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2 YHU�WLP H�VHYHUDO�QHZ �IDFWRUV�KDYH�HP HUJHG�WR�FKDOOHQJH�
DGYHUWLVLQJ�VWUDWHJLHV�

• 0 HGLD�KDV�IUDJP HQWHG�P DNLQJ�LW�KDUGHU�WR�ILQG
DXGLHQFHV LQ�WUDGLWLRQDO�DGYHUWLVLQJ�FKDQQHOV

• &RQVXP HUV�DUH�XQGHU�LQFUHDVLQJ�WLP H�SUHVVXUH�LQ�WKHLU�
OLYHV��P HDQLQJ�WKDW�WKHLU�DWWHQWLRQ�VXSSO\ �LV�LQ�VKRUW�VXSSO\

• 7KH�LQWHUQHW�KDV�DOORZ HG�DQ�XQSUHFHGHQWHG�VXSSO\ �RI�
LQIRUP DWLRQ�DERXW�EUDQGV

• 7KH�GLJLWLVDWLRQ�RI�P HGLD�KDV�DOORZ HG�FRQVXP HUV�WR�QRW�
UHFHLYH�FRP P HUFLDOV

• 1 HZ �FKDQQHOV�KDYH�HP HUJHG�DQG�H[ LVWLQJ�FKDQQHOV
KDYHGHYHORSHG�SURYLGLQJ�P RUH�FRP P XQLFDWLRQ�RSWLRQV
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‡ &RP P XQLFDWLRQV�2 EMHFWLYHV
‡ 6DOHV�2 EMHFWLYHV



7KH�P RVW�LP SRUWDQW�FRP SRQHQW�RI�DGYHUWLVLQJ�LV�WKH�
REMHFWLYH�Z KLFK�P XVW�EH�URRWHG�LQ�WKH�FRP P HUFLDO�
UHTXLUHP HQWV�RI�WKH�RUJDQLVDWLRQ�

7KHUH�VKRXOG�EH�D�VLP SOH�ORJLF



,QIRUP DWLYH�DGYHUWLVLQJ
· Telling the market about a new product (Exhibition, Event, Season) -

Describing available services
· Suggesting new uses - Correcting false impressions
· Informing the market of a price change - Reducing consumer fears
· Explaining how the product works - Building a company image

3HUVXDVLYH�DGYHUWLVLQJ�
· Building brand preference – persuading customer to purchase now
· Encouraging switching to your brand – Persuading customer 

to receive a sales call
· Changing customer’s perception of product attributes
· Persuading customer to purchase now

5 HP LQGHU�DGYHUWLVLQJ�
· Reminding visitors of the finite timeline for visiting an exhibition –

Keeping it in their minds especially during off-seasons; Maintaining 
top-of-mind-awareness

· Reminding them where to buy it
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‡$ IIRUGDEOH�DSSURDFK
‡3HUFHQW�RI�VDOHV
‡&RP SHWLWLYH�SDULW\
‡2 EMHFWLYH�DQG�ULVN



‡$ UH�Z H�UHLQIRUFLQJ�H[ LVWLQJ�DWWLWXGHV�RU�WU\ LQJ�WR�
FKDQJH�SHRSOH¶V�P LQGV"

‡$ �SUH�IL[ HG�EXGJHW�GRHV�FRQFHQWUDWH�WKH�P LQG�DQG�
LP P HGLDWHO\ �JLYHV�D�SUREOHP �D�VL] H�DQG�VKDSH���
,W�DOVR�P HDQV�WKDW�WKH�DSSURSULDWH�OHYHO�RI�DP ELWLRQ�
QHHGV�WR�EH�DSSOLHG�WR�Z KDW�FRP P XQLFDWLRQ�FDQ�DFKLHYH�

‡( [ SHFWDWLRQV�LQWHUQDOO\ �P XVW�EH�P DQDJHG�DFFRUGLQJO\ �

‡$ UH�Z H�WU\ LQJ�WR�FKDQJH�EHKDYLRXU�RU�MXVW�DWWLWXGHV"



6WDJH�LQ�WKH�OLIH�F\ FOH�
· New exhibitions typically need large budgets to build awareness and to 

gain consumer trial
· Mature brands such as permanent collections usually require lower 

budgets as a ratio to sales

0 DUNHW�VKDUH�
· High-market-share brands usually need more advertising spending as a 

percentage of sales than low-share brands. Building the market or taking 
share from competitors requires larger advertising spend spending than 
simply maintaining current share.

&RP SHWLWLRQ�DQG�FOXWWHU�
· In a market with many competitors and high advertising spending, 

a brand must advertise more heavily to be heard above the noise in the market.

$ GYHUWLVLQJ�IUHTXHQF\ �
· When many repetitions are needed to get across the brand’s message to 

consumers, the advertising budget must be larger.

3URGXFW�GLIIHUHQWLDWLRQ�
· A brand that closely resembles other brands in its product class 

(Visual arts, performing arts, film, music) requires heavy advertising to set it apart.  
· When the product differs greatly from competitors’, advertising can be used to 

point out the differences.
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,QFOXGLQJ�
‡WKH�P HVVDJH�GHFLVLRQ
‡P HVVDJH�JHQHUDWLRQ
‡P HVVDJH�HYDOXDWLRQ�DQG�VHOHFWLRQ
‡P HVVDJH�H[ HFXWLRQ



‡$ �JXLGLQJ�LGHD�P XVW�EH�DW�KHDUW�
‡7KH�LGHD�KHOSV�LQIRUP �P HGLD�VHOHFWLRQ�
‡,W�LV�LP SRUWDQW�WR�GLVWLQJXLVK�EHWZ HHQ�WKH�
DGYHUWLVLQJ�LGHD�DQG�WKH�FRP P XQLFDWLRQV�LGHD



0 HVVDJH�HYDOXDWLRQ�DQG�6HOHFWLRQ�
· Three characteristics need to be incorporated ± Meaningful, pointing out 

benefits that will make the appeal more desirable or interesting

0 HVVDJH�( [ HFXWLRQ�
· The impact of the message depends not only on what is said but also 

on how it is said.  The advertiser has to put the message across in a way 
that wins the target markets attention and interest.

· The creative must find a style, tone, words and format for executing 
the message.  Any message can be presented in different H[ HFXWLRQ�VW\ OHV���
Format elements will make a difference in an ad's impact as well as its cost.  
A small change can make a big difference in its effect.

· The illustration is the first thing the reader notices, and that illustration 
must be strong enough to draw attention.

· Then the headline must effectively entice the right people to read the copy.

· The copy must be simple but strong and convincing.  These three elements 
must work effectively together.

· A truly outstanding ad will be noted by less than 50% of the exposed audience; 
about 30% of the exposed audience will recall the main point of the headline; 
about 25% will remember the advertiser's name; and less than 10% will have read 
most of the body copy.

· Less than outstanding ads, unfortunately will not even achieve these results.   
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7KH�P DMRU�VWHSV�LQ�P HGLD�VHOHFWLRQ�DUH�
‡GHFLGLQJ�RQ�WKH�UHDFK
‡IUHTXHQF\ �DQG�LP SDFW
‡FKRRVLQJ�DP RQJ�P DMRU�P HGLD�W\ SHV
‡VHOHFWLQJ�VSHFLILF�P HGLD�YHKLFOHV
‡GHFLGLQJ�RQ�P HGLD�WLP LQJ



5 HDFK
· The percentage of people in the target market exposed 
to an ad campaign during a given period

) UHTXHQF\
· The number of times the average person in the target 
market is exposed to an advertising message during a 
given period

0 HGLD�,P SDFW
· The qualitative value of an exposure through the 
given medium





0 HGLD�&KRLFHV�± 5 HP LQGHUV

‡' RQ¶W�DVVXP H�\ RX��RQO\ ��QHHG�SDLG�IRU�P HGLD
‡' RQ¶W�DVVXP H�WKDW�P DVV�FRYHUDJH�LV�QHFHVVDU\
‡' RQ¶W�DVVXP H�WKDW�FRP P XQLFDWLRQ�LV�RQH�Z D\
‡%HFDXVH�WKHUH�LV�ORWV�RI�DYDLODEOH�P HGLD�GRHVQ¶W�
P HDQ�\ RX�KDYH�WR�XVH�LW

‡( [ SRVXUH�GRHV�QRW�HTXDO�HQJDJHP HQW
‡( IILFLHQW�GRHV�QRW�HTXDO�HIIHFWLYH

,W�LV�YLWDO�WKDW�WKH�FKDQQHOV�\ RX�FKRRVH�Z RUN�WRJHWKHU�±
HDFK�Z LWK�D�VSHFLILF�UROH�WR�SOD\ �LQ�DFKLHYLQJ�WKH�RYHUDOO�
REMHFWLYH��Z RUNLQJ�KDUGHU�EHFDXVH�RI�WKH�SUHVHQFH�RI�WKH�
RWKHUV
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· This is one of the most underdeveloped areas 
of communications strategy.  

· It is very difficult to measure the total effect of 
communications and more learning is needed in this area

· We are entering a period where it will be more difficult 
to know the return on investment of individual channels.
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