Marketing Communications

· Advertising

· Sales promotion

· Public relations/Publicity

· Personal selling

· Direct marketing

The Advertising Agency

· Client servicing/Account Management

· Media 

· Creative 

· Accounts

· Personnel/HRD

Outsourcing

· Media Shops

· Creative Boutiques

· Event Management

· DM Outfits

· PR Houses

· Research Houses

Situation Analysis

· Nature of Demand

· Extent of Demand

· Nature of Competition

· Environmental Climate

· Stage of PLC

· Cost structure of the Industry

· Skills of the Firm

· In house skills vs those of competitors

· Financial Resources of the Firm

Role of Advertising within the Marketing Program

Brand Manager

The CEO for the Brand

Interacts with

· The Agency

· Market Research

· New Product Planning/R & D

· Production

· Materials

· Finance

· Sales

· Despatch

· Marketing Head

Brand manager needs to spend considerable time before deciding reason for poor sales is poor advertising or promotion.

Push – Pull Strategies    

To be synergised with other marketing tools.

Role of Advertising within the Communications Mix

· To increase awareness of the brand and its characteristics.

· To encourage non – users to sample the product.

· To maintain the loyalty of existing buyers and to encourage them to use more.

· To develop the belief among both users and, ideally, non – users that a brand is technically superior to competitors for reasons A, B or C.

· To inform consumers especially lapsed consumers, that the product has been improved or reformulated.

· To generate requests for information.

· To encourage retail trade to stock and display the product.

Investment vs Revenue Expense

There is a risk involved that that advertising would not pay off to the extent planned.

Almost the only rule is not too spend too little. How much is ‘too little’ is a subject of considerable debate in most companies.

Advertising Objectives

· communication and co – ordination devices

· criterion for decision making (rational, professional and relevant to the brand/customer segment)

· evaluate results

Some factors influencing Sales

· Advertising

· Price

· Distribution

· Packaging

· Product features

· Competition

· Consumer tastes

· Govt. Policy

· Taxes

· Promotions

· Economic climate

· Seasonalities

Advertising Goal

A specific communication task to be accomplished among a defined audience to a given degree in a given period of time.

Long run impact of Advertising

                                  New Customers
Advertising             Immediate Sales
                                                              Future sales


                                  Change attitude

                                   Improve Image

For consumer goods, the effect of an advertising exposure can last upto nine months

Targeting

1. Who is the target segment?

2. What is the ultimate behaviour within that segment that advertising is attempting to  precipitate/reinforce/change/influence ?

3. What is the process that will lead to the desired behaviour?

4. Is it necessary to create awareness/give information/create image/build attitudes/brand equity/associated feelings/type of user personality with a brand?

Increasing Turnover

· Increase Customers

· Increase usage per customer

· Reduce time between purchase

Advertising Research

DAGMAR Approach

Defining Advertising Goals for Measured Advertising Results.

Communication Models

1. AIDA Model

2. Hierarchy of Effects

3. New Adopter Hierarchy Model

4. Lavidge and Steiner Model

Exposure,Salience,Familiarity

Zajonc

Exposure – Preference is created simply by mere exposure

Salience – ‘TOMA’ for mature brands.Reminder         Advertising.

Familiarity – Comfort, Security, Ownership, Intimacy.

Perceptual Fluency

Implications –High level of ad repetition - low involvement products

Familiarity – Attitude Grid
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  For low involvement products it is not

Cognitive         Attitudinal          Behavioural

                               but

Cognitive         Behavioural            Attitudinal

For high involvement situations,product features and rational arguments/benefits are sought.

Central vs Peripheral Routes

Central Processing

· Depth of information processing

· Rational and logical thinking

· High Involvement

Peripheral Processing

· Holistic thinking

· Associating with +ve or –ve cues from the ad.

· Cognitive ‘short – cuts’

ELM Model

Consumers are most likely to process centrally when motivation and ability to process is high. When either or both is low, peripheral processing is likely to take place.

Factors that shape motivation and ability

· Ad medium                                                  

· Involvement or motivation (Ad story)

· Knowledge level

· Comprehension

· Distraction

· Emotion

· Need for cognition

The Cognitive Response Model

Support Arguments (SA) and Counter Arguments (CA).

SAs change beliefs and attitudes and CAs  strengthens existing beliefs and/or attitudes.

The objective of the advertiser should be to stimulate SAs and minimise CAs.

Management of  CAs and SAs

· Repetitions.CAs rise and SAs fall with too much repetition.So there is an optimal level beyond which advertising should not take place.

· Don’t expect to win over a hostile audience easily.

· Strength of argument - generates SAs.

· Emotion – Positive moods generates SAs.

Recall and Persuasion

Recall is a necessary but not a sufficient condition for persuasion.

For low involvement products recall is necessary for comprehension and comprehension is necessary for persuasion.

Message content which clearly indicates superiority over competitive products. It must be easily recallable.

Segmentation

· Concentrated

· Differentiated

· Undifferentiated (Aggregated)

The segment with the biggest potential is not always the most profitable.

Niche – Marketing

Segmentation strategy

· Demographic

· Usage

· Attitudes and Benefits

· Brand loyalty

· Psychographic

· Culture and ethnic sub – culture

Reaching Target Segments

· Controlled coverage

· Customer self – selection

ote

Product benefitsPositioning

· Mind – share
· What your product stands for
Segmentation and positioning strategies must fit. A brand must be positioned to be maximally effective in attracting the desired target segment.

Positioning strategies

· Product Characteristic/Customer benefit

· Price – quality approach
· Use or application approach
· Product class approach
· Product user approach
· Cultural symbol approach
· Competitor approach
Determining Positioning Strategies

· Identify competitors
· Determine how competitors are perceived and evaluated
· Determine the competitors positions
· Analyse the customers
· Select the position

· Monitor the position

Positioning Decision

1) Economic Analysis should guide the decision

2) Segmentation Commitment

3) Stick to the advertising if it is working

4) Be honest

5) Make it easy for customers to remember. Use symbols

Attention and Comprehension

Attention

Advertising clutter

Noise clutter

Memory is less when viewed/heard with competitive brand advertising.

‘Zipping’ and ‘Zapping’

With greater clutter, the lower the rate of ad recall.

Positioning of ads in a commercial break is important! The first one registers and the last one is fresh in memory. Such ads come with a ‘premium’.

Creating ads that attract attention

· Product information that will help purchase decision

· Expose themselves to information that support these opinions

· Desire to expose to information that stimulates

· People get motivated to find stimuli that is interesting

Information of practical value

Behavioural tendency to process information

· Need for information

· Expectancy(Probability) that processing a particular ad will lead to relevant information exposure

· Measure of the value of  that particular as a source of relevant information

Long copy vs short copy

Readership drops sharply after 50 words but between 50 and 500 words there is hardly any difference.

Infomercials

Active search

Future reference

Information that supports

People tend to have a psychological preference for supportive information and avoid discrepant information.

Consistency and Dissonance theories

Involuntary Exposure and Selective Exposure

Information that stimulates

Complexity theories

Makes inconsistent predictions.

Variety theory – Salvadore Maddi

Novelty, unexpectedness, change and complexity are pursued because they are inherently satisfying.

Adaptation level theory

People learn to associate stimuli with a reference point or adaptation level. Marked deviation from it shall attract attention.

Weber’s Law – the degree to which a stimulus will be will be regarded as different will depend not on the absolute stimulus change but on the % change from some point of reference.

Information that interests

People tend to notice information that is interesting to them.

Attention vs Recall

Attention vs Comprehension

Interpretation and Comprehension

What is the take - out of the brand ?

Subjective comprehension

· Explicit

· Implicit

David Mick – the deeper the level of subjective comprehension, the more effective the ad will be in credibility, in being liked, persuasive and recall.

Gestalt theory

The organised whole

Principles of Perceptual Organization

· Closure

· Assimilation – Contrast

· Miscomprehension of Advertising

Brand Attitude

Attitude comprises of

· Cognitive (awareness, comprehension, knowledge)

· Affective (evaluation, liking, preference)

· Conative (action tendencies such as intention to purchase or trial)

Attitudes decay over time. Hence +ve attitudes need to be nurtured and sustained.

Attitudes can be examined at different levels

· Physical

· Pseudophysical

· Benefits - physical and psychological

Associated Feelings

‘Feeling’ – to describe advertising for which audience response is of primary importance and usually little or no information content is involved.

Michael Ray and Rajeev Batra

· Evaluative component – influenced by beliefs about the brand

· ‘liking’ component – that cannot be explained by knowledge and beliefs

The relative importance or % contribution of ‘liking’ will be high when the amount of brand attribute information and association processing efforts are low. The role of feelings in advertising is most important when consumers don’t have (or don’t care to have) strong attitude towards brands. 

The Association Process

A consumer who feels certain feelings when a brand name is mentioned can remember those feelings much later, when the brand name is being thought

Transformational Advertising – transforming the use experience

1. It must make the experience of using the product richer, warmer, more exciting and/or more enjoyable than that obtained solely from an objective description of the advertised brand.

2. It must connect the experience of the advertisement so tightly with the experience of using the brand that consumers cannot remember the brand without recalling the experience generated by the advertisement.

Drama Advertising – dramatises the situation. Feelings are naturally evoked based on the plot and situation.

For Transformational Advertising to succeed, it must have

· A substantial media budget

· Maintain consistency over time

· Closely connect the brand with the advertising

Attitude towards the Advertisement

Andrew Mitchell, Jerry Olsen and Terence Shrimp demonstrated that the attitude towards an ad (liking) provided an impact on brand attitudes over and above ability of the ad to communicate attribute information.

McCollum and Spielman – ad disliking has a greater effect than ad liking. The effects of ad liking are more important for mood ads than for hard -sell(informative) ads.

What makes an ad more likeable?

1. More credible

2. Evokes positive, likeable feelings

3. Uses humour

4. Uses relevant or liked music, sex appeal, or other such executional devices

5. Uses likeable and attractive celebrities

6. Uses endorsers of the same race as the target market

7. Is for a brand the consumer already likes

8. Contains useful information, but not too much to make it boring

9. Is interesting and (reasonably) complex

10. Contains information that is itself liked (promotions)

11.Is placed in a media environment that itself is liked

What affects intensity of feelings?

· Believability

· Empathy

Humour

Fear and anxiety

Fear appeal ads need 4 conditions to be successful

1. Depicted threat is very likely

2. It can have severe consequences

3. That the advocated behavioural change/action will lead removal of threat

4. That the consumer can take such action

Brand Building

Involves all the activities that are necessary to nurture a brand into a healthy cash flow stream for the company after launch.

Brand Equity

When a commodity becomes a brand it is said to have ‘equity’. A name becomes a brand when consumers associate it with a set of tangible/intangible benefits that they obtain from the product or service.

1. The premium a brand commands in the market.

2. Difference between the perceived value and the intrinsic value.

David Aaker – A company’s brand is the primary source of its competitive advantage and a valuable strategic asset.

Building Brand Equity

1. Distinguish product from others in the market – Value Proposition

2. Align what it says about the brand in advertising with what it actually delivers – creating the brand

Power Brands

· Generates enormous profits

· Expands future strategic opportunities

What do Power brands have that others don’t?

· A distinctive product

· Delivering brand promise

· Personality and presence

Personality

Emotional bond with the customer

Generates relationships measurably stronger than ordinary brands

Presence

Seen to be present everywhere, reinforcing distinctiveness

National/international scale

Successful brand extensions

Multiple concept and channels

Brand Managers of market – savvy companies need

· Superior insight into customer needs

· Ability to devise product/services that powerfully meet those needs 

· Agility to redefine its offering as those needs change

· Creativity to produce exciting and compelling advertising

Intangibles that comprise Brand Equity

· Company name

· Brand name

· Slogans and their underlying associations

· Perceived quality

· Brand awareness

· Customer base

· Trademarks and patents

· Channel relationships

Value Proposition

Creating the brand

Michael Porter suggested three options

· Product differentiator

· Low cost leader

· ‘Nicher’

Positioning Guards

1. should not be overpositioned

2. should not be underpositioned

3. should not be ambiguous

4. should not promise irrelevant benefits

5. promise should be credible

Choosing a Brand Name

1. What does the brand name mean?

2. What associations/performance/expectations/ does it evoke?

3. What degree of preference does it create?

· Brand name should denote

· Product quality

· Be easy to pronounce, recognise, remember

· Be distinctive

· Not have poor meanings in other countries and languages.

Brand Associations

· ‘owned’ word

· slogans

· colours

· symbols and logos

Brand Ambassadors

Brand Status

Esteem - Familiarity Grid
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Brand Vitality 

· Differentiation in consumer’s mind

· Differentiation relevant to consumer’s need

Brand Pitfalls

· Brand experience must match brand image

· Calls for managing every brand contact

Creative Approaches

What kind of appeal should the ad have?

· Rational

· Emotional

· Endorsement

The rational approach uses reason, logic, facts, etc.

Comparative Advertising

· Explicit

· Implicit

Limitations

sponsor misidentification

leader vs follower

consumers don’t like the hard – sell

2 - sided vs one - sided 

2 - sided ads are  seen to be more credible because

1. Consumers appreciate the ‘honesty’ of the company in admitting its product’s shortcomings

2. The -ve points are relatively unimportant,but not trivial

3. Perceived to be negatively correlated to the attribute where the product claims superiority.

Open - ended vs close - ended comparisions 

Where the risk of the message being understood is low open – ended ads are likely to succeed  and build greater brand attitudes.

Leave the consumer to generate the belief. It is much more powerful.

‘The consumer is not a moron. She’s your wife!’

Inoculative Advertising

· premptive

· defensive

normally used by high market share companies who need to do it to dispel consumer doubts by competitive advertising.

Refutational Advertising

It is a preferred approach to market situations in which the advertising goal is to build resistance to attitude - change against competitive attack.

Emotional Creative Approach

Rely on emotions or feelings. Product attributes are referred to indirectly.

‘Lifestyle Advertising’

Endorsement Advertising

· celebrity

· credibility

Personality characteristics of the endorser can get associated with brand imagery.

‘snob – value’  -  aspirational

Distraction

Elements in the ad which distract are deliberately inserted so that CAs are not formed to influence attitude.

The Agency Business

· Client Servicing

· Media

· Creative

· P & A

· Accounts

Client Brief

Agency Presentation

‘Pitching for an account’ – speculative pitching

Agency changes are normally made because of some dissatisfaction. In most cases it is an excuse for inefficiencies within the client company.

Sometimes the agency would like to part ways with the company for reasons of its own – insufficient business or delayed/cut payments.

When does change happen?

· Whenever there is a change of guard At the highest level

· Change in ownership/mergers/acquisitions

· Change in client servicing needs

Changing an agency is costly business

· time

· monetary terms

Momentum is lost

The agency is a people’s business. Every agency is as good as the people working for the agency.

Criteria a client sees in selecting an agency

· No. of people assigned to the account

· Quality of people assigned to the account

· Creative abilities (Past work of the agency)

· What kind of accounts are being handled and how are these brands faring in the market?

· Culture/style fit

· Ability to adhere to deadlines

· Reputation for integrity

· Ability to defend, justify recommendations

· Degree of understanding of the client’s business

· Market research and media buying abilities

Agency selection is a top management decision.

Client will not take up an agency if it is servicing a competitor

Building Partnership and Trust

The client should expect a new creative perspective and insight into the business from the agency. It is not there to agree with the company all the time.

A client who does not expect and reward the an agency for fresh thinking is usually going to get terrible advertising.

Client Briefing

· What exactly is the agency being asked to do?

· What information does the agency need?

· What questions are the agency likely to ask?

In the briefing session, even the Creative and Media people are present so that they get first hand the problems encountered by the company.

If a campaign is working the client should stick to it. Too often campaigns get changed not because they are stale but because the company personnel gets bored with it. It must be remembered that the consumer is just about beginning to notice it then.

Building a great agency - client relationship

1. Inculcate a spirit of friendship

2. Be wary of change for change’s sake

3. Make sure your agency is making a fair profit on your account

4. Make the agency totally absorbed in the company’s product, the people and the corporate culture

5. Create an environment of experimentation and be prepared to pay for failure

6. Treat the agency people well

7. Agree on a clearly defined objective for Advertising

8. Keep approvals simple and disapprovals kind

9. Make the agency responsible for the advertising and give it the authority it needs to be responsible

10. Give the agency a formal evaluation every year

Agency Compensation

Key issue – Compensation should be commensurate with work load

1.  15%

2. reduced commission

3. fee + commission

4. fee only

5. linkage with market share or sale

Industrial Advertising

In proportion to total ad spend, industrial ad spend is just around 10%.

Sticks to the facts that will be read by technical experts who buy on a logical, commercial and professional, rather on an emotional basis.

Functions of Industrial Advertising

· ‘Behind the scenes’ contribution to standard of living

· reduces selling costs and increases productivity

· reach the inaccessible purchasing influences

· encourages the favourable contacts required before purchase is done.

Communication must be such that it makes eminent sense for hard core technical people to adopt usage of this equipment for their applications.

Must be conservative in communicating product prowess. It is better to under commit and over deliver.

What constitutes good Industrial advertising?

· Application of the product

· Technical literature to support claim

· Cost and economy

· Availability

· Offer of more information or demonstration

· Installation service /commercial use trial

· After sales service assurance

· Company name and address

Use as long copy as required.

Ad positioning is relatively less important. Media used would be mostly technical journals targeted to qualified prospects.

Key points in Industrial Advertising

· Identity of manufacturer, his reputation, credibility, workmanship, infrastructure, resources

· Never deal ‘frivolously’ with industrial products

· Do not be afraid to use technical jargon

· Use diagrams, drawings and illustrations to explain 

· Formatted catalogues are better than qualitative copy

These can be suitably modified when communicating to the trade channels, where commercial terms are more important.

Direct Mail – not much used as of now. But potential for use is tremendous.

Catalogues 

· Specialised work

· Long shelf life

· Marketing tool for buying rather than selling

· Expensive and hence has to be used sparingly.

Sales Promotion

Whereas Advertising gives a reason to buy, SP gives an incentive to buy.

In the 80’s   Adspend : SP  ::  60 : 40

In the 90’s   Adspend : SP  ::  40 : 60

Now it is even more skewed towards SP

Reasons

· Internal

1. Top Management more conducive to spending on Promotions.

2. Line managers under greater pressure to achieve targets.

3. Justification of expenditure is easy.

· External

1. Increase in number of brands

2. Consumer is more price savvy.

3. Greater pressure by trade to liquidate stocks

4. Ad effectiveness declining owing to rising costs, media clutter and legal restraints

Push strategies

Promotions are of two types

· Trade -  liquidating heavy trade inventories

· Consumer – stimulating purchase/trial

Other uses

· Creating new users

· Persuade retailers/wholesalers to carry stock, carry more than usual stock, promote brand franchise

· Reward loyal customers 

· Increased repurchase from occasional customers

Trade Promotions

· Bulk Discounts

· Free materials

· Display windows

· Shelf hiring

· Lucky draws

· ‘Mystery’ consumer

· Redistribution incentives

· Shop salesmen incentives

Consumer Promotion

· Free samples

· Free gifts

· Coupons

· In - packs

· Price packs

· Price – offs

· Sweepstakes

· Bundling offers

Sometimes even the distributor funds, either wholly or partly the promotions from his margins.

SP spurs action because they run for a limited duration.

While the advertising budgets are handled by the brand manager, the promotion budgets are handled by the sales managers.

‘Above the line’

‘Below the line’

The more the product’s quality and its advertising persuasiveness fail to meet competition, the greater is the need for promotion to improve the brand’s price - value relationship.

Promotion at different stages of the PLC

Introduction - wise to use heavy promotion to induce trials, so that franchise gets developed.

Growth - Promotion should be limited, if any.

Maturity - Higher promotions since the brand is under attack from competitors or product quality or advertising persuasiveness is tapering off.

Decline - Heavy promotions. Used only to retain the loyal set of customers as a reward for continuing to use the product as well as keep enticing new customers, if any. Prior to withdrawal of the product from the market, it may be used as a one – time stock clearance from the trade.

Essential elements for an effective promotions programme

· Significant value before promotion is effective .

· Promotions must be part of an overall plan

· Every brand must have a promotion objective and strategy statement

· A written tactical plan – time frame, costs, evaluation yardsticks

· Effective communication, coordination and control to ensure success in promotions.

· Factual knowledge must be gathered to plan

· Specialised professional skill and knowledge must be applied to every promotion operations

Final considerations in a SP campaign

· Don’t promote if the product is not good.

· Promotions rarely stop a permanently declining sales curve

· It is very easy to lose the promotional gains made if your promotion has not been effective in retaining the new customers. So the product has to speak for itself.

· The objective of the promotion is to wean away users from competition and create new users.

· Excessive promotions lead to diminishing returns and may devalue the brand

· Promotions must be used in conjunction with advertising and other marketing tools

· It should be novel and innovative

· Ensure supply lines are good and adequate stock is available right through the promotion

· Cater for contingencies. Have escape routes built into the plan

· Trade has to be handled tactfully

· Reimburse incentives/rewards/gifts promptly

Public Relations

Unsponsored and unpaid.

PR has to act synergistically with Advertising.

PR is effective when all company officials are aware of their responsibilities to the public.

If management feels that there is a prejudice and misinformation about the company,

 The first prerequisite is to put 

· Its own house in order

· IR must have the respect of employees and community.

· Management must justify its profits and prove that it is not profiteering

· Work for the community as an able corporate citizen

Customer complaints and redressal

It is an opportunity to cement relations with the customer. Very important in the service and hospitality industry.

Combating Rumours / Falsehoods

1. Confront and come out with the facts in leading media

2. Give the positive side of the story

3. Capitalise on the rumour to your benefit

4. Rumour can be dismissed as ridiculous.

Institutional advertisements which present facts do not change attitudes – you need to involve the reader by emotionalising the information.

How do PR people get their job done?

1. Using clout of the agency by virtue of being a space buyer.

2. Cultivating relations with the media to help their clients get the necessary mileage whenever required.

3. Communication must be newsworthy and nor merely extolling the product/company’s virtues.

If the information is perceived to be biased, it shall bring in more resistance than acceptance. The credibility of the media as an unbiased reporter would be shattered.

Therefore all media have their own ethical standards incorporated in their editorial policies to curb objectionable copy.

Evaluation of Advertising

“ Half my advertising is wasted , and the trouble is I do not know which half’ – William Hesketh Lever and John Wanamaker

Threshold Advertising – a level below which advertising is totally ineffective.

Based on econometric studies,

The average % increase in sales to be expected from 1% reduction in price is 1.8%.

The average % increase in sales that is likely to follow a 1% increase in adspend is only 0.2%. – advertising elasticity

Cost to a manufacturer of a 1% reduction in price is always far greater than the cost of a 1% increase in adspend. Successful advertising is much more likely to yield a profitable return despite the very small sales boost that can be expected from it.

‘You can attain a temporary share of the market with a new product or a smart promotion, but to enjoy a really healthy share of market ( in three years time), you have to start now, to build a share of mind.’

· Leo Burnett

‘I am astonished to find how many manufacturers, on both sides of the Atlantic, still believe that women can be persuaded by logic and argument to buy one brand in preference to another. The greater the similarity between products, the less part reason plays in brand selection.’ – David Ogilvy

The strongest campaign can generate six times the amount of immediate sales as the weakest campaign.

Advertising Intensity – It is represented by the brand’s share of total advertising in its category (SOV) divided by its SOM.

Advertising Regulation

· subject to the law of contracts

· ‘Passing off’

· copyright protection

· Intellectual property rights

Deceptive Advertising

· differs from the reality of the situation – misrepresentation or omission

· affects buying behaviour to the detriment of the consumer – consumer has believed the communication and acted accordingly

· consumer injury is possible and he might have acted differently if the facts were communicated.

‘Puffery’ – exaggerated claims, using superlatives

Misperception

Remedies

· cease - and - desist orders

· restitution ( compensation)

· affirmative disclosures

· corrective advertising

Advertising and Society

Ethical Issues

9000 crores is the adspend of the country.Can this money be not spent in more productive purposes?

Advertising makes people buy things

Which they never knew

Which they don’t need

With money that they don’t have !

· Manipulation – emotional appeals, taste, intrusiveness

· Advertising to children

· Effects on values and lifestyles – materialism, stereotypes, promoting harmful products
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