exp: KFC advertisement showing customers eating at one of
its restaurants.

't" M' uCkh' gom Yum! KFC - Brand Immersion



Mood or image

4. Mood orimage

« This style builds a mood or image around the product,
such as beauty, love or serenity

« Exp: an advertisement of Sunway lagoon stating -* come
feel the fun”, the image provided with supporting this
statement.
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Musical

5. musical

« This style show one or more people or cartfoon characters
singing about the product.

« Exp: one of the most famous ads in history was a coca
cola product ad build around the song “ I'd like to teach
the world to sing”.




Personality symbol

6. Personality symbol

 The style create a character that represent the product.
The character might be animated or real.
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Technical expertise

/. Technical expertise

« This style shows the company’s expertise in making the
product.

« EXxp: Lexus Rx advertisement showing the company’s
expertise in car manufacturing.  reinventing the vehicle
that invented it all”
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Scientific evidence

8. Scientific evidence

» The style presents survey or scientific evidence that the
brand is better or better liked than one or more other
brands.

« Exp: for years, Colgate toothpaste has used scientific
evidence to better confident to convince buyers that
Colgate is better than other brands at fighting cavities.
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Testimonial evidence/endorsement

2. Testimonial evidence or endorsement

« The style features a highly believable or likeable source
endorsing the product. It could be ordinary people
saying how much they like a given product or a celebrity
presenting the product.
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