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SYLLABUS

B.B.A. VSEM

Subject - Advertising & Brand Managing

UNIT -1 Advertising industry: advertisers, agencies, media companies and other
organizations. The communication model: communication process, stages
and challenges. Economic, social, ethical and regulatory aspects of
advertising. Demand creation role or advertiser in primary and secondary
demand. How advertising works" Hierarchy of effects model advertising
objectives, routes to persuasion.

UNIT - 1I Customer behavior and advertising: segmentation, motivation analyses, and
value proposition. Advertising message: message objectives, recall, attitude,
emotions and feelings. Message tact creative approaches. Copy writing
Creative aspects of advertising: copy writing, advertising artwork, copy in
conventional media and Cyberspace.

UNIT - III Advertising, Objectives: goals and objectives, DAGMAR, Media strategy:
budgeting, approach and allocation. Media planning types, class, vehicle,
scheduling and new media forms.

UNIT -1V Advertising effectiveness; pro and post launch research. Advertising in the
evolving marketing environment.
UNIT -V Branding context: assets and the asset, concept of value, brand and

marketing metrics; Brand meaning: brand image and personality, brand and
product; Brand planning; bray vision and visioning process, business of
brand: Brand audit brand reality check and brand appraisal.

UNIT - VI Brand positioning; choice of context, parity and differentiation.
Repositioning brand equity: brand assets and liabilities, equity creation and
management
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Unit 1
Advertising Agencies
An advertising agency, often referred to as a creative agency, is a business dedicated to creating, planning,
and handling advertising and sometimes other forms of promotion and marketing for its clients. An ad
agency is generally independent from the client; it may be an internal department or agency that provides
an outside point of view to the effort of selling the client's products or services, or an outside firm. An agency

can also handle overall marketing and branding strategies promotions for its clients, which may include
sales as well.

Functions of Advertising Agencies
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Advertising Model

The DAGMAR Model

DAGMAR is an acronym for defining advertising goals and measuring advertising results. Each of these
words stands for goals that are of the utmost importance to a business attempting to reach and make an
impression on their target audience. The model also specifies five phases that potential customers pass
through as they are made aware of your business or product: unaware, aware, comprehension, conviction
and, finally, action. With both the goals and the audience's cycle in mind, a business can apply the theory as a
framework for developing its advertising and promotional mix. Ideally, when the theory of the model is


https://en.wikipedia.org/wiki/Promotion_(marketing)
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used, the target audience moves smoothly through the five phases, which are based in psychology and
common decision-making patterns people follow when deciding whether or not to buy something.

The AIDA Model

AIDA is similar to the DAGMAR model in that it focuses on the buying and selling process. AIDA is an
acronym for attention, interest, desire and action, which are the four phases of the psychological process
people pass through as they decide whether or not to buy something. In later versions of this model, which
has been around since the late 1800s, a fifth element, "permanent Satisfaction" was sometimes added to the
list, as it looks to the importance of repeating sales with prior customers.

Ehrenberg Model

Andrew Ehrenberg's theories are wide-reaching in the marketing and advertising world, and his research
contributed a great deal to the modern field of advertising. One of his more commonly used models is the
"Weak" theory, which includes the following components: awareness, trial, reinforcement and nudging.
When used in order as part of an advertising campaign, Ehrenberg suggested these components could nudge
consumers' behavior and persuade them to buy your products. "Awareness" serves to let a customer know
of your existence, "trial" inspires the customer's interest, "reinforcement" encourages trust and finally
"nudging" seals the sale.

The DRIP Model

The DRIP advertising model relies on the theory that repeated, carefully planned contact with the customer
will increase sales. DRIP is an acronym for differentiate, remind, inform and persuade. Advertising based on
the DRIP model uses repeat contact to stand out from the competition, remind potential customers of your
company's existence, inform your target market about what you do and sell and then finally, convince them
to buy from you. Experts say the DRIP model is most effective if you, the seller, have some research and
insight into your target market's buying cycle.

Advertising communication model
Advertising communication models are theories about "how advertising works." These theories

or models attempt to explain and describe, at the individual buyer or consumer level, the process by
which advertising communicates with and effectively persuades individuals to take action.

Advertising is the broad and direct communication that introduces your brand to the public, educates about
your products and services, prompts people with an interest to take action and provides urgency when you
convey special promotions. In fishing for business, branding is the pole because it reflects the character of
the fisherman; marketing is the line because it conveys the message to the appropriate area of the pool of
customers and advertising is the hook that carries the bait.

Branding

The first objective of advertising is to introduce a brand to a broadly-targeted market. Through the use of
regional newspapers, radio and television, online and mobile device targeting and event sponsorship,
advertising presents a psychologically-crafted message to a broad group of potential customers. Colors,
shapes, slogans and other sensory triggers are used to arouse an image in the minds of the viewers. That
image governs how they relate to the company introduced in the advertising and products.

A classic example of branding through advertising is the Coca-Cola commercial that showed an ethnically,
age and gender-diverse group of people on a hill singing "I want to teach the world to sing in perfect
harmony." Of course, the image of Santa Claus in his red and white snowsuit is from a 1930s Coca-Cola ad in
the Saturday Evening Post.

Education

Advertising also introduces the product and conveys information regarding that product. Again, Coca-Cola's
classic bottle with condensation that a smiling and clearly refreshed person is holding is an example how, in
a print ad, Coca-Cola gets across the value of its product as a cold, refreshing drink that makes the consumer



Fenaissanc€@

college of commerce & management

B.B.A.V Sem Subject- — Advertising & Brand Managing

happy. Predominant red and white colors recall the good feelings of previous branding and the distinctive
bottle shape identifies the product as Coca-Cola, even if the label is not readable.

Call to Action

Are you ready to drink a Coca-Cola right now? That is the call to action. When you see a smiling person
drinking one, it reminds you that you would like to drink one too. The tag line "The pause that refreshes"
validates your feeling and creates urgency. In fact, by the time you have seen a few years of Coca-Cola
advertising, you are psychologically primed to respond to the red and white colors, the bottle shape and the
brand name. You immediately consider whether you want to buy a Coca-Cola.

Urgency

Advertising also spreads the word of special promotions that create urgency. When you see an ad that
proclaims a Memorial Day sale on items you want to buy, you know you must buy on the day of the sale if
you want to get the attractive price. Ads with coupons provide the same sense of urgency. Not only does the
coupon generally have an expiration date but it psychologically represents someone giving you the money to
buy the advertised item. It creates a priority to spend the coupon on acquiring the item, even if its purchase
had not been a priority before receiving the coupon.

Demand Creation Role In Advertising of Primary and Secondary Demand

Primary Demand Stimulation
Primary demand stimulation refers to advertising messages that promote the merits of an entire product

category rather than a particular brand. It can be thought of as growing the overall pie, rather than taking a
bigger piece of the pie from competitors.

The major purpose of primary demand stimulation is either to inform customers about a brand new product
or technology that they are unfamiliar with, or to persuade customers that they haven’t recognized the
benefits of a given product. Primary demand is typically used in one of two scenarios: to launch a completely
new product category or to garner more attention to an under-appreciated category. The idea behind new
product primary demand is that before a pioneer can promote its benefits, the product category must be
explained to target customers. This is especially true in complex categories like technology, where
innovative leaders must inform audiences about the new product category before investing in secondary
demand stimulation.

General guidelines to use primary demand stimulation is if you meet the following criteria: (1) you own
significant market share, (2) all or most of the growth will go to you, or (3) if your are advertising on behalf
of a trade association.

Secondary Demand Stimulation

Secondary demand stimulation, also called selective demand stimulation, is the better recognized form of
traditional marketing. Secondary demand stimulation ads try to take a bigger piece of the pie from
competitors by distinguishing the products unique advantages.

Social, Economic and Ethical Issues in Advertising

How Advertising Works ? Hierarchy of Effects Model
The hierarchy of effects model is a model which tells advertisers to make an advertisement in such a way

that the customer goes through all these six stages namely awareness, knowledge, liking, preference,
conviction and purchase. It is created by Robert ] Lavidge and Gary A Steiner in 1961, the hierarchy of effects
model suggests six steps to consumer buying behavior.
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Hierarchy of Effects Steps
The steps are defined as below:

1. Awareness: This is the most crucial step and the starting point for purchase. Brands must make sure that
the consumer is aware of the presence of your brand in a particular product segment.

For example, if Tina wants to buy a toothbrush, and you as the marketing manager of Coolgate wants her to
buy your brand’s toothbrush, you have to make sure that you advertise well so that she is aware of the
existence of such a brand for toothbrushes.

2. Knowledge: This is where your product will be evaluated against other brands by the consumer. Make
sure enough (positive) knowledge is available about your product - through the internet, retail stores and
the product package itself.

For example, now Tina, aware that there is a Coolgate brand will try figure out what unique features and
benefits you are offering over any other brand like Colgate and Oral-B.

3. Liking: This is where the consumer builds a liking to your product. This is where your product is being
considered for its emotional benefits; be sure to make them prominent.

For example, now Tina has evaluated the pros & cons of buying a Coolgate brush but might not like the
colour of it, or might feel that this brush is for the elderly. As the marketing manager of Coolgate, you have to
make sure that these features, that leave emotional impact, are taken care of properly in the marketing
communication program.

4. Preference: By this time consumer may be convinced to try out your product, but may like other brands
of toothbrush too. So what is it that will make her prefer Coolgate over the other brands? These points of
differentiations or unique selling points need to be highlighted to make sure that the consumer likes your
brand more than the others in her consideration list.

For example, Tina now may be actually considering buying a Coolgate toothbrush. But is she thinking that
she’ll buy it to try it only or is she thinking that the next buy will also be a Coolgate brush?

5. Conviction: This is the stage where the doubt in consumers’ minds about buying the product of your
brand needs to be converted into action. Marketers can aid in this step by giving out free samples, test drives
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etc. This step should also decide if the consumer will stick to your brand i.e. actually buy your brand, or
switch after testing the sample.

For example, Tina tried the brush you gave her for a month and then when time came to buy one, she bought
an Oral-B one. Make sure that doesn’t happen and that trial builds loyalty. Incorporate such unique features
in your brand that will encourage purchase.

6. Purchase: The last and the most crucial stage of the consumer buying cycle is the purchase. You need to
make sure that purchase experience is easy and perhaps even enjoyable for the consumer. Some of the ways
to encourage purchase is by keeping simple and multiple paying options, making the product available
easily, easy to understand usage instructions, offers etc.

For example, now that Tina has decided to buy your brand after trying it out for a month, make sure she
knows where to buy it from and how she can pay. You may also give her a tube of toothpaste free to delight
her.

The main aim of this tool that serves as a marketing communication tool is to encourage consumers to go
through the six steps that end in purchase of product. It is not necessary that consumers always go through
all the six steps but the aim is to land a purchase.

Hierachy of Effects Consumer Behaviour Stages
Lavidge and Steiner further grouped these six stages into three main stages of consumer behaviour:

1. Cognitive

2. Affective

3. Conative

1. Cognitive: Also called the “thinking” stage, this is where the consumer gathers knowledge about the
product and becomes aware of it. This can be said to be a rational step where pros and cons, product
specifications etc. of a product are evaluated.

2. Affective: Also called the “feeling” stage is when the consumer starts developing a liking for the product,
and may even develop strong positive (or negative) feelings toward it.

3. Conative: This is the “behaviour” stage of the process. This is when the consumer, after weighing the pros
and cons, and deciding his/her preference actually buys the product.

The model is named so because of the fact that the buying process is a step by step process where the
number of people willing to participate at each level keeps decreasing. Say you started with 10 people who
are aware of your brand; 5 people who considered buying it and only 2 of those 10 actually bought the
product.

The hierarchy of effects model is a model which tells advertisers to make an advertisement in such a way
that the customer goes through all these six stages namely awareness, knowledge, liking,
preference,conviction and purchase.

Hence, this concludes the definition of Hierarchy of Effects Theory along with its overview.

Advertising is one of the most creative fields and is a part of Marketing. In fact, Advertising has become so
big that many people get confused about the differences between marketing and advertising. Nonetheless,
the objectives of Advertising are completely different from Marketing.

In summary, it is the objective of advertising to carry out communications between the brand and the
customer. Before the adoption of digital marketing and advertising, most of the communication between the
brand and the customer was one way. However, nowadays even digital advertising like sponsored ads are a
chance of two-way communication.


https://www.marketing91.com/people-marketing-mix/
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Without further ado, we present to you the 11 objectives of advertising and the goals which advertising can
achieve for an organization.

11 Objectives of Advertising

OBJECTIVES OF ADVERTISING

Introduce a Product ' Positioning
Introduce a Brand O Increase Sales

Awareness Creation o Increase Profits
Acquire Customers

Differentiation

Brand Building

1) Introduce a product

The most common reason Advertising is used is to introduce a new product in the market. This can be done
by existing brands as well as new brands. Have a look at the latest iPhone in the market or
a Samsung smartphone and you will find a lot of advertisement for these new products. The objective of
advertising here is to tell customers - “Here is the new product we have launched”

2) Introduce a brand

There are many startups in the market today and many of them are services. Services are generally
marketed as a brand rather than marketing their individual service product. Thus, Uber will market its own
brand and introduce that Uber has started servicing customers in a new market. Same goes
for Oracle or Accenture - Companies which market their brand and their presence in the market rather than
marketing an individual product.

3) Awareness creation



https://www.marketing91.com/objectives-of-advertising/
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According to the AIDA model, the most important job of advertising is to get attention which is nothing but
Awareness creation. Advertising needs to capture the attention of people and make them aware of the
products or their features in the market.

Example - Most of the Bank ads that you see are awareness campaigns. The ads that advertise the benefits of
savings / mutual funds or benefits on credit and debit cards are all awareness creation ads.

4) Acquiring customers or Brand switching

One of the major objectives of advertising and the first objective of many advertising campaigns is to acquire
more customers. This is also known as making the customers switch brands. This can happen by passing on
a strong message so that the potential customer leaves the brand which he is tied up with and comes to your
brand.

Example - Most telecom companies launch plans and strategies just to acquire customers and then advertise
these strategies in the market so that the customer switches brands. There is hardly any differentiation in
the telecom market - thus advertising is a major way to acquire customers. The Vodafone Zoozoo campaign
was just that - Influence the customers and create passion in such a way that they do brand switching,

5) Differentiation and value creation

A most important aspect of Advertising is to differentiate the product or the service from those of the
competitor. A customer can only differentiate between services based on the value the firms provides over
that of competitors.

If a competitor is just advertising the features, whereas your firm advertises the promises and commitments
that it will keep, naturally more customers will “trust” your brand over others. This is the reason that
advertising is used commonly to create value and to differentiate one brand from another.

Coca cola, Toyota, Amazon are some of the most trusted brands in the market. It is no doubt that these
brands are also amongst the top advertisers in their respective segments. These brands target value creation
as well as differentiation via their advertising campaigns.

6) Brand building

When a brand regularly advertises and delivers quality products and fulfills the promises it makes,
automatically the value of the brand is built. However, there are many other aspects of brand building. One
of the first ones is to advertise via ATL and BTL campaigns etc.

Advertising Agencies
An advertising agency, often referred to as a creative agency, is a business dedicated to creating, planning,

and handling advertising and sometimes other forms of promotion and marketing for its clients. An ad
agency is generally independent from the client; it may be an internal department or agency that provides
an outside point of view to the effort of selling the client's products or services, or an outside firm. An agency
can also handle overall marketing and branding strategies promotions for its clients, which may include
sales as well.

Functions of Advertising Agencies
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Advertising Model
The DAGMAR Model

DAGMAR is an acronym for defining advertising goals and measuring advertising results. Each of these words stands
for goals that are of the utmost importance to a business attempting to reach and make an impression on their target
audience. The model also specifies five phases that potential customers pass through as they are made aware of your
business or product: unaware, aware, comprehension, conviction and, finally, action. With both the goals and the
audience's cycle in mind, a business can apply the theory as a framework for developing its advertising and
promotional mix. Ideally, when the theory of the model is used, the target audience moves smoothly through the five
phases, which are based in psychology and common decision-making patterns people follow when deciding whether or
not to buy something.

The AIDA Model

AIDA is similar to the DAGMAR model in that it focuses on the buying and selling process. AIDA is an acronym for
attention, interest, desire and action, which are the four phases of the psychological process people pass through as
they decide whether or not to buy something. In later versions of this model, which has been around since the late
1800s, a fifth element, "permanent Satisfaction" was sometimes added to the list, as it looks to the importance of
repeating sales with prior customers.
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Ehrenberg Model

Andrew Ehrenberg's theories are wide-reaching in the marketing and advertising world, and his research contributed a
great deal to the modern field of advertising. One of his more commonly used models is the "Weak" theory, which
includes the following components: awareness, trial, reinforcement and nudging. When used in order as part of an
advertising campaign, Ehrenberg suggested these components could nudge consumers' behavior and persuade them to
buy your products. "Awareness" serves to let a customer know of your existence, "trial" inspires the customer's
interest, "reinforcement” encourages trust and finally "nudging" seals the sale.

The DRIP Model

The DRIP advertising model relies on the theory that repeated, carefully planned contact with the customer will
increase sales. DRIP is an acronym for differentiate, remind, inform and persuade. Advertising based on the DRIP model
uses repeat contact to stand out from the competition, remind potential customers of your company's existence, inform
your target market about what you do and sell and then finally, convince them to buy from you. Experts say the DRIP
model is most effective if you, the seller, have some research and insight into your target market's buying cycle.

Advertising communication model
Advertising communication models are theories about "how advertising works." These theories

or models attempt to explain and describe, at the individual buyer or consumer level, the process by
which advertising communicates with and effectively persuades individuals to take action.

Advertising is the broad and direct communication that introduces your brand to the public, educates about
your products and services, prompts people with an interest to take action and provides urgency when you
convey special promotions. In fishing for business, branding is the pole because it reflects the character of
the fisherman; marketing is the line because it conveys the message to the appropriate area of the pool of
customers and advertising is the hook that carries the bait.

Branding

The first objective of advertising is to introduce a brand to a broadly-targeted market. Through the use of
regional newspapers, radio and television, online and mobile device targeting and event sponsorship,
advertising presents a psychologically-crafted message to a broad group of potential customers. Colors,
shapes, slogans and other sensory triggers are used to arouse an image in the minds of the viewers. That
image governs how they relate to the company introduced in the advertising and products.

A classic example of branding through advertising is the Coca-Cola commercial that showed an ethnically,
age and gender-diverse group of people on a hill singing "I want to teach the world to sing in perfect
harmony." Of course, the image of Santa Claus in his red and white snowsuit is from a 1930s Coca-Cola ad in
the Saturday Evening Post.

Education

Advertising also introduces the product and conveys information regarding that product. Again, Coca-Cola's
classic bottle with condensation that a smiling and clearly refreshed person is holding is an example how, in
a print ad, Coca-Cola gets across the value of its product as a cold, refreshing drink that makes the consumer
happy. Predominant red and white colors recall the good feelings of previous branding and the distinctive
bottle shape identifies the product as Coca-Cola, even if the label is not readable.

Call to Action
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Are you ready to drink a Coca-Cola right now? That is the call to action. When you see a smiling person
drinking one, it reminds you that you would like to drink one too. The tag line "The pause that refreshes"
validates your feeling and creates urgency. In fact, by the time you have seen a few years of Coca-Cola
advertising, you are psychologically primed to respond to the red and white colors, the bottle shape and the
brand name. You immediately consider whether you want to buy a Coca-Cola.

Urgency

Advertising also spreads the word of special promotions that create urgency. When you see an ad that
proclaims a Memorial Day sale on items you want to buy, you know you must buy on the day of the sale if
you want to get the attractive price. Ads with coupons provide the same sense of urgency. Not only does the
coupon generally have an expiration date but it psychologically represents someone giving you the money to
buy the advertised item. It creates a priority to spend the coupon on acquiring the item, even if its purchase
had not been a priority before receiving the coupon.

Demand Creation Role In Advertising of Primary and Secondary Demand

Primary Demand Stimulation

Primary demand stimulation refers to advertising messages that promote the merits of an entire product
category rather than a particular brand. It can be thought of as growing the overall pie, rather than taking a
bigger piece of the pie from competitors.

The major purpose of primary demand stimulation is either to inform customers about a brand new product
or technology that they are unfamiliar with, or to persuade customers that they haven’t recognized the
benefits of a given product. Primary demand is typically used in one of two scenarios: to launch a completely
new product category or to garner more attention to an under-appreciated category. The idea behind new
product primary demand is that before a pioneer can promote its benefits, the product category must be
explained to target customers. This is especially true in complex categories like technology, where
innovative leaders must inform audiences about the new product category before investing in secondary
demand stimulation.

General guidelines to use primary demand stimulation is if you meet the following criteria: (1) you own
significant market share, (2) all or most of the growth will go to you, or (3) if your are advertising on behalf
of a trade association.

Secondary Demand Stimulation

Secondary demand stimulation, also called selective demand stimulation, is the better recognized form of
traditional marketing. Secondary demand stimulation ads try to take a bigger piece of the pie from
competitors by distinguishing the products unique advantages.

Social, Economic and Ethical Issues in Advertising
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How Advertising Works ? Hierarchy of Effects Model

The hierarchy of effects model is a model which tells advertisers to make an advertisement in such a way
that the customer goes through all these six stages namely awareness, knowledge, liking, preference,
conviction and purchase. It is created by Robert ] Lavidge and Gary A Steiner in 1961, the hierarchy of effects
model suggests six steps to consumer buying behavior.
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Hierarchy of Effects Steps

The steps are defined as below:

1. Awareness: This is the most crucial step and the starting point for purchase. Brands must make sure that
the consumer is aware of the presence of your brand in a particular product segment.

For example, if Tina wants to buy a toothbrush, and you as the marketing manager of Coolgate wants her to
buy your brand’s toothbrush, you have to make sure that you advertise well so that she is aware of the
existence of such a brand for toothbrushes.

2. Knowledge: This is where your product will be evaluated against other brands by the consumer. Make
sure enough (positive) knowledge is available about your product - through the internet, retail stores and
the product package itself.

For example, now Tina, aware that there is a Coolgate brand will try figure out what unique features and
benefits you are offering over any other brand like Colgate and Oral-B.

3. Liking: This is where the consumer builds a liking to your product. This is where your product is being
considered for its emotional benefits; be sure to make them prominent.

For example, now Tina has evaluated the pros & cons of buying a Coolgate brush but might not like the
colour of it, or might feel that this brush is for the elderly. As the marketing manager of Coolgate, you have to
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make sure that these features, that leave emotional impact, are taken care of properly in the marketing
communication program.

4. Preference: By this time consumer may be convinced to try out your product, but may like other brands
of toothbrush too. So what is it that will make her prefer Coolgate over the other brands? These points of
differentiations or unique selling points need to be highlighted to make sure that the consumer likes your
brand more than the others in her consideration list.

For example, Tina now may be actually considering buying a Coolgate toothbrush. But is she thinking that
she’ll buy it to try it only or is she thinking that the next buy will also be a Coolgate brush?

5. Conviction: This is the stage where the doubt in consumers’ minds about buying the product of your
brand needs to be converted into action. Marketers can aid in this step by giving out free samples, test drives
etc. This step should also decide if the consumer will stick to your brand i.e. actually buy your brand, or
switch after testing the sample.

For example, Tina tried the brush you gave her for a month and then when time came to buy one, she bought
an Oral-B one. Make sure that doesn’t happen and that trial builds loyalty. Incorporate such unique features
in your brand that will encourage purchase.

6. Purchase: The last and the most crucial stage of the consumer buying cycle is the purchase. You need to
make sure that purchase experience is easy and perhaps even enjoyable for the consumer. Some of the ways
to encourage purchase is by keeping simple and multiple paying options, making the product available
easily, easy to understand usage instructions, offers etc.

For example, now that Tina has decided to buy your brand after trying it out for a month, make sure she
knows where to buy it from and how she can pay. You may also give her a tube of toothpaste free to delight
her.

The main aim of this tool that serves as a marketing communication tool is to encourage consumers to go
through the six steps that end in purchase of product. It is not necessary that consumers always go through
all the six steps but the aim is to land a purchase.

Hierachy of Effects Consumer Behaviour Stages

Lavidge and Steiner further grouped these six stages into three main stages of consumer behaviour:

1. Cognitive
2. Affective

3. Conative
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1. Cognitive: Also called the “thinking” stage, this is where the consumer gathers knowledge about the
product and becomes aware of it. This can be said to be a rational step where pros and cons, product
specifications etc. of a product are evaluated.

2. Affective: Also called the “feeling” stage is when the consumer starts developing a liking for the product,
and may even develop strong positive (or negative) feelings toward it.

3. Conative: This is the “behaviour” stage of the process. This is when the consumer, after weighing the pros
and cons, and deciding his/her preference actually buys the product.

The model is named so because of the fact that the buying process is a step by step process where the
number of people willing to participate at each level keeps decreasing. Say you started with 10 people who
are aware of your brand; 5 people who considered buying it and only 2 of those 10 actually bought the
product.

The hierarchy of effects model is a model which tells advertisers to make an advertisement in such a way
that the customer goes through all these six stages namely awareness, knowledge, liking,
preference,conviction and purchase.

Hence, this concludes the definition of Hierarchy of Effects Theory along with its overview.

Advertising is one of the most creative fields and is a part of Marketing. In fact, Advertising has become so
big that many people get confused about the differences between marketing and advertising. Nonetheless,
the objectives of Advertising are completely different from Marketing.

In summary, it is the objective of advertising to carry out communications between the brand and the
customer. Before the adoption of digital marketing and advertising, most of the communication between the
brand and the customer was one way. However, nowadays even digital advertising like sponsored ads are a
chance of two-way communication.

Page Contents [show]

Without further ado, we present to you the 11 objectives of advertising and the goals which advertising can
achieve for an organization.

11 Objectives of Advertising
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OBJECTIVES OF ADVERTISING

Introduce a Product %) Positioning
@ Introduce a Brand (8 Increase Sales

@ Awareness Creation 19 Increase Profits

Create Desire

Call to Action

1) Introduce a product

The most common reason Advertising is used is to introduce a new product in the market. This can be done
by existing brands as well as new brands. Have a look at the latest iPhone in the market or
a Samsung smartphone and you will find a lot of advertisement for these new products. The objective of

advertising here is to tell customers - “Here is the new product we have launched”

2) Introduce a brand

There are many startups in the market today and many of them are services. Services are generally
marketed as a brand rather than marketing their individual service product. Thus, Uber will market its own
brand and introduce that Uber has started servicing customers in a new market. Same goes
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for Oracle or Accenture - Companies which market their brand and their presence in the market rather than
marketing an individual product.

3) Awareness creation

According to the AIDA model, the most important job of advertising is to get attention which is nothing but
Awareness creation. Advertising needs to capture the attention of people and make them aware of the
products or their features in the market.

Example - Most of the Bank ads that you see are awareness campaigns. The ads that advertise the benefits of
savings / mutual funds or benefits on credit and debit cards are all awareness creation ads.

4) Acquiring customers or Brand switching

One of the major objectives of advertising and the first objective of many advertising campaigns is to acquire
more customers. This is also known as making the customers switch brands. This can happen by passing on
a strong message so that the potential customer leaves the brand which he is tied up with and comes to your
brand.

Example - Most telecom companies launch plans and strategies just to acquire customers and then advertise
these strategies in the market so that the customer switches brands. There is hardly any differentiation in
the telecom market - thus advertising is a major way to acquire customers. The Vodafone Zoozoo campaign
was just that - Influence the customers and create passion in such a way that they do brand switching,

5) Differentiation and value creation

A most important aspect of Advertising is to differentiate the product or the service from those of the
competitor. A customer can only differentiate between services based on the value the firms provides over
that of competitors.

If a competitor is just advertising the features, whereas your firm advertises the promises and commitments
that it will keep, naturally more customers will “trust” your brand over others. This is the reason that
advertising is used commonly to create value and to differentiate one brand from another.

Coca cola, Toyota, Amazon are some of the most trusted brands in the market. [t is no doubt that these
brands are also amongst the top advertisers in their respective segments. These brands target value creation
as well as differentiation via their advertising campaigns.

6) Brand building

When a brand regularly advertises and delivers quality products and fulfills the promises it makes,
automatically the value of the brand is built. However, there are many other aspects of brand building. One
of the first ones is to advertise via ATL and BTL campaigns etc.
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Brands have different objectives of Advertising. Brands like P&G and HUL regularly invest funds in buildin
a good brand value for the parent brand. By doing so, even if one brand is affected, the parent brand is
untouchable.

Recently we observed the problems of Maggi in India where Maggi was banned completely due to high lead
content. However, this did not affect the parent brand Nestle much and neither affected its other brands
like Nescafe which had done their own brand building and were independent of the parent brand. This
brand was built by good products and constant advertising towards building brand equity and making a
connect with the audience.

7) Positioning the product - Product and brand recall

One of the key factors in the actual purchase of a product is the products recall and the brand recall at the
time of purchase. Amongst the objectives of advertising, one objective is to correctly position the brand in
the minds of the customer.

Examples include premium brands like Ralph Lauren, Gucci, Hermes or others which are clearly positioned
premium. This position is achieved by first having a very premium product line which is high priced but it is
also achieved by buying premium advertising and placing the ads in media vehicles which are very

premium.

Besides premium marketing, we can also look at niche marketing. Kent is a company which has focused all
its advertising on its purification capability. They claim they are the masters of water purifiers. Their

repeated advertising creates a high product and brand recall in the minds of the customers
thereby positioning them as the top purchased brand in the water purifier segment.

8) Increase sales

Naturally, with so many steps being taken to advertise the product, it is no doubt that one of the objectives
of advertising is to increase sales. Many a times this objective is achieved via advertising. However, if the
campaign is improper or the audience is not targeted properly, then advertising can fail in its objective.

Nonetheless, there are many seasonal products wherein an immediate increase in sale is observed due to
advertising. The best example is Ice cream brands which advertise heavily during the summer months

because they know that advertising will immediately influence the sales figures. They do not waste money in
advertising during the winter season at all.

Similarly, vou will see many ads of raincoats during rainy season and ads of winter wear during winter
seasons. All these ads are placed to increase the sale of the product immediately.

9) Increase profits

With the value being communicated and the brand being differentiated as well as sales being increased,
there is no doubt that advertising can contribute a lot to increasing profits. Advertising should never be
looked at as an expense or a liability. In fact, it is an investment for a firm just like a brand is an investment.
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Look at the likes of Siemens or Bosch - Brands which have invested heavily in positioning themselves on the
basis of their German engineering. As a result, today they demand high profits in whatever segments they
operate in or whatever products they sell.

10) Create Desire

Again, referring to the AIDA model, one of the key factors in advertising is to create a desire for the product
so that the customer wants the product. Brands which are known to do this are BMW, Audi, Harley
Davidson, Adidas and others. These brands are master of advertising where they create so much desire for
the product that the customer absolutely wants a product even if he doesn’t need it.

There are many stories of Harley Davidson as a brand wherein customers have saved money for years to
buy a particular bike of Harley Davidson. Same stories can be heard about an Audi or a BMW. A unique
example in this case are the bottles of AbsolutVodka. Absolut Vodka is so famous for its bottles that there are
collectors who desire to collect all different bottle types of Absolut Vodka. Such desire creation is an effect of

advertising + brand building + the fan following over time.

11) Call to action

One of the most common objectives of digital advertising and digital marketing is to get a call to action.
Brands invest in banner ads, link ads as well as social ads to get their potential customers to take an action.

This action can be filling up an Email form, clicking on a link, watching a video, giving a survey or what not.

There are brands which have done ATL advertising and shown half the ads and then attracted customers to
their YouTube channel so that they could track their viewers and get them to take some action. Call to
actions are also one of the objectives of advertising in which case the actions differ from time to time based
on what the marketer wants to achieve.

The above are the different types of Objectives of Advertising. Naturally, a firm can have 2-3 objectives for
advertising their products or services.

Some of these objectives might be short term like advertising to increase seasonal sales whereas other
objectives might be long term like Brand building and increasing profits. Depending on the current standing
of the firm in their market, they can choose their advertising objective and come up with an advertising

campaign.

UNIT II

Consumer Behavior - Market Segmentation

Market segmentation depends on two levels — the strategic level and the tactical level. At a strategic level,

it has a direct link with the decisions on positioning. At a tactical level, it relates with the decision of which
consumer groups are to be targeted. We will discuss here the parameters based on which a market can be

segmented.
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Understanding
Market
Segmentation

Geographic Seementation

Prospective customers are in local, state, regional or national marketplace segment. If a firm is selling a

product such as a farm equipment, the geographic location will remain a major.factor in'segmenting the
target markets because their customers are located in specific rural areas.

In case of retail stores, geographic location of the store is one of the.most important considerations. Here,
urban areas are preferred.

Segmentation of customers based on geographic factors are —

e Region - Segmentation by continent / country / state./ district / city.

e Size - Segmentation on the basis of size of an urban area as per the population size.

Population Density - Segmentation on the basis of population density such as urban / sub-urban / rural etc.

Demographic Segmentation

Market segmentation can be done based on demographic factors such as Age. For example, Rico watches
have segmented their product portfolio according to different age groups of people.

Psychographic Segmentation

Psychographic Segmentation focuses on group customers according to their life-style and purchasing
psychology. Many businesses offer products based on the attitudes, beliefs and emotions, ideas, and

perceptions of the target market. Psychographic segmentation includes variables such as Activities,
Interests, Opinions, Attitudes, and Values.

Behavioralistic Segmentation
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Markets can be segmented on the basis of buyer behavior. It is because the buying behavior of consumers
differ based on the geographic, demographic and psychographic factors. Marketers often find practical
benefits in using buying behavior as a separate segmentation basis in addition to factors like geographic,

demographics, and psychographics.

Physics tell us that an object at rest will remain at rest unless a force acts upon it to create movement. Thus it is
with consumers. They will go on merrily, not buying your product or service unless motivated to do so. The first
step is to motivate action. This involves advertising creative that breaks through the clutter and captures
consumers’ attention. It also includes targeting the right consumers, at the right times, through the right channels.

But, it doesn’t stop there.

Again, like in Newtonian physics, you can motivate a consumer to move in the direction of a product purchase,
but another force, friction, may block the conversion. What many people don’t recognize or simply ignore in
marketing is the friction to conversion. Friction in conversion is the extra effort required to complete the
transaction. A lightly motivated consumer cannot overcome a lot of friction, such as remembering an 800 number
or URL or driving an hour to a retail store to later claim an advertised offer.

Beyond motivating consumers, advertisers must ensure that friction to conversion does not exceed the
motivation level. All advertising will reach consumers that represent a spectrum of motivation. Some will be
highly motivated by the offer, while others will be lightly motivated or somewhere in between. The lower the



I'enaissanc@

college of commerce & management

B.B.A.V Sem Subject- — Advertising & Brand Managing

level of friction to convert, the more of those consumers will be captured. This is where method comes into play.

Motivation Method

Conversions
|

High

[»-»-»-»-»-»-
59:59:59.59.59.59.

Consumer
Motivation
Low
Interested
Consumers T A

Friction

Method - Reducing Friction for Conversions

Amazon is famous for both motivation and method. It motivates purchases by showing how popular specific
items are, providing reviews that offer consumer endorsements on products and suggesting items that may fit a
consumer’s interests. However, Amazon is also laser focused on methods to reduce friction. The most famous of
these is one-click ordering. The subject of a controversial patent, one-click ordering is designed for spontaneity
and convenience. If you want something, a single click will execute a purchase and begin the shipping process.
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There are no forms to fill out. Youre free to get on with your day.

Motion

Friction

Conversion methods are less exciting to marketers than the creative process and often involve other stakeholders
to execute them effectively. With that said, conversion friction is ignored at your peril. High friction in the
conversion process reduces customer acquisition. The question for every marketer should be: “What methods are
you employing to reduce conversion friction?”

In audio advertising, conversion friction remains high. For terrestrial radio, the only way for a consumer to
engage with an advertised offer is to stop what they are doing and consciously take a step to do something else
suggested by the ad. Internet radio reduces this friction somewhat by having an on-screen tile to click. However,
with 79% of listeners now using smartphones, consumers still must take the smartphone out of their pocket or
purse, key in their PINs, open the app and then click. It is not exactly convenient or spontaneous.

XAPP Ads provide audio advertisers the lowest level of conversion friction available by enabling “voice clicks.” If a
consumer is interested in an ad, they simply say the prompted phrase and the offered connection is delivered.
Whether it is anapp download, a coupon, a streamlined purchase or aphone call, it is automatic and
instantaneous. The connection is made hands free and eyes free.

We introduced XAPP Ads to reduce conversion friction and make consumer interaction simple, spontaneous and
convenient. XAPP Ads are a tool for marketers and agencies to take great audio ad creative and deliver higher
conversion rates through reduced friction. By measuring the results, you can also determine which creative is
having the biggest impact by channel or which ads need to be replaced. Whether you are using XAPP Ads or other
ad formats, make sure you consider how to reduce conversion friction when planning your next campaign.
Otherwise you may be cheating yourself out of new customers.

Definition: Advertising Message

The underlying message or point that the customer should get upon seeing the ad is called the advertising message.

Advertising messages tend to have the following common components:

The Appeal - It is the component that captures the attention of the consumer. It may be humorous like in Mentos ads, adventurous like in
Thums-Up ads or emotional as in insurance ads etc.

The Value Proposition - This component includes the basic value proposition offered to the consumer. This forms the main part of the
advertising message.
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The Tagline / Catchphrase - Every good ad campaign has a tagline, slogan or catchphrase that is repeated across all the different media in
order to place firmly the product in the consumer’s mind.

Browse the definition and meaning of more terms similar to Advertising Message. The Management Dictionary covers over 7000 business
concepts from 6 categories.

CREATIVITY IN ADVERTISING

Advertising has a very important and vital role in the image building and marketing of products
and or services in this rapidly changing competitive world. In this lecture we will explain the
creativity in advertising, its meaning aspects and different steps in the creative process.
Simultaneously we will also explore the concept of research along with how to create major
selling ideas and style of selling. This will help in understanding various creative stages and
their importance

CREATIVITY IN ADVERTISING

Creativity is at the heart of everything we do our ability to transform strategic thinking into
ideas enables us to develop creative communications that work in the market whether it is print,
radio or television add, a corporate broacher or an annual report creativity makes our work
standout.

Creativity means being novel and appropriate. It is the ability to generate fresh unique and
appropriate ideas that can be use as solution to communication problem.

There are three difference stages of creativity in advertising namely, create, creation and
creative.

CREATE: It means to bring something in to being and originate a new and unique idea.
CREATION: After the process of creating or originating a new idea be created original

product of human invention or imagination leads to creation.

CREATIVE: In order to understand the creativity or being creative can be translated into
seeing same thing as everybody else but thinking differently.

Three aspects are most accepted:

For advertising being creative three aspects are universally most accepted these are the creative
process, creative person and in this perspective the creative situation. These aspects are
explained below:

The creative process. It means receiving most of attention, focusing on mechanism &
phases involved during the process one partakes in a creative act.

The creative person. This relates to the personality traits of creative people who are
responsible and central to this process.

The creative situation. In this situation the criteria & characteristics of creativity are
considered to provide workable, acceptable and practical aspects of the situation.

Four Rules of Creativity:

There are generally four basic rules to be kept in mind during the creativity process these are
mentioned below:

1. Make the product relevant to customer.

2. It should be promise to the customer.

3. Don't let it stand alone.

4. Always put product in the centre of the commercial

VU

THE CREATIVE PROCESS

To understand the creative process it is essential that the different avenues and steps of this may
be identify and understood there are five different steps in the effort of the creative process:

IMMERSION This tantamount to gathering raw material information through
background research and immersing yourself in the problem.

DIGESTION -- This means taking the information, working with it and thinking about
it in the mind.

INCUBATION This step helps you to put the problem out of your conscious mind
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and putting the information to do the work.
ILLUMINATION As a result of first three steps the birth of an idea takes place.

VERIFICATION Basically the purpose of this step is to study the idea to see if its

still looks good or solve the problem and subsequently shapingthe idea for practical

benefit

Copy writing

Copywriting is the skill of choosing the right words and technique of arranging them smartly to
promote business, product, service, idea, or a person. The selection of words and its presentation
largely depends upon the media through which it is planned to convey. For example, depending on
whether it is a newspaper, magazine, hoarding, radio, television, or internet, the script will vary
accordingly.

However, whatever is the type of media, the purpose of copywriting is the same i.e. promotion.
Therefore, it should be persuasive enough to be instantly attention grabbing.

Elements of Copywriting

Copywriting has some essential elements required to develop a convincing ad. Following are the
significant elements -

e Heading - Headline gives the first impression and lasts on readers’ mind, therefore, it should be eye-catching. Heading

should tell - what it is all about your ad in a very few words, ranging from 3 to 30 words.

e Body copy - Write body copy in such a way that it seems as the continuity of the heading. Provide details of all the

features and benefits that you are claiming for. The language should be promising and trustworthy.

e Slogans - Think of "The ultimate driving machine" (BMW); “Just do it” (Nike); "Because I'm worth it" (L'Oréal), what comes
to your mind? The moment, you hear the slogans, you link it with the respective brand not only because you have heard it
many times, but rather it works. A well-written and effective slogan is a trustworthy brand representative. However, your

slogan should be small and crispy giving meaning to your brand.

e Taglines - Taglines are usually used for literary products to reinforce and strengthen the audience's memory of a literary
product. For example, “she went in search of answers, and discovered a love she never expected,” Book Name “Faithful”
and Writer - Janet Fox. Thus, tagline tells the gist of the products for marketing purpose. Like, a slogan, it should be small

and eye-catching.

e Jingle Lyrics - More often accompanied with background music, iingle lyric is a short slogan, tune, or verse written to be
easily remembered (especially used in advertising). For example, Fanta: "Wanna Fanta, Don’t You Wanna?" It should be

small, crisp, and rhythmic (like a song) so that it registers with people at once and they remember it.

e Scripts (for audio and video ad) -Scripts are the descriptions of an ad that narrates the dialogues, actions, expression, and
movements of characters. Since, script is a complete guidelines of an ad; therefore, it should be written meaningfully,

orderly, and nicely.

e Others - (White Paper, Press Release, & other written material such as emails, articles, and blog (for the internet)): These

are all promotional write-ups written purposefully to promote a particular product/service. So, while writing white
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paper, press release, articles, blog, or even an email you need to focus or emphasize ONLY on one product that you want

to promote. You need to describe all features and offers of the respective product in simple and plain language.

Copywriting Techniques
Following are the techniques of persuasive copywriting -
e Use Action Words - Such as watch, look, ask, get, etc.
e Use of Buzzwords - Normally, buzzwords are eye-catching such as now, today, etc.
e Use Exciting or Emotive words - Such as amazing, wonderful, beautiful, etc.
e Use Alliteration - Use meaningful words of similar sound. For example, Don’t be vague, ask for Haig.
e Use Colloquial words - Colloquialisms in copywriting is pretty popular and effective. For example, ‘Pick ‘n Choose.’

e Use Punctuation - Proper use of punctuations and grammar is an important aspect so that you can pass the right

message.

Unit IT1

Adverting objective

DAGMAR

The DAGMAR approach of advertising was devised by Mr Russell Colley who was much
appreciated for his work, as till date, DAGMAR is a concept used in advertising to set
advertising objectives and goals. DAGMAR is an abbreviation for “Defining advertising goals to
measure advertising results”.

Instead of giving a complicated explanation, I will give a simple one. Russell colley observed
that although people were investing in advertising, they had to invest a lot of time in other
marketing activities to get the ROI of advertising. This is because the ROI from advertising was
unknown.

Hence, Russell suggested 2 main ways that maximum ROI could be achieved with the usage of
Advertising alone. Hence, a company which was thinking of 10 different ways to market
its products, could check the ROI from advertising, when it wanted to study how effective it's
advertising was.
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DAGMAR

Awareness

Defining advertising goals
to measure advertising results

The 2 core things on which the DAGMAR Model stood were

1. Creation of a communication task to achieve goals
2. Defining the objective of the communication tasks in a manner that the results can be measured.

A) The communication tasks involved in the DAGMAR approach.

A marketing task is a combination of an advertising activity, a branding activity and possibly
a customer service activity. The work of marketing is holistic and hence it has to look at the
whole organization. The work of Advertising is more individualistic and hence the organization
is not considered.

To measure that a task assigned to advertising, is later on measured only in advertising terms,
Russell colley designed the communication tasks. Creating a communication task, which
involves communications between the company and the consumer, was solely the
responsibility of the Advertising department.

The goal of the communication tasks in DAGMAR was as follows
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1. Awareness - Communication tasks involved making the consumer aware of the brand or the product.
2. Comprehension - These tasks also helped the consumer in understanding the attributes and the

features of the product and what the product will do for the consumer.
3. Conviction - The communication task convinced the customer that this product was meant for them
4. Action - Ultimately, after conviction, the customer was to be enticed to take action.
5. However, in the DAGMAR model, the issue does not end at just creating the

communication task. Because creating this task is very difficult if the objectives of
advertising are not known. If you don’t know WHY you are communicating to the
customer, then how will you communicate? Thus, DAGMAR then also involved defining
the Objectives for communications.

B) Defining objectives in the DAGMAR approach.

6

7.

. The second most important task of DAGMAR was defining the objectives of advertising
or of the communication tasks which were to be created. Once you defined the
objectives, then the measuring of advertising results was comparatively easier.

With this move, Russell colley also gave more responsibilities to the advertising
department. Not only were they responsible for the ads made, they were also
responsible for how well they understood the objective of advertising, and how they
incorporated these objectives in their communication tasks.

In this modern age, we know that advertising is used for introducing a product, building brand
eqtuiy, for sales promotions or for plain old brand recall. However, all these are the objectives
of advertising and form the 2nd part of DAGMAR.

The objectives of advertising in DAGMAR (which are used to create communication tasks) are
as follows

Concrete and measurable tasks - The tasks need to be a precise statement of what the advertiser
wants to achieve through the communication. Does he want to strengthen the brand image, maximise
the brand presence, penetrate new markets or increase overall sales?

Define the target audience - Before the communication task commences, the target audience needs to
be defined as precisely as possible. Are you targeting youngsters, adults, elderly? Any of the various
forms of segmentation can be used to define the target audience.

Degree of change sought - What level of perception, attitude or awareness of the customer do you
want to change? If a customer is aware of the product, do you want his negative attitude to change to
positive? Or if the market is completely unaware, do you want the whole market to be aware or only
partially the target group itself? These degrees of change which are going to be the objective of the
communication task need to be defined in advance.

Time period - To achieve the objectives of the communication tasks, how much time are you ready to
allot. If you think that in a month, the product can create awareness in the complete market, then you
are very wrong. That's why major advertisers try to introduce the product for 3 months, and then
communicate the features and benefits in the next 3 months so that the brand recall is high and the
brand acceptance is high as well. A defined time period gives better measurability.
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So as you could see from above, the DAGMAR approach involved defining the objective of a
communication task, and then creating communication tasks which were themselves
measurable.

The DAGMAR approach is used by many promotional planners to set plans of advertising and
marketing. This approach is also used to set advertising objectives and to measured the results
against the plan. Russell coley’s work has led to the improvement of the advertising world,
because these communication tasks were not only sales driven, they achieved various goals of
the organization only through Advertising.

1. Establish Your Strategic Goals

The first step to creating a superstar marketing plan is to establish the goals of the campaign.

Unfortunately, most budgets are never broken down into multiple buckets. Since you are bringing a

new product to market, you decide that you need to break your budget into three parts:
1. Build awareness around the brand
2. Educate consumers about the product’s “points of differentiation”

3. Drive traffic to the product’s e-commerce site
2. Allocate Budgets

Now that we know our marketing objectives, it's time to think about how we want to allocate the three

budget buckets mentioned above. Some common advertising considerations may include:
e Marketing objectives (such as the three above)
e Customer segmentation and targeting
e Target audience habits
e Seasonality
e Go-to-market consideration
e Publicrelations

e Events or shows
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3. Plan Your Timeline

Planning your budget timeline is vital for two reasons: First, you need to make sure it matches your

marketing objectives and other considerations (such as product roadmap or seasonality). And, second,
you need to make sure that your finance and accounting department knows what bills are going to be

coming. Trust me, you don’t want to surprise the money counters!
4. Establish Messaging and Creative Assets

Now that you know your objectives, it's time to work with the creative team to develop creative assets
that match the media plan. In this case, your creative team does...well...whatever creative people do,
and they come up with some amazing and compelling omni-channel materials that achieve those
objectives.

5. Get Budget Approvals

Before spending any money on media, you need to have to have it all approved by the budget owner.
The two most important things you can do to protect yourself and maintain accountability is to make
sure that there is an audit trail of those approvals and that everyone on your team knows what has
been approved. Email and PDFs are simple, but version control can be a nightmare and a

miscommunication can be a major liability.

Demographic Segmentation

Market segmentation can be done based on demographic factors such as Age. For example, Rico watches
have segmented their product portfolio according to different age groups of people.

Psychographic Segmentation

Psychographic Segmentation focuses on group customers according to their life-style and purchasing
psychology. Many businesses offer products based on the attitudes, beliefs and emotions, ideas, and
perceptions of the target market. Psychographic segmentation includes variables such as Activities,
Interests, Opinions, Attitudes, and Values.

Behavioralistic Segmentation

Markets can be segmented on the basis of buyer behavior. It is because the buying behavior of consumers
differ based on the geographic, demographic and psychographic factors. Marketers often find practical
benefits in using buying behavior as a separate segmentation basis in addition to factors like geographic,
demographics, and psychographics.

Motivation - Capturing Consumers’ Attention

Physics tell us that an object at rest will remain at rest unless a force acts upon it to create movement. Thus
it is with consumers. They will go on merrily, not buying your product or service unless motivated to do so.
The first step is to motivate action. This involves advertising creative that breaks through the clutter and
captures consumers’ attention. It also includes targeting the right consumers, at the right times, through the
right channels. But, it doesn’t stop there.

Again, like in Newtonian physics, you can motivate a consumer to move in the direction of a product
purchase, but another force, friction, may block the conversion. What many people don’t recognize or simply
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ignore in marketing is the friction to conversion. Friction in conversion is the extra effort required to
complete the transaction. A lightly motivated consumer cannot overcome a lot of friction, such as
remembering an 800 number or URL or driving an hour to a retail store to later claim an advertised offer.
Beyond motivating consumers, advertisers must ensure that friction to conversion does not exceed the
motivation level. All advertising will reach consumers that represent a spectrum of motivation. Some will be
highly motivated by the offer, while others will be lightly motivated or somewhere in between. The lower
the level of friction to convert, the more of those consumers will be captured. This is where method comes

Motivation Method

Conversions
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Amazon is famous for both motivation and method. It motivates purchases by showing how popular specific
items are, providing reviews that offer consumer endorsements on products and suggesting items that may
fit a consumer’s interests. However, Amazon is also laser focused on methods to reduce friction. The most
famous of these is one-click ordering. The subject of a controversial patent, one-click ordering is designed
for spontaneity and convenience. If you want something, a single click will execute a purchase and begin the
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shipping process. There are no forms to fill out. You're free to get on with your day.

Motion

Friction

Conversion methods are less exciting to marketers than the creative process and often involve other
stakeholders to execute them effectively. With that said, conversion friction is ignored at your peril. High
friction in the conversion process reduces customer acquisition. The question for every marketer should be:
“What methods are you employing to reduce conversion friction?”

In audio advertising, conversion friction remains high. For terrestrial radio, the only way for a consumer to
engage with an advertised offer is to stop what they are doing and consciously take a step to do something
else suggested by the ad. Internet radio reduces this friction somewhat by having an on-screen tile to click.
However, with 79% of listeners now using smartphones, consumers still must take the smartphone out of
their pocket or purse, key in their PINs, open the app and then click. It is not exactly convenient or
spontaneous.

XAPP Ads provide audio advertisers the lowest level of conversion friction available by enabling “voice
clicks.” If a consumer is interested in an ad, they simply say the prompted phrase and the offered connection
is delivered. Whether it is an app download, a coupon, a streamlined purchase or a phone call, it is automatic
and instantaneous. The connection is made hands free and eyes free.

Reducing Friction and Measuring Results

We introduced XAPP Ads to reduce conversion friction and make consumer interaction simple, spontaneous
and convenient. XAPP Ads are a tool for marketers and agencies to take great audio ad creative and deliver
higher conversion rates through reduced friction. By measuring the results, you can also determine which
creative is having the biggest impact by channel or which ads need to be replaced. Whether you are using
XAPP Ads or other ad formats, make sure you consider how to reduce conversion friction when planning
your next campaign. Otherwise you may be cheating yourself out of new customers.

Definition: Advertising Message

The underlying message or point that the customer should get upon seeing the ad is called the advertising
message.

Advertising messages tend to have the following common components:
The Appeal - It is the component that captures the attention of the consumer. It may be humorous like in
Mentos ads, adventurous like in Thums-Up ads or emotional as in insurance ads etc.

The Value Proposition - This component includes the basic value proposition offered to the consumer.
This forms the main part of the advertising message.

The Tagline / Catchphrase - Every good ad campaign has a tagline, slogan or catchphrase that is repeated
across all the different media in order to place firmly the product in the consumer’s mind.
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Browse the definition and meaning of more terms similar to Advertising Message. The Management
Dictionary covers over 7000 business concepts from 6 categories.

CREATIVITY IN ADVERTISING

Advertising has a very important and vital role in the image building and marketing of products
and or services in this rapidly changing competitive world. In this lecture we will explain the
creativity in advertising, its meaning aspects and different steps in the creative process.
Simultaneously we will also explore the concept of research along with how to create major
selling ideas and style of selling. This will help in understanding various creative stages and
their importance

CREATIVITY IN ADVERTISING

Creativity is at the heart of everything we do our ability to transform strategic thinking into
ideas enables us to develop creative communications that work in the market whether it is print,
radio or television add, a corporate broacher or an annual report creativity makes our work
standout.

Creativity means being novel and appropriate. It is the ability to generate fresh unique and
appropriate ideas that can be use as solution to communication problem.

There are three difference stages of creativity in advertising namely, create, creation and
creative.

CREATE: It means to bring something in to being and originate a new and unique idea.
CREATION: After the process of creating or originating a new idea be created original

product of human invention or imagination leads to creation.

CREATIVE: In order to understand the creativity or being creative can be translated into
seeing same thing as everybody else but thinking differently.

Three aspects are most accepted:

For advertising being creative three aspects are universally most accepted these are the creative
process, creative person and in this perspective the creative situation. These aspects are
explained below:

The creative process. It means receiving most of attention, focusing on mechanism &
phases involved during the process one partakes in a creative act.

The creative person. This relates to the personality traits of creative people who are
responsible and central to this process.

The creative situation. In this situation the criteria & characteristics of creativity are
considered to provide workable, acceptable and practical aspects of the situation.

Four Rules of Creativity:

There are generally four basic rules to be kept in mind during the creativity process these are
mentioned below:

1. Make the product relevant to customer.

2. It should be promise to the customer.

3. Don't let it stand alone.

4. Always put product in the centre of the commercial

VU

THE CREATIVE PROCESS

To understand the creative process it is essential that the different avenues and steps of this may
be identify and understood there are five different steps in the effort of the creative process:
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IMMERSION This tantamount to gathering raw material information through
background research and immersing yourself in the problem.

DIGESTION -- This means taking the information, working with it and thinking about
itin the mind.

INCUBATION This step helps you to put the problem out of your conscious mind
and putting the information to do the work.

ILLUMINATION As a result of first three steps the birth of an idea takes place.

VERIFICATION Basically the purpose of this step is to study the idea to see if its
still looks good or solve the problem and subsequently shapingthe idea for practical
benefit

Copy writing

Copywriting is the skill of choosing the right words and technique of arranging them smartly to promote
business, product, service, idea, or a person. The selection of words and its presentation largely depends
upon the media through which it is planned to convey. For example, depending on whether it is a
newspaper, magazine, hoarding, radio, television, or internet, the script will vary accordingly.

However, whatever is the type of media, the purpose of copywriting is the same i.e. promotion. Therefore, it
should be persuasive enough to be instantly attention grabbing.

Elements of Copywriting

Copywriting has some essential elements required to develop a convincing ad. Following are the significant
elements -

e Heading - Headline gives the first impression and lasts on readers’ mind, therefore, it should be eye-
catching. Heading should tell - what it is all about your ad in a very few words, ranging from 3 to 30
words.

¢ Body copy - Write body copy in such a way that it seems as the continuity of the heading. Provide
details of all the features and benefits that you are claiming for. The language should be promising
and trustworthy.

e Slogans - Think of "The ultimate driving machine" (BMW); “Just do it” (Nike); "Because I'm worth
it" (L'Oréal), what comes to your mind? The moment, you hear the slogans, you link it with the
respective brand not only because you have heard it many times, but rather it works. A well-written
and effective slogan is a trustworthy brand representative. However, your slogan should be small
and crispy giving meaning to your brand.

o Taglines - Taglines are usually used for literary products to reinforce and strengthen the audience's
memory of a literary product. For example, “she went in search of answers, and discovered a love
she never expected,” Book Name “Faithful” and Writer - Janet Fox. Thus, tagline tells the gist of the
products for marketing purpose. Like, a slogan, it should be small and eye-catching.

e Jingle Lyrics — More often accompanied with background music, iingle lyric is a short slogan, tune,
or verse written to be easily remembered (especially used in advertising). For example, Fanta:
"Wanna Fanta, Don’t You Wanna?" It should be small, crisp, and rhythmic (like a song) so that it
registers with people at once and they remember it.

e Scripts (for audio and video ad) -Scripts are the descriptions of an ad that narrates the dialogues,
actions, expression, and movements of characters. Since, script is a complete guidelines of an ad;
therefore, it should be written meaningfully, orderly, and nicely.

e Others - (White Paper, Press Release, & other written material such as emails, articles, and blog (for
the internet)): These are all promotional write-ups written purposefully to promote a particular
product/service. So, while writing white paper, press release, articles, blog, or even an email you
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need to focus or emphasize ONLY on one product that you want to promote. You need to describe all
features and offers of the respective product in simple and plain language.

Copywriting Techniques
Following are the techniques of persuasive copywriting -

Use Action Words - Such as watch, look, ask, get, etc.

Use of Buzzwords - Normally, buzzwords are eye-catching such as now, today, etc.

Use Exciting or Emotive words - Such as amazing, wonderful, beautiful, etc.

Use Alliteration - Use meaningful words of similar sound. For example, Don’t be vague, ask for
Haig.

Use Colloquial words - Colloquialisms in copywriting is pretty popular and effective. For example,
‘Pick ‘n Choose.

Use Punctuation - Proper use of punctuations and grammar is an important aspect so that you can
pass the right message.
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Unit II1
Adverting objective
DAGMAR
The DAGMAR approach of advertising was devised by Mr Russell Colley who was much appreciated for his
work, as till date, DAGMAR is a concept used in advertising to set advertising objectives and goals. DAGMAR
is an abbreviation for “Defining advertising goals to measure advertising results”.
Instead of giving a complicated explanation, I will give a simple one. Russell colley observed that
although people were investing in advertising, they had to invest a lot of time in other marketing activities to
get the ROI of advertising. This is because the ROI from advertising was unknown.
Hence, Russell suggested 2 main ways that maximum ROI could be achieved with the usage of Advertising
alone. Hence, a company which was thinking of 10 different ways to market its products, could check the
ROI from advertising, when it wanted to study how effective it's advertising was.

DAGMAR

Awareness

Defining advertising goals
to measure advertising results

The 2 core things on which the DAGMAR Model stood were

3. Creation of a communication task to achieve goals

4. Defining the objective of the communication tasks in a manner that the results can be measured.
A) The communication tasks involved in the DAGMAR approach.
A marketing task is a combination of an advertising activity, a branding activity and possibly a customer
service activity. The work of marketing is holistic and hence it has to look at the whole organization. The
work of Advertising is more individualistic and hence the organization is not considered.
To measure that a task assigned to advertising, is later on measured only in advertising terms, Russell colley
designed the communication tasks. Creating a communication task, which involves communications
between the company and the consumer, was solely the responsibility of the Advertising department.
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The goal of the communication tasks in DAGMAR was as follows

8. Awareness - Communication tasks involved making the consumer aware of the brand or
the product.

9. Comprehension - These tasks also helped the consumer in understanding the attributes and the
features of the product and what the product will do for the consumer.

10. Conviction - The communication task convinced the customer that this product was meant for them

11. Action - Ultimately, after conviction, the customer was to be enticed to take action.

12. However, in the DAGMAR model, the issue does not end at just creating the communication task.
Because creating this task is very difficult if the objectives of advertising are not known. If you don’t
know WHY you are communicating to the customer, then how will you communicate? Thus,
DAGMAR then also involved defining the Objectives for communications.

B) Defining objectives in the DAGMAR approach.

13. The second most important task of DAGMAR was defining the objectives of advertising or of the
communication tasks which were to be created. Once you defined the objectives, then the measuring
of advertising results was comparatively easier.

14. With this move, Russell colley also gave more responsibilities to the advertising department. Not
only were they responsible for the ads made, they were also responsible for how well they
understood the objective of advertising, and how they incorporated these objectives in their
communication tasks.

In this modern age, we know that advertising is used for introducing a product, building brand eqtuiy, for
sales promotions or for plain old brand recall. However, all these are the objectives of advertising and form
the 2nd part of DAGMAR.

The objectives of advertising in DAGMAR (which are used to create communication tasks) are as follows

5. Concrete and measurable tasks - The tasks need to be a precise statement of what the advertiser
wants to achieve through the communication. Does he want to strengthen the brand image,
maximise the brand presence, penetrate new markets or increase overall sales?

6. Define the targetaudience - Before the communication task commences, the target
audience needs to be defined as precisely as possible. Are you targeting youngsters, adults, elderly?
Any of the various forms of segmentation can be used to define the target audience.

7. Degree of change sought - What level of perception, attitude or awareness of the customer do you
want to change? If a customer is aware of the product, do you want his negative attitude to change to
positive? Or if the market is completely unaware, do you want the whole market to be aware or only
partially the target group itself? These degrees of change which are going to be the objective of the
communication task need to be defined in advance.

8. Time period - To achieve the objectives of the communication tasks, how much time are you ready
to allot. If you think that in a month, the product can create awareness in the complete market, then
you are very wrong. That's why major advertisers try to introduce the product for 3 months, and
then communicate the features and benefits in the next 3 months so that the brand recall is high and
the brand acceptance is high as well. A defined time period gives better measurability.

So as you could see from above, the DAGMAR approach involved defining the objective of a communication
task, and then creating communication tasks which were themselves measurable.

The DAGMAR approach is used by many promotional planners to set plans of advertising and marketing.
This approach is also used to set advertising objectives and to measured the results against the plan. Russell
coley’s work has led to the improvement of the advertising world, because these communication tasks were
not only sales driven, they achieved various goals of the organization only through Advertising.

1. Establish Your Strategic Goals
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The first step to creating a superstar marketing plan is to establish the goals of the campaign. Unfortunately,
most budgets are never broken down into multiple buckets. Since you are bringing a new product to market,
you decide that you need to break your budget into three parts:

4. Build awareness around the brand

5. Educate consumers about the product’s “points of differentiation”

6. Drive traffic to the product’s e-commerce site
2. Allocate Budgets
Now that we know our marketing objectives, it's time to think about how we want to allocate the three
budget buckets mentioned above. Some common advertising considerations may include:

e Marketing objectives (such as the three above)

o Customer segmentation and targeting

e Target audience habits

e Seasonality

e (Go-to-market consideration

e Public relations

e Events or shows
3. Plan Your Timeline
Planning your budget timeline is vital for two reasons: First, you need to make sure it matches your
marketing objectives and other considerations (such as product roadmap or seasonality). And, second, you
need to make sure that your finance and accounting department knows what bills are going to be coming.
Trust me, you don’t want to surprise the money counters!
4. Establish Messaging and Creative Assets
Now that you know your objectives, it’s time to work with the creative team to develop creative assets that
match the media plan. In this case, your creative team does...well...whatever creative people do, and they
come up with some amazing and compelling omni-channel materials that achieve those objectives.
5. Get Budget Approvals
Before spending any money on media, you need to have to have it all approved by the budget owner. The
two most important things you can do to protect yourself and maintain accountability is to make sure that
there is an audit trail of those approvals and that everyone on your team knows what has been approved.
Email and PDFs are simple, but version control can be a nightmare and a miscommunication can be a major
liability.

«

What Is Media Planning?

You are creating advertising for a new product. To complete this task, you need to go through the media
planning process.Media planning in advertising is the making of decisions to deliver a message to the target
audience.

The Process
Now that you understand what media planning is, it is time to review the process. The process includes:

e Market analysis
e Establishing the media objective
e Setting the strategy
e Implementation
e Evaluation and follow-up
Let's look at these steps in more detail.
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Market Analysis

Performing a market analysis involves determining who your audience is. The audience is the number and
type of people your advertising targets. The audience can be classified according to age, sex, income,
occupation, etc. Performing this analysis will help you to project costs and determine the right media for
your campaign.

Establishing the Media Objective

The media objective is the goal of the media plan. To establish this objective, you must determine your goal
for reach, frequency, circulation, cost, and penetration. Reach is the amount of people the message is in front
of over a period of time. Frequency is the average number of times the message is in front of those

people. Circulation is used for printed advertisements. This is the number of prints that are produced and
sent out. Cost is broken down into two different sections: cost per thousand (CPM) and cost per person
(CPP). It is important to understand the cost as you are budgeting. The cost will tell you which form of media
is the best option for your business. Penetration is the number of audience members reached by the
advertising. The company must determine if it wants to take over a market or just reach a certain group
prior to setting the penetration goals and strategies.

Setting the Strateqgy

Now that you understand who you are marketing to and how much it will cost you, you will need to make a
decision about what type of media you will use. Some options include Internet, television, radio, newspaper,
consumer and business publications, and interactive media platforms. Which option reaches the largest
audience? How often will it reach the audience? Does it fit in your budget?

Implementation

Now you have a plan. Now it's time to set it in motion. This is when you buy media. Media buying is the
purchasing of the space in the selected media. This involves committing to the media provider, submitting
the ad, and paying the bill. This is the exciting part. You see all your hard work come together.

Evaluation and Follow-up

After everything is said and done, it is time to see how successful your media plan was. To do so, you need to
follow-up and evaluate the results. Ask yourself, 'Did we meet media objectives? How successful were the
strategies?' The success of this media plan will determine future media plans.
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Unit IV

Quality of a successful sales personal.

What separates successful sales people from everyone else? I believe that most successful sales people, in
virtually any industry, possess the following characteristics:

1. They are persistent. Selling or running a business for a living requires a tremendous amount of
persistence. Obstacles loom in front of us on a regular basis. But it's what you do when faced with these
barriers that will determine your level of success. I believe it was Brian Tracy who once said that a person
will face the most challenging obstacle just before they achieve their goal. The most successful people in any
industry have learned to face the obstacles that get in their way. They look for new solutions. They are
tenacious. They refuse to give up.

2. Successful sales people are avid goal setters. They know what they want to accomplish and they plan their
approach. They make sure their goals are specific, motivational, achievable yet challenging, relevant to their



Fenaissanc€@

college of commerce & management

B.B.A.V Sem Subject- — Advertising & Brand Managing

personal situation, and time-framed. They visualize their target, determine how they will achieve their goal,
and take action on a daily basis.

3. Great sales people ask quality questions. The best sales people ask their clients and prospects plenty of
quality questions to fully determine their situation and buying needs. They know that the most effective way
to present their product or service is to uncover their customer's goals, objectives, concerns and hesitations.
This allows them to effectively discuss the features and benefits of their product and service that most relate
to each customer.

4. Successful sales people listen. Most sales people will ask a question then give their customer the answer,
or continue to talk afterwards instead of waiting for their response. Great sales people know that customers
will tell them everything they need to know if given the right opportunity. They ask questions and listen
carefully to the responses, often taking notes and summarizing their understanding of the customers'
comments. They have learned that silence is golden.

5. Successful sales people are passionate. They love their company and they exude this pride when talking
about their products and services. The more passionate you are about your career, the greater the chance
you will succeed. The reason for this is simple—when you love what you do you are going to put more effort
into your work. When you are passionate about the products or services you sell, your enthusiasm will shine
brightly in every conversation. If you aren’t genuinely excited about selling your particular product or
service, give serious consideration to making a change. You are not doing yourself, your company or your
customers any favors by continuing to represent something you can’t get excited about.

6. Successful sales people are enthusiastic. They are always in a positive mood - even during difficult times -
and their enthusiasm is contagious. They seldom talk poorly of the company or the business. When faced
with unpleasant or negative situations, they choose to focus on the positive elements instead of allowing
themselves to be dragged down.

7. Successful sales people take responsibility for their results. They do not blame internal problems, the
economy, tough competitors, or anything else if they fail to meet their sales quotas. They know that their
actions alone will determine their results and they do what is necessary.

8. Successful sales people work hard.Most people want to be successful but they aren’t prepared to work
hard to achieve it. Sales superstars don’ t wait for business to come to them; they go after it. They usually
start work earlier than their coworkers and stay later than everyone else. They make more calls, prospect
more consistently, talk to more people, and give more sales presentations than their coworkers.

9. Successful sales people keep in touch with their clients. They know that constant contact helps keep
clients so they use a variety of approaches to accomplish this. They send thank-you, birthday, and
anniversary cards. They make phone calls and schedule regular ‘keep in touch’ breakfast and lunch
meetings. They send articles of value to their customers and send an email newsletter. They are constantly
on the lookout for new and creative ways to keep their name in their customers’ minds.

10. Successful sales people show value. Today’s business world is more competitive than ever before and
most sales people think that price is the only motivating buying factor. Successful sales people recognize
that price is a factor in every sale but it is seldom the primary reason someone chooses a particular product
or supplier. They know that a well-informed buyer will usually base much of her decision on the value
proposition presented by the sales person. They know how to create this value with each customer,
prospect, or buyer they encounter.
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UNITV

BBA UNIT 5- BRANDING CONTEXT

Brand

Brand is the "name, term, design, symbol, or any other feature that identifies one seller's product
distinct from those of other sellers."[1] Brands are used in business, marketing, and advertising.
Initially, livestock branding was adopted to differentiate one person's cattle from another's by means
of a distinctive symbol burned into the animal's skin with a hot branding. A modern example of a
brand isCoca-Colawhich belongs to the Coca-Cola Company.

In accounting, a brand defined as an intangible asset is often the most valuable asset on a
corporation's balance sheet. Brand owners manage their brands carefully to create
shareholder value, and brand valuation is an important management technique that ascribes a money
valuetoabrand,and allows marketing investment tobe managed (e.g.: prioritized acrossa portfolio of
brands) to maximize shareholder value. Although only acquired brands appear on a company's
balance sheet, the notion of putting a value on a brand forces marketing leaders to be focused on
long term stewardship of the brandand managing for value.

The word "brand" is often used asametonymreferring to the company thatis strongly identified

witha brand.

Marque or make are often used to denote a brand of motor vehicle, which may be
distinguished from a car model. A concept brand is a brand that is associated with an abstract concept,
likebreastcancerawarenessorenvironmentalism, ratherthanaspecificproduct, service,orbusiness.
Acommoditybrandisabrandassociatedwithacommodity.

Alogo often represents a specific brand.
Concepts

Effective branding can resultin higher sales of not only one product, but of other products associated
with thatbrand. For example, ifa customer loves Pillsbury biscuits and trusts the brand, he or she is
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more likely to try other products offered by the company - such as chocolate-chip cookies, for
example. Brand is the personality that identifiesa product, service orcompany(name,term,sign,symbol,
or design, or combination of them) and how it relates to key constituencies: customers, staff,
partners,investors etc.

Some people distinguish the psychological aspect (brand associations like thoughts, feelings,
perceptions, images, experiences, beliefs, attitudes, and so on that become linked to the brand) ofa
brand from the experiential aspect. The experiential aspect consists of the sum of all points of contact
with the brand and is known as the brand experience. The brand experience is a brand's action
perceived by a person. The psychological aspect, sometimes referred to as the brand image, is a
symbolic construct created within the minds of people, consisting of all the information and
expectationsassociatedwithaproduct, serviceorthe company(ies) providingthem.

People engaged in branding seek to develop or align the expectations behind the brand
experience, creating the impression that a brand associated with a product or service has certain
qualities or characteristics that make it special or unique. A brand can therefore become one of the
most valuable elements inanadvertising theme, as it demonstrates what the brand owner is able to
offer in the marketplace. The art of creating and maintaining a brand is called brand management.
Orientation ofan entire organization towardsitsbrandis called brand orientation. Brand orientation
developsinresponsetomarketintelligence.

Careful brand management seeks to make the product or services relevant to the target audience.
Brands should be seen as more than the difference between the actual cost ofa productanditsselling
price-theyrepresentthesumofallvaluablequalitiesofaproductto the consumer.

A widely known brand is said to have "brand recognition”. When brand recognition builds up toa
point where a brand enjoys a critical mass of positive sentiment in the marketplace, it is said to have
achieved brand franchise. Brand recognition is most successful when people can state a brand
without being explicitly exposed tothe company's name, but rather through visual signifiers like
logos, slogans, and colors.[11] For example, Disney successfully branded its particular script font
(originally created for Walt Disney's "signature” logo), which itused in the logo for go.com.
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Consumers may look on branding as an aspect of products or services, as it often serves to denote a
certain attractive quality or characteristic (see also brand promise). From the perspective of
brand owners, branded products or services can command higher prices. Where two products
resemble each other, but one of the products has no associated branding (such as a generic, store-
branded product), people mayoften select the more expensive branded productonthebasisofthe
perceivedqualityofthebrandoronthebasisofthe reputation ofthe brand owner

The Types of Brands

Differenttypes of brands work for different marketingapproaches that your business might take.
Basically,thereareafewgeneraltypesofbrandsthatyourbusinesscouldfallinto:
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. Product brands: Products (commodities) become branded products when you win
awareness in the marketplace that your product has compelling characteristics that make it
differentandbetterthanothersin the productcategory.

Branding is a powerful tool that differentiates your offering in ways that create
consumer preference and allow you to command premium pricing.

* Service brands:Services are products that people buy sight-unseen. People buy services
purely based on their trust that the person or business they‘re buying from will deliver as
promised. If you sell a service or run a service business, you absolutely, positively need to
developand managea strong, positive brand image.

. Business brands: You can brand your business, itself, in addition to or instead of
brandingyour products or services.

Ifyou can onlybuild one brand — and that‘sthe bestadvice toany businessthat’s short
on marketing expertise or dollars — make it a business brand because this brand can
attractjobapplicants, investors,and (maybe most importantly) customers.

=  Personal brands: Whether you know it or not, you have a personal brand. If people know
yourname orrecognizeyour face, theyhold yourbrand imageintheir minds.

. Personality brands: Personality brands are personal brands gone big-time. They're
individual brands that are so large and strong that they not only deliver wide-
reaching personal celebrity but also create significant value when associated with
productsorservices.ThinkMarthaStewart, Emeril Lagasse,orOprah,andyou'reon theright
track. Sure, theseare all just people, but theirnames are associated with a superior quality
andsubjectexpertisethatspeakstotheirpersonalitybranding.

Strategic Brand Management Process

The process of strategic brand management basically involves 4 steps:

1.1dentifyingandestablishingbrandpositioning.

BrandPositioningisdefinedastheactofdesigningthecompany'sofferandimagesothatit occupiesa distinct
andvalued placein the targetconsumer's mind.

Key Concepts:

» Pointsofdifference:convincesconsumersabouttheadvantagesand differencesover the
competitors
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Mental Map: visual depiction of the variousassociations linked to the brand in the minds of
the Consumers

CoreBrandAssociations:subsetofassociationsi.e.bothbenefitsand
attributes which best Characterize thebrand.

BrandMantra:thatis the brand essence orthe core brand promise also known as
the Brand DNA.

2. PlanningandImplementationof Brand Marketing Programs

Key Concepts:

Choosing Brand Elements: Different brand elements here are logos, images,
packaging, symbols, slogans, etc. Since different elements have different advantages,
marketers prefertousedifferentsubsetsand combinations of these elements.

Integrating the Brand into Marketing Activities and the Support Marketing Program:
Marketing programs and activities make the biggest contributions and can create strong,
favorable,anduniquebrandassociationsinavarietyofways.

Leveraging Secondary Associations: Brands may be linked to certain source factors such as
countries, characters, sporting or cultural events, etc. In essence, the marketer is borrowing or
leveraging some other associations for the brand to create some associations of the
brand'sownandthemtoimproveitsbrandequity.

3. Measuring and Interpreting Brand Performance Key

Concepts:

Brand Audit: [sassessment of the source of equity of the brand and to suggestways to
improve and leverageit.

BrandValue chain: Helpsto better understandthe financialimpacts ofthebrand marketing
investments andexpenditures.

BrandEquityMeasurementSystem:Isasetoftoolsand proceduresusingwhich
marketers cantaketacticaldecisionintheshortandlongrun.

4, Growing and Sustaining BrandEquity: Key
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Concepts:

* Definingthebrandstrategy:Capturesthe brandingrelationshipbetween the various products
// services offered by the firm using the tools of brand-product matrix, brand hierarchy and
brand portfolio

» ManagingBrandEquityovertime:Requirestakingalong-termviewaswellasa shortterm
view of marketingdecisionsastheywillaffect thesuccessoffuture marketing programs.

* ManagingBrandEquityoverGeographicboundaries,Marketsegments

andCultures:Marketersneedtotakeintoaccountinternationalfactors,different types of

Consumers and the specific knowledge about the experience and behaviors ofthenew

Geographiesormarketsegmentswhenexpandingthebrandoverseasor intonewmarket
Segments.

Keller's Brand Equity Model

Building a Powerful Brand

UseKeller'sBrand Equity Model pyramid tostrengthenyour customers' perception ofyour brand.

Do you know what makes a brand strong? And if you had to make yours stronger, would you

know how todo it?

Manyfactorsinfluencethestrength ofaparticularproductorbrand.Ifyouunderstandthese factors,
you can think about how to launch a new product effectively, or work out how to turn a

struggling brand into a successful one.

Inthisarticle, we'lllook at Keller's Brand Equity model. This tool highlights four steps that you can

follow to buildand manage abrandthatcustomerswill support.

Overview

Keller's Brand Equity Model is also known as the Customer-Based Brand Equity (CBBE) Model.
Kevin Lane Keller, a marketing professor at the Tuck School of Business at Dartmouth



ProductandBrandManagement 93

College, developed the model and published it in his widely used textbook, "Strategic Brand
Management."

The concept behind the Brand Equity Model is simple: in order to build a strong brand, you must
shape how customers think and feel about your product. You have to build the right type of
experiencesaround yourbrand, so that customershave specific, positive thoughts, feelings, beliefs,
opinions,and perceptionsabout it.

When you have strong brand equity, your customers will buy more from you, they'll
recommend you to other people, they're more loyal, and you're less likely to lose them to

competitors.

Themodel,seeninFigure1,illustratesthefourstepsthatyouneedtofollowtobuildstrong brand

equity.

Figure 1 - Keller's Brand Equity Model

4. Relationships
What About You and Me?

3. Response
What About You?

From "Strategic Brand Management: Building, Measuring, and Managing Brand Equity" by Kevin
Lane Keller. © Pearson Education Limited 2013.

The four steps of the pyramid represent four fundamental questions that your customers will ask -

often subconsciously - about your brand.

Thefourstepscontainsixbuildingblocksthatmustbeinplaceforyoutoreachthetopofthe pyramid,and

to developa successful brand.

Applying the Model
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Let'slookateach stepandbuildingblockindetail,and discusshow youcanapply the

frameworkand strengthen your brand.

Step 1: Brand Identity - Who Are You?

In this first step, your goal is to create "brand salience,” or awareness - in other words, you needto
makesurethatyourbrandstandsout,andthatcustomersrecognizeitandareaware ofit.

You'renotjustcreatingbrandidentityandawarenesshere;you'realsotryingtoensurethat brand

perceptionsare "correct” at key stages ofthe buyingprocess.

Application

To begin, you first need to know who your customers are. Research your market to gain a
thorough understanding of how your customers see your brand, and explore whether there are
differentmarket segments with different needs and different relationships with your brand.

Next, identify how your customers narrow down their choices and decide between your brand
and your competitors' brands. What decision-making processes do your customers go

through when they choose your product? How are they classifying your product or brand? And,
when you follow their decision making process, how well does your brand stand outat key stages
of this process?

Youareabletosellyour productbecauseitsatisfies aparticular set of your customers'needs; this is
your unique selling proposition , or USP. You should already be familiar with these needs, butit's
important to communicate to your customers how your brand fulfills these. Do your clients
understandtheseUSPswhenthey'remakingtheirbuyingdecisions?

By the end of this step, you should understand whether your clients perceive your brand as you
want them to, or whether there are specific perceptual problems that you need to address -
either by adjusting your product or service, or by adjusting the way that you communicate
yourmessage.ldentifytheactionsthatyouneedtotakeasaresult.

Step 2: Brand Meaning - What Are You?

Your goal in step two is to identify and communicate what your brand means, and what it stands

for.Thetwobuildingblocksinthisstepare:"performance"and"imagery."

"Performance” defines how well your product meets your customers' needs. According to the model,
performance consists of five categories: primary characteristics and features; product reliability,
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durability, and serviceability; service effectiveness, efficiency, and empathy; style and design; and
price.

"Imagery" refers to how well your brand meets your customers' needs on a social and
psychological level. Your brand can meet these needs directly, from a customer's own
experienceswitha product; orindirectly,with targeted marketing, orwithword ofmouth.

A good example of brand meaning is Patagonia®. Patagonia makes high quality outdoor clothing

andequipment, much ofwhich ismade fromrecycled materials.

Patagonia‘s brand performance demonstrates its reliability and durability; people know that their
productsarewell designedandstylish,and thattheywon'tletthemdown.Patagonia‘s brand imagery
is enhanced by its commitment to several environmental programs and social causes; and its strong
—reduce, reuse, recyclel values make customers feel good about purchasing products froman
organizationwithanenvironmental conscience.

Application

The experiences that your customers have with your brand come as a direct result of your
product's performance. Your product must meet, and, ideally, exceed their expectations if you
want to build loyalty. Use the Critical to Quality Tree and Kano Model Analysis models to
identify your customers' needs, and then explore how you can translate these needs into a high
quality product.

Next, think carefully about the type of experience that you want your customers to have with your
product. Take both performance and imagery into account, and create a "brand personality."
Again, identify any gaps betweenwhere youare now and where youwantto be, and lookat how
you can bridge these.

Step 3: Brand Response - What Do I Think; or Feel, About You?

Your customers' responses to your brand fall into two categories: "judgments”and "feelings." These

are thetwo buildingblocks in this step.
Your customers constantly make judgments about your brand and these fall into four key categories:

Quality: Customers judge a product or brand based on its actual andperceived quality.
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Credibility: Customers judge credibility using three dimensions - expertise (which includes

innovation), trustworthiness, and likability.

Consideration: Customers judge how relevant your product is to their unique needs.

Superiority: Customers assess how superior your brand is, compared with your competitors'

brands.

Customers also respond to your brand according to how it makes them feel. Your brand can evoke
feelings directly, but they also respond emotionally to how a brand makes them feel about
themselves. According to the model, there are six positive brand feelings: warmth, fun, excitement,
security, socialapproval,and self-respect.

Application

First, examine the four categories of judgments listed above. Consider the following

questions carefully in relation to these:

What canyoudotoimprovetheactualand perceived quality of yourproductorbrand? How

can you enhance your brand's credibility?

How well does your marketing strategy communicate your brand's relevancy to people's needs?

How does your product or brand compare with those of your competitors?

Next,thinkcarefullyaboutthesixbrandfeelingslistedabove.Which,ifany,ofthesefeelings doesyour
current marketing strategy focus on? What can you do to enhance these feelings for your
customers?

Identify actions that you need to take as a result of asking these questions.

Step 4: Brand Resonance - How Much ofaConnection Would I Like to Have With You?

Brand"resonance" sitsatthetopofthebrandequitypyramidbecauseit'sthemostdifficult- and the
mostdesirable-leveltoreach.Youhaveachieved brand resonancewhen your customers feela
deep, psychological bondwith yourbrand.

Keller breaks resonance down into four categories:

Behavioral loyalty: This includes regular, repeat purchases.
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Attitudinal attachment: Yourcustomersloveyourbrand oryourproduct,andtheyseeitasa special

purchase.

Sense of community: Your customers feel a sense of community with people associated with the

brand, including other consumersand company representatives.

Active engagement: Thisis the strongest example of brand loyalty. Customers are actively engaged
with yourbrand, evenwhen theyare not purchasing itor consuming it. This could includejoininga
clubrelated to the brand; participating in online chats, marketingrallies, or events; followingyour
brandonsocialmedia;ortakingpartinother,outsideactivities.

Application

Your goal in the last stage of the pyramid is to strengthen each resonance category.

For example, what can you do to encourage behavioral loyalty? Consider gifts with purchase, or

customerloyalty programs.

Askyourselfwhatyoucan dotorewardcustomerswhoare champions ofyourbrand. What events
could you plan and host to increase customer involvement with your brand or product? List
theactions thatyou could take.

Example

Julie has recently been put in charge of a project to turn around an under-performing product.
The productis a high quality, fair trade, organic tea, butit's neverachieved the sales and customer
loyalty that the organization expected. Julie decides to use the brand equity pyramid to think
aboutthe turnaround effort.

Step 1: Brand Identity
Julie's target customers are mid to high income, socially conscious women.

After careful analysis, she knows that she is marketing in the correct category, but she realizes
that her marketing efforts aren't fully addressing customer needs. She decides to change the
message from "healthy, delicious tea," to "delicious tea, with a conscience,” which is more relevant
and meaningful to her target market.

Step 2: Brand Meaning

Next, Julie examines the product's meaning, and looks at how the company communicates that

meaningto its customers.
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The performance of the teais already moderately high; it's a single-source, fairtrade teaofa higher
quality than the competition's product. Afterassessing the organization's service effectiveness,
Julie is disappointed to find that many of her representatives lack empathy with customers who
complain. So, she puts everyone through a comprehensive customer service class to improve
responsestocustomercomplaintsand feedback.

Last, Julie decides to post to the company's website personal stories from the fairtrade farmers
who grow and pick the tea. By doing this, she aims to educate customers on how beneficial this
practice is for people around the world.

Step 3: Brand Response

After going over the four brand response judgments, Julie realizes that perceived quality mightbe
anissue. The tea itselfis high quality, butthe pack size is smaller than the onesher competitors use.
Julie doesn't want to lower the price, as this might affect how customers assess quality, so she
decides to offer more tea in each box in order to surpass customer expectations.

She also decides to enhance the tea's credibility by becoming fair trade certified through an

independent third-partyorganization.

Step 4: Brand Resonance

Julie knows that her target customers care deeply about fair trade. She decides to promote the
organization's efforts by participatingina number offairtrade eventsaround the country.

Shealso sets upa social networking framework to involve customers in the organization's fairtrade
efforts,andshecreatesaforumonthecompanywebsitewherecustomerscan discussissues
surrounding fair trade. She also commits to championing the efforts of other fair trade
organizations.

Brand personality

What is BrandPersonality?

Brand personality is the way a brand speaks and behaves. It means assigning human
personality traits /characteristics to a brand so as to achieve differentiation. These
characteristics signify brand behaviour through both individuals representing the brand (i.e. it's
employees) as well as through advertising, packaging, etc. When brand image or brand identity is
expressed in terms of human traits, it is called brand personality. For instance - Allen Solleybrand
speaks the personality and makes the individual who wears it stand apart from the crowd.
Infosysrepresentsuniqueness,value,andintellectualism.
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Brand personality is nothing but personification of brand. A brand is expressed either as a

personality who embodies these personality traits (For instance - Shahrukh Khan and Airtel, John
Abraham and Castrol) or distinct personality traits (For instance -Dove ashonest, feminist and
optimist; Hewlett Packard brand represents accomplishment, competency and influence). Brand
personality is the result of all the consumer’s experiences with the brand. It is unique and long
lasting.

Brand personality must be differentiated from brand image, in sense that, while brand image denote
the tangible (physical and functional) benefits and attributes of a brand, brand personality
indicates emotional associations of the brand. If brand image is comprehensive brand according to
consumers' opinion, brand personality is thataspect of comprehensive brand which generates it's
emotionalcharacterandassociationsinconsumers‘mind.

Brand personality develops brand equity. It sets the brand attitude. Itisa key input intothe lookand
feel of any communication or marketing activity by the brand. It helps in gaining thorough
knowledge of customers feelings about the brand. Brand personality differentiates among brands
specifically when they are alike in many attributes. For instance - Sony versus Panasonic. Brand
personality is used to make the brand strategy lively, i.e, to implement brand strategy. Brand
personalityindicatesthekindofrelationshipacustomerhaswiththe brand. Itisa meansbywhicha
customercommunicateshis own identity.

Brand personality and celebrity should supplement each other. Trustworthy celebrity ensures
immediate awareness, acceptability and optimism towards the brand. This will influence
consumers’ purchase decision and also create brand loyalty. For instance - Bollywood actress
Priyanka Chopra is brand ambassador for ].Hampstead, international line of premium shirts.

and personality not only includes the personality features /characteristics, butalso the demographic
featureslikeage, gender or classand psychographic features. Personality traits are what the brand
exists for.

The Five Dimensions ofBrand Personality(Elements)

As we focus this month on Brand Communities, it is important to recognize that this is far from a

newidea.

For more than four decades, marketers have used sophisticated techniques to segment their
consumer universes into psychographic sets, the progenitors of today‘s online communities. These
techniques have been able to reveal hidden truths underlying group actions as in the case of
Helicopter Parents or Metrosexuals. As a result, they have allowed marketers to dig deeper than
simpledemographicstotargetmessagesmuchclosertotheheartofactionthan generalmeasureslike
age or sex. In fact, a case can be made that these older groupings have had far deeper roots than
today‘slike-and tweet-based communities.

At the core of psychographic segmentation lies the recognition tha t allhuman behavior derives
from a small set of fundamentals, the so-called Big Five Personality Traits. All the broad variation
in human action, at heart, comes down to different mixes of these elemental traits. By isolating
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these human behavioral fundamentals using analytical techniques, marketers can build up full
profilesofwhatisdrivingthebehavioroftheirtargetscustomers and prospects.

The Big Five was originally propounded way back in 1961, but only came into broader use in the
1980s. Since then, it has become a hallmark of marketing and psychology. Everyone who evertooka
—personalitytestlatworkhasexperiencedanexpressionofthe BigFive. TheBig Five attributesare:

*»  Openness to experience — (inventive /curious vs. consistent /cautious). Appreciation for
art, emotion, adventure, unusual ideas, curiosity, and variety of experience. Openness
reflects the degree of intellectual curiosity, creativity and a preference for novelty and
variety. Some disagreement remains about how to interpret th e openness factor, which is
sometimes called -intellect] rather than openness to experience.

» Conscientiousness - (efficient /organized vs. easy-going/careless). A tendency to show
self-discipline, act dutifully, and aim for achievement; planned rather than spontaneous
behavior; organized,and dependable.

. Extraversion - (outgoing/energetic vs. solitary /reserved). Energy, positive emotions,
surgency, assertiveness, sociability and the tendency to seek stimulation in the
company of others,and talkativeness.

»  Agreeableness - (friendly /compassionate vs. cold /unkind). A tendency to be
compassionate and cooperative rather than suspicious and antagonistic towards
others.

Neuroticism - (sensitive /nervous vs. secure / confident). The tendency to experience unpleasant
emotions easily, such as anger, anxiety, depression, or vulnerability.

* Neuroticismalsoreferstothedegree ofemotionalstabilityandimpulsecontrol,and is
sometimesreferred byitslowpole - —emotional stabilityl.

So much for the history lesson. Now for the 64-dollar question for modern Social brand
communities: Do brand personalities all derive from The Big Five, as if brands were
themselves people? Or,does each brand create its own unique universe, with its own unique set of
corebehavior elements driving the brand‘spersonality?

What researchers have found falls in the middle ground. Brands personality, in fact, isnot derived
directly from The BigFive,butneitherdoesitstemfromrandom,uniquebrand universes. Rather,
thereappears to bea separate setof universal markers that delineate brand personalities. People don‘t
reacttobrandsas people,butdo,ifappears,reacttobrandsina consistent, measurable way, call it
the Brand Five.
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FIVE DIMENSIONS OF BRAND PERSONALITY

Sincerity 1 Domestic, honest, genuine, cheerful
Excitement 2 Daring, spirited, imaginative, up-to-date
Competence 3 Reliable, responsible, dependable, efficient
Sophistication 4 Glamorous, pretentious, charming, romantic

Ruggedness 5 Tough, strong, outdoorsy, rugged

The personalities of brands devolve from this separate Brand Five as noted in this chart:

The emergence of these two sets of fundamental markers forhuman behavior has made it possible
forstatisticians,and the marketerswhorelyonthem,to craftrichand measurable analytical images
of brandsand their customers. These actionable —brand personalities| and the psychographic sets they
define have transformed the way marketers can approach target audiences. They have lead to the
creation of techniques that drive the development of today‘s vibrant, social-network driven brand
communities.
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UNIT VI

Brand Positioning

Brand Positioning - Definition and Concept

Brand positioning refers to —target consumer’sl reason to buy your brand in preference to others.Itis
ensuresthatallbrandactivityhasacommonaim;isguided,directedand delivered by the brand’s
benefits / reasonsto buy; and it focusesatall points of contact with the consumer.

Brand positioning must make sure that:
* [situnique/ distinctive vs. competitors?
» Isitsignificant and encouraging to the niche market?
[s it appropriate to all major geographic markets and businesses?
Is the proposition validated with unique, appropriate and original products?

[sitsustainable-canitbedeliveredconstantlyacrossallpointsofcontactwiththe
consumer?

. Isithelpful for organizationtoachieve its financial goals? Isit

abletosupportandboostuptheorganization?

In order to create a distinctive place in the market, a niche market has to be carefully chosen and a
differential advantage mustbe created in their mind. Brand positioningisa medium throughwhich
an organization can portray its customers what it wants to achieve for them and what it wants to
meantothem.Brandpositioningforms customer‘sviewsandopinions.

Brand Positioning can be defined as an activity of creating a brand offer in such a manner that it
occupies a distinctive place and value in the target customer's mind. For instance- Kotak
Mahindra positions itself in the customer’s mind as one entity- —Kotak |- which can provide
customized and one-stop solution for all their financial services needs. It has an unaided top of
mind recall. It intends to stay with the proposition of —Think Investments, Think Kotakl. The
positioning you choose for your brand will be influenced by the competitive stance you
want toadopt.

Brand Positioning involves identifying and determining points of similarity and difference to
ascertain the right brand identity and to create a proper brand image. Brand Positioning is the key
of marketing strategy. A strong brand positioning directs marketing strategy by explainingthe
branddetails,theuniquenessofbrandandit’ssimilaritywith thecompetitive brands, as well as the
reasons for buying and using that specific brand. Positioning is the
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base for developing and increasing the required knowledge and perceptions of the
customers. It is the single feature that sets your service apart from your competitors. For
instance-Kingfisherstandsforyouthandexcitement.Itrepresentsbrandinfull flight.

There are various positioning errors, such as-

1. Under positioning-This is a scenario in which the customer‘s have a blurred and unclear
idea of the brand.

2. Over positioning- This is a scenario in which the customers have too limited a
awareness of thebrand.

3. Confused positioning- This is a scenario in which the customers have a confused opinion
of thebrand.
DoublePositioning- Thisisa scenario inwhich customers donotacceptthe claims of a brand.
5. Brand positioning describes howa brand s different from its competitorsand where, or how,
it sits in a particular market. These differences might be real ones, but not have any
motivating qualities aboutthem. They would still, however, give abrand a 'positioning'ina
market.For example,abeermighthavethepositioningofbeingan

'Alaskan beer', but this might not be very motivating to the consumer.

6. Ifthe positioning of beingan 'Alaskan beer' is motivating to consumers then this value
begins to accrue propositional values as well as positional ones. It begins to literally
'proposition’ the consumer. Much of marketing research is in fact in volved in the task of
evaluating whether the positional characteristics of a brand (or a product) can be
transformedintopropositionalones.Thisis,inmanyways,whatmarketingis.

7. The two terms - positionings and propositions - are often confused together because, of
course, many values and terms have BOTH some positioning and some propositional
aspects. The terms 'economy’ and 'premium’ are good examples of this. They can be used to
describeabrand's positioningina market,buttheyalso deliver

meaning and motivational qualities to consumers a well. Despite these degrees of overlap,
the concepts of positioning and proposition are, however, still working along quite distinct
dimensions. A positioning describes how a brand is different in a market. A
proposition encapsulateswhatitmightmeantoa consumer.

Brand Equity & Brand Positioning Concepts

Brand equity is the value your company name has in the marketplace beyond what your
accounting records show. Positioning is the use of marketing to project differentiation in your
company, products or services to targeted customers. Building and maintain a strong brand is a
primarycommunication objective for successful companies.

Product Differentiation
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Differentiation means to develop and communicate something bigger, better or distinct about your
offering. If you don't present something distinct to the marketplace, you rely solely on arbitrary
decision-making on the part of consumers. Developing a distinct and desired benefit mix and
clearly telling your marketsegmentsabout it helps drive customers to your business or products.
Organic food makers or resellers pin their differentiation on the natural, healthy advantages
theirproducts provide.

Market Segmentation

Alongwithdifferentiation,theotherkeycomponentofbrandpositioningisthetargetmarket towhom
you position. You may offer an excellent, distinct benefit, but if you don't present it to the right
market segment, it won't matter. Offering the lowest price to a highly affluent market segment
doesn't make much sense, for instance, because customers with money typically look for superior
product benefits or excellent service. Identifying customers based on shared demographic,
geographic, behavioral or lifestyle qualities and focusing your efforts on them improves your
potentialfor brand equity.

Customer Loyalty-

Customerloyaltyisvery closelytied tobothbrand positioningand brand equity. Customer loyalty is
the penultimate goal in marketing communication. Once a customer becomes loyal, you have an
emotional commitment from her. You generate this loyalty based on the effectiveness of your
positioning in both promotion and delivery of a positive customer experience. A strong, loyal
customerbaseisamajorfactorinbrandequity.Ifyourcustomers can easily get pulledaway byanew
or competing brand, it is hard to say that your brand has significant value beyond its financial
assets.

Brand Extension

Abrandextensionoccurswhenyouleverageyourbrand equitytomarketanewbusinessor product
to a new customer market. A prominent company example was Gap launching GapKids.
Leading toilet paper brand Charmin expanded its brand by offering alower-end option, Charmin
Basic, to price-conscious consumers. Brand extensions only work if you have strongbrand equity,
becauseyouessentiallyrelyonyourprovenreputationtoattract new business.
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Brand Positioning: Selecting A PointOfDifference

The selection of a brand's points of difference begins with its competitive strengths and insight
about consumers' motivations for using the category and /or brand. The goal is to find afeature
or benefitthat distinguishesthebrand from competitorsin the same category and that is valued by
consumers. When the point of difference is a benefit (rather than a product feature), the claim is
strengthened by providing reasons to believe the benefit claim.

Fast-food chain Subway offers healthier meals than other quick-serve restaurants because its
sandwicheshavefewer gramsoffat. Here, the healthier benefitis supported byan attribute "reason
to believe": fewer grams of fat. Although attributes can offer a compelling way to supportabenefit
pointofdifference,inmanycasestheyarereadilyimitable.Forthisreason, brand positions often rely
onimageto provide a rationale for a benefit point of difference— the type of person who uses the
brandandthetype ofusesithas. Nike, for example, has used professional athletes to support the
brand's claim of superior performance in athletic shoes rather than relying on attributes such as
unique technology in product design. Image is also used when a category'sattributesare not relevant
to consumers. The endorsement of celebritiessuchasMariah Carey,Kim Kardashian,or Paris Hilton
providesconsumerswitha reason to believe thata particular brand of fragrance will enhance their
personal appeal. Image brand positions are sustained by marketing support that links the image
with the brand.

Leading brands typically adopt the benefit that motivates category use as their point of
difference,whereas"follower" brandschooseaniche. Tide, theleading detergent, is simply superior
at cleaning clothes. Follower brands make narrower claims: Cheer cleans clothes in cold water and
Wiskis strongagainst stains.

In choosing a point of difference, brand marketers usually prefer benefits that reflect an existing
consumers' belief. For example, Honey Nut Cheerios developed a strong brand franchise by
capitalizing on consumers' beliefs that honey is more nutritious than sugar (it is not) and that
Cheerios is among the most nutritious brands of cereal. If, however, a brand is distinguished on a
benefit or belief that consumers have not yet accepted, efforts can be made to change consumers'
opinions. Prompting such change is generally more costly than adopting accepted consumer
beliefs about benefits, but it is possible. Along these lines, Listerine mouthwashwas successfulin
overcoming consumers' negative perceptions of its taste by convincing consumers that the
unpleasanttasteindicated thatitwasworkingtokill bacteria and combat bad breath.

For most brands, a single benefit serves as the point of difference. This enables the marketer to
convince the consumer more simply and easily of the benefit's importance when making a brand
choice. However, there are several circumstances in which a position is based on multiple
benefits. When competitors are each focusing on a particular benefit, a brand might compete by
claiming to do it all. In the soap category, Ivory is positioned as offering superior cleaning, Dove as
providing better moisturizing, and Zest as ensuring greater deodorizing. When Lever 2000 was
launched,itwas positioned as thebarsoapthatdoesitall. This placed Lever 2000 inits own category
astheonethatofferedall thebenefits,withtheotherbrands
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being lumped together as incomplete. Asa result, Lever 2000 enjoyed rapid growth in the bar soap

market.

Multiplefeaturesarealsousedtopositionabrandonthebasisofitsvalue.Avalueposition may be

represented by the following equation:

Value =Functional Benefits + Psychic Benefits

MonetaryCosts+ TimeCosts

Thisequationisconceptual, withthebenefitsofabrand presentedinthenumeratorandthe costs in
the denominator. Value is enhanced by increasing the benefits and reducing the costs.

To illustrate the value equation, consider UPS's positioning. UPS is the leading ground parcel firm in
the United States and second in air freight deliveries. UPS offers value by ensuring that packages
and letters get to their destination on time. They do this by offering early- morningdelivery(8:30
a.m.)andbyroutingtheirtruckstomakeasmanyright-handturnsas possiblesoasnottobeslowedby
oncomingtraffic.Onebenefitoftheseservicesispsychic— customers are confident that packages
will get to their destination on time. UPS saves companies money because its reliable delivery
allows firms to produce product on demand, and thus limit the inventory required. And UPS's
wireless tracking of shipments saves managers time by enabling them to monitor the progress of
the packages while engaging in other activities. Thus, UPS enhances value by increasing the
functional and emotional benefitsand by reducing the monetaryand time costs.

When selecting multiple benefits, it is important to assess their fit with each other.
Specifically, brands possessing potentially opposing benefits can undermine consumer
confidenceinthebrand's position. For example, when the value propositionis thata brand hashigh
quality, a low price might undermine this belief. Similarly, when a food brand offers superior
nutrition, consumers might be skeptical of a superior taste claim. And if a car is positioned as safe,
consumersmay doubt the claim thatitalso offers exceptionalacceleration.

Finally, brand marketers should use caution in selecting benefits to convey a brand's point of
difference on the basis of what consumers say. Consumers profess an interest in some benefits
not because of the benefit's importance to their brand choice, but because they feel peer pressure to
do so. Thus, consumers often indicate high interest in a car's safety and fuel efficiency even though
there is nota correlation between these reportsand actual brand choice.

Choosing POP"s and POD"s

CHOOSING POPs AND PODs
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Points-of-parity (POP) are driven by the needs of category membership to create category of POPs
and the necessity of negating competitors a€™ Points of Difference (POD) to create competitive
POPs. In choosing points-of-difference, two important considerations are that consumers find the
POD desirable and that the firm has the capabilities to deliver on the POD.

There are three key consumer desirability criteria for PODs,

1. Relevance:

Target consumers must find the POD personally relevant and important. The Westin
Stamford hotel in Singapore advertised that it was the world €™s tallest hotel, buta hotel 4€™s
heightis notimportant tomany tourists.

2. Distinctiveness:

Target consumers must find the POD distinctive and superior. When entering a category where
thereare established brands, the challenge istofind a viable basis for differentiation. Splenda sugar
substitute overtook Equal and Sweet a€™n Low to become the leader in its category in 2003 by
differentiating itself on its authenticity as a product derived from sugar, without any of the
associated drawbacks.

3. Believability:

Target consumers must find the POD believable and credible. A brand must offer a
compelling reason for choosing it over the other options. Mountain Dew may argue that it is more
energizing than other soft drinks and support this claim by noting that it has a higher level of
caffeine. Chanel No. 5 perfume may claim to be the quintessential elegant French perfume and
support this claim by noting the long association between Chanel and haute coutre.

There are three key deliverability criteria.

1. Feasibility:

The firm must be able to actually create the POD. The product design and marketing offering must
supportthe desired association. Does communicating the desired association involve real changes
to the productitself, or just perceptual onesas to how the consumer thinks of the product or brand?
[tis obviously easier to convince consumers of some factabout the brandthattheywereunaware
ofand mayhave overlooked thantomakechangesinthe productand convince consumers of these
changes. General Motors had to work to overcome public perceptions that Cadillac is not a
youthful, contemporarybrand.

2. Communicability:
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It is very difficult to create an association that is not consistent with existing consumer
knowledge or that consumers, for whatever reason, have trouble believing. Consumers must be given
a compelling reason and understandable rationale as to why the brand can deliver the desired
benefits. What factual, verifiable evidence or a€ceproof pointsa€? Can be given as support so that
consumers will actually believe in the brand and its desired associations? Substantiates often
come in the form of patented, branded ingredients, such as Nivea Wrinkle Control CrA me with
Q10 co-enzyme or Herbal Essences hair conditioner with Hawafena.

3. Sustainability:

[s the positioning preemptive, defensible, and difficult to attack? Can the favorability of a brand
association bereinforcedand strengthened over time? Ifyes, the positioningislikely tobe enduring.
Sustainability will depend on internal commitment and use of resources as well as external
marketforces.

Point of difference

Point of difference is a term used for an outcome of product differentiation. In
business economics, differentiation is seen as an important strategic move forcompanies
to make. Because of an overwhelming variety of products and services on the market, those that
stand out in some manner are better noticed by consumers. There are various (positive and
negative)waysofbeingdifferentcomparedtocompetitorsinthesame market. Differentiationis the
term given to the positive way in which a company's product differs from its competitors.Points of
difference (PODs) describe the individual factors of differentiation.

The key points of difference of a company are synonymous with its unique selling
proposition (USP) although not interchangeable, and are critical in defining its competitive
advantage and branding strategy. They must be attributes or benefits that consumers strongly,
uniquely, and positively associate with the company's brand; and not with any competing
brand.Oncepointsofdifferencehavebeen clearlycommunicated toconsumers, the company and its
brand are setapart from its competitors. Brand loyalty depends upon the ability of the company
to establish and maintain clarity of communication with the consumer regarding their brand;
and tomaintainand expandthe points of difference that define thebrand.

Points-of-parity / points-of-difference
Definitions

Points-of-difference (PODs) - Attributes or benefits consumers strongly associate with a brand,
positivelyevaluateandbelievetheycouldnotfindtothesameextentwithacompeting
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brand i.e. pointswhere you are claiming superiority or exclusiveness over other products in the
category.

Points-of-parity (POPs) - Associations that are not necessarily unique to the brand but may be
sharedbyotherbrandsi.e.whereyoucanatleastmatchthecompetitorsclaimedbets.

WhilePOPsmayusuallynotbethereasontochooseabrand,theirabsencecancertainlybea reason to
dropabrand.

WhileitisimportanttoestablishaPOD, itisequallyimportanttonullify thecompetition by
matchingthemonthe POP.Asalateentrantinto themarket,manybrandslookatmaking the
competitor'sPODintoaPOPforthecategoryandtherebycreatealeadershippositionby introducing
anew POD.

Assessment

The assessment of consumer desirability criteria for PODs should be against:

1. Relevance
2. Distinctiveness
3. Deliverability

Whilst when assessing the deliverability criteria for PODs look at their:

1. Feasibility
2. Communicability
3. Sustainability

ThesewillhelpunderstandhowsuccessfulthesePODsarelikelytobeinthemindsofthe

consumer.

Kevin Keller and Alice Tyboutnote there are three types of difference: brand performance
associations; brand imageryassociations; and consumer insightassociations. The last only comes
intoplaywhentheothersareatparity.Insightaloneisaweakpointofdifference, easily copied.
Putting these together, check their desirability, deliverability and eliminate contradictions.

Traditionally, the people responsible for positioning brands have concentrated on the
differences that set each brand apart from the competition. But emphasizing differences isn't enough to
sustaina brand against competitors. Managers should also consider the frame of referencewithin
whichthebrandworksandthefeaturesthebrandshareswith other products.

Asking three questions about your brand can help:
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Have we established a frame? A frame of reference signals to consumersthe goal they can expectto

achieve by using a brand.

Areweleveragingourpointsofparity?Certainpointsofparitymustbemetifconsumersare to

perceiveyourproductasalegitimateplayerwithinitsframeofreference.

Are the points of difference compelling? A distinguishing characteristic that consumers find both
relevant and believable can become a strong, favorable, unique brand association, capable of
distinguishingthebrandfromothersinthe sameframeofreference.

Market Positioning Strategy

While every company's situation is unique, we know from long experience that there are
common criteria for a company‘s success in reaching and winning a market. Whether your
company is centered on consumer packaged goods, business services or emerging
technology, your part-time CMO and the Chief Outsiders team will consider the following
dimensionsin developing a market positioning strategy:

Brand Positioning Strategy
Product Positioning Strategy
Competitive Pricing Strategy
» Competitive Positioning Strategy

Alternatives to Marketing Consulting Firms

Brand Positioning Strategy

Positioning a brand is serious business. Thereare several key
questionswhichhavetobeansweredinbrandpositioning.

First,youdetermineWHAT dimensionsarecritical tothe
positioning. This has everything to do with the target
customers.Whatarethetoptwotofivecorecriteriafortheir
decisionmaking?Then,youneedtounderstandWHEREthe brand
is currently positioned, assuming you‘re already in market,
againstthesebrand criteria. Often thissort ofanalysis isconducted
todeterminewhatGAPSareunderserved,

whichpresentsapotentialpositioningopportunityof WHEREyou‘dliketobepositioned. You
thenneedtodetermineifthenewpositioningopportunityispurelyamatterof messaging
(relatingwhatyoudo,whyit‘srelevant,andhowit‘sdifferent) oramatterof bolstering your
offerings.

This analysis might result in somethingas simpleas identifyingwhich products or features are the
primaryreasonstobuy,andrallyingyour offerings-evenyourcompany-around thishighly
attractivedimension. Intheend,you‘retryingtodeterminewhatyourbrand shouldstandfor.
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(Note:notallthatyouoryourproductsandservicescan do.) Then,we‘ll workonestablishinghow
you'lldeliverthisbrandpositioningstrategyinyourmarketing andsalesactivities.Herearesome
terrificarticlesonotherdimensionsofbrandstrategy.

Product Positioning Strategy

Good product positioning strategy requires looking both internally and externally. First, your
businessasawholeneedstobeproperlypositioned,thenyourproductorservicesportfolio needsto
bepositioned.Somecompaniesfailtorecognizethattheirown offeringsneedto

—hangtogetherl and make sense - relative to one anotherand to your business overall. When a
companyhasdivergingofferingsorbrands,theymightbestconsidertwodifferent company
banners.Similarly,when companiestry to extendthe brand ofa productintoo manydirectionsthey
candilutethevalueoftheofferingand confuse thecustomer. Witha product portfolio that makes
sense, yourbusinessalsoneeds

SPECIALISTS CAN WIN
to successfully differentiate each product from its
" Majorplayersare forced ta
competition.Typically,therearethreekeydimensionsto compete on all fronts
s s : : ; g * Spacialists can Jocus on a sliceof

positioning: functionality, relevance and differentiation. When R
offeringsare new (perhaps based onnew technology) andnotwell resources

T \. . Smallar companies can be
understood,thepositioningisaroundwhatthe offering does SeaLd by saing b
(e.g., now you can watch movies in high definition). When opportunities

offerings are commodities, the positioning isaround
differentiationandinextremecases,positioning

aroundtheemotionalexperience(e.g,abeermightclaimtobethecoldest,whichisnot actuallya
uniqueattributeoftheproduct.ltmaythengofurtherbyputtingatemperature gaugeonthecanto

proveit'scold.Yougettheidea).Additionalthoughtsand guidance on product strategy? Read
thisarticle.

Competitive Pricing Strategy

Pricingstrategyhasitsrootsintheveryheartofcompetitive positioning.Ifyourcompany boastsa
betterproductorserviceandalsoleadsinmarketreputation (orbrand)thenyou havethe
opportunitytocommand premiumpricing. However,aninitialquestionbecomes: towhatdegree
aremycustomersprice-sensitive?Inmanycases,especiallyinsmallor middlemarketcompanies,
theuniquevalueyourofferingsbringmayfullyjustifyapremium price. Onthe otherhand, ifyou
lacka competitive presence or

aresubjecttoanegativereputation,noamountofpricing discount
may equalize your handicap. Understanding these basicdynamics
inyourcompetitivemarketplacewillallow youto createamodel

toinformyourpricingstrategy -are you optimizing for volume,
or margin, or for predictability? Yourpricingstrategymayalso |
allow for

opportunistic situations such as capturing first order to prove
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valueforalongertermrelationship. Themaincautionindevelopingacompetitive pricing strategyis

this:don‘tmakeyoursalesorganizationyoursolesourceofinput.Digdeeperand broadertoensure
youhaveabalancedperspective.ExcellentguidancefromourCMOsin these pricing strategy
articles.

Competitive Positioning Strategy

Positioningstrategy,byitsverynature,involvesyourvaluerelativetoyourcompetition. Whatdo
youdoorofferthat'sbetter(ornotascompetitive) asotherswho offersimilar productsand services?
When these differences are identified, supported with proof points, andproperlymerchandisedyour
prospectswillhaveanaccurateandcompellingbasisto compareyourcompanytoothers.However,
thereisalwaysmoretounderstandingyour offerings that defining them inlight of competitive
offers.

Companies can easily make the mistake of -over positioning| their
productsandservices.Astherearethreedimensionsto
establishingvalue propositions -whatitisyouDO,why it's
RELEVANT and how it's DIFFERENT - companies,
marketersandsalesteamscanspendtoomuchattentionon
differentiationbeforeassuringthefirsttwodimensionsare

understood. Your customersare typically most interested in

gettingtheirproblemssolved.Ifit'snotclearhow you‘regoingto dothat,comparing yourselfto
yourcompetition(evensubtly)won‘tmatter.CMOSladeKobranhasthistosay about positioning
and differentiation.

Alternatives to Marketing Consulting Firms

Mid-market CEOs will do well to solicit executive management consultants or top marketing
consulting firms rather than a marketing agency or advertising firm when developing
strategies for marketpositioning. Solid work up front will ensure both effective and efficient go-to-
marketplanningand execution. An alternative to strategic consulting firmsis the use offractional or
part-time executives.Formoreinformationonthisfastgrowingandcost- effectivealternativeto
expensive, full-timeexecutivesseethisarticleon Executives-as-a- Service (Eaas).

Market RepositioningStrategies

Ifaproductisnotsellingaswellasmightbe expected, orifits performancehasdeclined from
previousratesofsuccess,itmaywellbethatthebrandpositioningstrategyneedstobe reconsidered,
in ordereitherto promote the productmore effectively to its targetaudience, or toidentifyanew
customer segmenttowhomitmightbebettersuited.

Getting to the core of market repositioning strategies
Marketrepositioningstrategiesvarydependingonproduct,segmentand marketshare,but all

essentially pivot around three basic questions:
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1. Whatisthe current position of your product?
2. What is the optimum orideal position of your product?
3. Whatis the most effectiveway of gettingthere?

Of course, the third question is the most difficult to answer, and many brand positioning
consultants have come up with different market repositioning strategies for every product they
have worked with, reasoning that the large number of variables at play (company profile,
market share, competitive landscape, to name but a few) means that each problem must be
approached fromaunique standpoint.

What do all market repositioning strategies have in common?

However, by and large, brand positioning consultants will take the same key factors into

considerationwhen planningtheir marketrepositioningstrategies.

Consumers: If a product's sales are flagging, or if the brand positioning consultant believe theyhave
yetto reach their full potential, one ofthe first ports of call will be to identify and assessthe
brand‘srelationshipwithits customers, current and potential, and to ascertainwhetherthe
marketsegmenttowardswhichtheproductisaimedisinfactviableor sustainable. In some cases
marketrepositioning strategies may be geared towards identifyingor carving outanew target
market, and consultants may work in tandem with market research experts.

Competitors:Oneobviousreasonaproductmayfailisthatitisunableto standupto theofferings
of a company‘s competitors. This may not always be because the competitor's product is
intrinsically superior -itmay simply be that the competitor has been more successfulinits
brandpositioning,or simplybetteratidentifyingitstargetmarket.

Laying the foundations of market repositioning strategies

Brand positioning is one of the areas where detailed, accurate and effective market research can makea vital
contribution. A capable marketresearcherwillbeableto discovernotonly theconsumerperceptionofthe
brandtheyareengagedtopromote,butalsooftheproducts, profile and position of major competitors,
helping the business to identify key lacunae in their ownandtheircompetitorsmarketshare,andtofind
areasintowhichtheymightmore profitably expand and promote their own product. The most successful
market repositioning strategieswillenjoyatightand productivesynergybetweenmarketresearchersand
brand positioningconsultants,eachcontributingtheirparticularexpertisetoasingleaim
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