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I. Evolution

A. Ads evolve because personal selling 
is costly


B. Ad expenses have risen over the past decade (
mature mkt ex. Arm & Hammer)

C. 
U.S. spends more on ads 
than other countries (consumer culture)

II. Types of Ads

A. 
Product ads - promote a specific item (
bamboo steamer)

1) Pioneering: inform/build primary demand for idea (intro stage; 
‘net phone)

2) competitive ads – 

a) Later PLC: selective demand;

type of decision





i) direct - immediate decision (ex. Wheaties)





ii
) indirect - future decisions (ex. Next time)




d)
 type of competitive ad: comparative ads: 





i) 
specific brand comparisons (name/show; 
Pain Relievers)





ii) research must support (
Listerine)
3) Reminder: brand insistence, keep name in 
front of the public (
Sunkist)


B. 
Institutional ads: promote goodwill organization/industry (Rx; 
AT&T)

V. Other ad issues

A. Ad allowances: producer discount 
for retailer ads (
ex. WMart circular)

B. Cooperative ads - firms at different levels share 
cost (
Franchises)

C. Horizontal cooperation -
agreements at same level (
7 & 7)

VIII. Choosing a medium - 
4 steps


A. 
objectives: most specific; quantify (
Black & Decker; DeWalt)


B.
 match media w/market



1. 
must find a way to reach mkt (
Letterman, Clearasil)



2. 
Problem:  you pay for whole audience (
Colonial Penn)

C. 
Budgeting (
must buys may use budget; 
Yellow Pages; local paper) 

D. selecting media: 
modern media allows more focus (
metro papers; Golf Channel)
IX. Communication in ads


A. 
copy thrust: words used to communicate


B. 
keep consumer interest - Use AIDA; smaller as go 

1) Attention
(
car dealers)

a) headline (New York Post; only part read)

b) visuals (sex)

c) layout

d) colors

e) size (Times Square)

f) electronic: sound; music; animation

2) keep interest – difficult (
Diet Coke; Beer)

a) drama/story (Taster’s Choice couple)

b) cartoons (M&Ms)

c) dialog (Wussup?)

d) cuts (MTV)

3) arouse desire – (address “you”: Do you want to make more $; have you been injured in an accident)

a) problems; needs

b) aim at unsatisfied needs (Army: be all u can be)




c) 
unique selling proposition (Gillette razor; 
clear deodorant)
d) provide a rationale (
“I’m worth it”)
4) Action -
 if desire hope natural – 

a) do something

b) imperative: “Drink Coke” “Get Met” “Fly the Friendly Skies”

c) facilitate: 1-800 or web

d) direct competitive: supplies are limited!!!! 

C. Some view 
ads AFTER purchase: 
prevent dissonance

X. Effectiveness - 
very difficult to measure


A. 
testing improves performance (
Dr. Pepper)

B. Recall of ads may be poor 
(Infiniti)

XI. Ethics 


A. 
FTC Federal Trade Commission

1.  regulates deceptive ads = 

a) wrong impression (Office Depot “low cost” PC: $269 but mandatory 3-year ‘Net made it over $1000) 

b) may be true but still mislead: (Kraft singles)



2. regulates unfair ads = may not be deceptive BUT…

a) “cause injury” (kids, elderly, omit needed info…)

b) unpopular with business (vague) – narrower; injury not avoidable

c) Walgreen’s: Advil as anti-inflammatory

3. req. support (Listerine)

4. can order corrective ads (
Listerine & Doan’s pills)


B. 
Some feel FTC is “Big Brother” (
hair dryers)

XII. Summary

A. Ad objectives

B. Types of ads

C. Choosing a medium

D. Read: sales promotion (474-479)

1. Who handles sales promotions? (p. 477)

2. Appropriate targets for sales promotion (pp. 477-479)

3. What determines type of sales promotion needed? (p. 475)

