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,QRWP DWYH DGYHIACQ

- 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

3 HWXDVLYH DGYHJA/ICY

- 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 LOQGHUDGYHUALQ]
- 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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6V HLIQWHOHR FO
- 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/K

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 SHWARQ DQG FOMMU

- 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.

$ GYHIMQ] |UHT XHOR
- When many repetitions are needed to get across the brand’s message to
consumers, the advertising budget must be larger.

3 LRGXPWGL | HHOADWRQ

- 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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£P HWDJ H J HOHIDWRQ

P HWDJ H HYDOXDARQ DQG VHBIFWRQ
P HWDI HH HEXWRQ



£$ IXIGIQI LGHD P XVWEH DAKHDU
+7KH IGHD KHSV IORWP P HGID VHBFWRQ

£ VWV LP SRUBQUWR GIMAQI XIVK EHVE HHQ WH
DGYHUMIQI LGHD DQG WH FRP P XQIEEDWRQV LGHD



0 HWDJ H HYDXDWRQ DQG 6 HBFWRQ
- Three characteristics need to be incorporated £ Meaningful, pointing out
benefits that will make the appeal more desirable or interesting

0 HWDJH ( [ HFXWRQ
- 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 HEXWRQ VBN
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.



. ZVOAV dluegnueren®
DONNOA ¥ ISN¥] i

iMmou joog

***sursaq Asuanof ayJ

4

e ook ‘
i -— YEVE 898 080 SIPLL
£00Z INN( 0L — HOAVIN L
L8 )
-
- Re — =
- 7 -

DOND amesc
& ONAZLLID

Ry




67(3)285
0(',$' (&6,216



7KH P DNRUMMSV LQ P HGLD VHBFWRQ DUH
+ GHFLGQ) RQ WH UHDFK

£1UHTXHOR\ DQG [P SDFW

+FKRRVIQJ) DP RQJ P DNRUP HGID WSHV
+VHOPWQJ VSHEULE P HGLD YHKLEGNV
+GHFLGQ) RQP HGID WP LQJ



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

) UHT XHOR\
- The number of times the average person in the target
market is exposed to an advertising message during a

given period

0 HAD ,P SDFW
- The qualitative value of an exposure through the
given medium
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0 HGID &KRIEHV + 5 HP LOQGHY/

' ROMDWXP H\ RX RQD QHHG SDIG IRUP HGID

' RQMDWXP HWDWP DW FRYHUDI H LV QHFHWDU
' ROMDWXP HWDWFRP P XQIEDWRQ LV RQH Z D\

+ %HFDXVH WHUH LV ®W RI DYDIOE®! P HGID GRHVQIWV
P HDQ\ RX KDYH R XVH LW

1 ( [ SRVXUH GRHV QRWHT XDOHQI DI HP HQW

£ (1 LELHQAGRHV QRWHT XDOH | HAWYH

WY YIVEOWDWAH FKDQOQHY \ RX FKRRVH Z RUN VRJ HWHU=+
HDFK Z LW D VSHFLLLE IRGIWR SO\ 1Q DFKIHYIQ) WH RYHLD®
RENMFWYH Z RINQJ KDUGHUEHFDXVH Rl WH SUHVHOFH RI \WH
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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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