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Advertising,
Public Relations,
and Sales Promotion



https://www.youtube.com/watch?v=4KINeiY4Rf4



https://www.youtube.com/watch?v=4KlNeiY4Rf4

https://www.youtube.com/watch?v=4KINeiY4Rf4

“"The video, posted to YouTube on Thursday, is closing in on 7M
million views. Perhaps more shockingly, the eBay bidding,
which started at $499, has ballooned to $150,000 after 114
bid”


https://www.youtube.com/watch?v=4KlNeiY4Rf4

USCMarshall Advertising

School of Business

Advertising

— Carried by some media channel
« TV, Web, mail, etc.
— Source must be know
— Persuasive: Get consumers to take some action



USC Marshall Steps in Planning and
oo Bunes Executing an Ad Campaign

Step1 Step 2 Step 3 Step g Steps Step 6 Step 7

Identify Set Determine Conv Evaluate
target advertising the advertising Y and select
audience objectives budget media
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Create

advertisements Assess impact

the message




USCMarshall Step 1: Identify Target Audience

School of Business

Three steps:
1. Conduct research
2. Set the tone
3. Select the media
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USC Marshall Step 2: Set Advertising

School of Business O b J e Ct | Ves
All advertising campaigns aim to achieve certain
objectives!
INFORM

Create and build awareness at the early stage of
the product life cycle (new products)

— Build brand image, sales

— Example: GM Ad


https://www.youtube.com/watch?feature=player_embedded&v=txrALFNRuBg

USCMarshall Step 2: Set Advertising

b S O b J e Ct | ves
All advertising campaigns aim to achieve certain
objectives!

PERSUADE consumers to take actions

SMOKING. PLEASURE FOR YOU.
POISON FOR YOUR FAMILY.

QUIT SMOKING. NOW.




USC Marshall Step 2: Set Advertising

S O b J e Ct | ves
All advertising campaigns aim to achieve certain
objectives!

oy | WELESS Used to keep the public
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- .| interested in, and aware of, a
| well-established product




USCMarchall Step 2: Set Advertising
Objectives

All advertising campaigns aim to achieve certain
objectives!

FOCUS

— Product-focused: inform, persuade, remind of a
product

— Institutional-focused: inform, persuade, remind about
issues related to places, politics, industry, etc.

MAXIMUM TASTE, NO SUGAR
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USCMarshal] St€p 3: Determining Advertising
School of Business B u d g et

« Considerations

— Role that advertising plays in its attempt to
meet the overall promotional objectives

— Expenditures vary over the course of the
Product Life Cycle

— Nature of the market and product influence
the size of the budget

« Super Bowl ads

— https://www.si.com/nfl/2017/01/26/super-
bowl-commercial-cost-2017
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https://www.si.com/nfl/2017/01/26/super-bowl-commercial-cost-2017

USCMarshall  Step 4: Convey the Message

School of Business

« Should communicate key benefits of
product or service

« Unique selling propositions
— Red Bull...Gives You Wings

— Nike...Just Do It

— State Farm Insurance...Like a good neighbor,
State Farm is there

« They all uniquely identify a brand!
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USCMarshall  Step 4: Convey the Message

School of Business

Guerrilla marketing is an advertisement strategy concept designed for
businesses to promote their products or services in an unconventional way with
little budget to spend.

M
o

More at: http://www.creativequerrillamarketing.com/qguerrilla-

marketing/122-must-see-querilla-marketing-examples/ 13



http://www.creativeguerrillamarketing.com/guerrilla-marketing/122-must-see-guerilla-marketing-examples/

USCMarshall  Step 5: Evaluate/Select Media

School of Business

* Media planning
— Combination of media used (media mix) and
frequency of Ads

« Mass media (large audience) vs niche
media (more targeted)
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USCMarshall Ste

School of Business

AdVJ

p 5: Evaluate/Select Media

Television Wide reach; incorporates | High cost; several channel and program
sound and video. options; may increase awareness of
competitors’ products.

Radio Relatively inexpensive; No video, which limits presentation;
can be selectively consumers give less focused attention
targeted; wide reach than TV. Exposure periods are short.

Magazines Very targeted; Relatively inflexible; takes some time
subscribers pass along for the magazine to be available.
to others.

Newspapers Flexible; timely; able to | Can be expensive in some markets;

localize.

advertisements have short life span.

Internet/mobile

Can be linked to detailed
content; highly flexible
and interactive; allows
for specific targeting.

Cheap!; the ad may be blocked by
software on the computer.

Outdoor/billboard

Relatively inexpensive;
offers opportunities for
repeat exposure.

Is not easily targeted; has placement
problems in some markets; exposure
time is very short.
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USCMarshall  Socjal Media Marketing: Twitter

School of Business

« Twitter sells Ads in three formats
1. Promoted tweets
2. Promoted accounts
3. Promoted trends
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USCMarshall  Socjal Media Marketing: Twitter

School of Business

 Twitter sells Ads in three formats

1. Promoted tweets

* Ordinary Tweets purchased by advertisers who want
to reach a wider group of users or to spark
engagement from their existing followers

* Clearly labeled as Promoted when an advertiser is
paying for their placement on Twitter

* Promoted Tweets act just like regular Tweets and
can be retweeted, replied to, liked, and more

17



USCMarshall  Socjal Media Marketing: Twitter

School of Business

 Twitter sells Ads in three formats

1. Promoted tweets

* Ordinary Tweets purchased by advertisers who want
to reach a wider group of users or to spark
engagement from their existing followers

* Clearly labeled as Promoted when an advertiser is
paying for their placement on Twitter

* Promoted Tweets act just like regular Tweets and
can be retweeted, replied to, liked, and more

British Airways @British_Airways

S Our ad shows our plane in London. But it can go all
- over the UK. Enter FY14BJ & see where we are now
taxi.ba.com #HomeAdvantage

Promoted by British Airways

Expand +#= Reply 13 Retweet <4+ Favorite

18



USCMarshall  Socjal Media Marketing: Twitter

School of Business

 Twitter sells Ads in three formats

2. Promoted accounts

« Suggest accounts that people don’t currently follow
and may find interesting. Promoted Accounts help
introduce an even wider variety of accounts people
may enjoy

Who to follow

Suggestions for you - refresh

& Xbox & - Follow
Xbox

Promoted

%W drance - Follow
By Matt Drance
mgale - Follow
i Michelle Gale
), tomhanks - Follow
Tom Hanks

View all suggestions
Browse interests - Find friends
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USCMarshall  Socjal Media Marketing: Twitter

School of Business

 Twitter sells Ads in three formats

3. Promoted trends

« With Promoted Trends, users see time-, context-,
and event-sensitive trends promoted by Twitter’s
advertising partners.

Trends - Change
#2012Porsche9d1

LastTimelCheckead
7 f Af:_vl f_.l.u

s
1= [ In—'..“l o

Big East
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USCMarshall  Social Media Marketing: Twitter

School of Business

Celebrity endorsement: Have a major name tweet

about your product
« Cost between $25 and $75 per thousand followers. So,

getting a mention from someone with 100,000 followers
could run between $2,500 and $7,500

The Influencer You Use May Be Ripping You Off

Many influencers hold their hands out to marketers for ad money on the strength of fake traffic.

{
u BY ERIK SHERMAN Contributor, Inc.com
ooERcnn o oo

R ;
3 .8 <
. i
. '
[}
4

W @ErikSherman

AflacView
A Purpose-Driven Woi

TODAY'S MUST READS

THE HARTFORDVIEW

5 Tips for Powerful PR in

CREDIT: Getty Images Why Combat Veterans Th

More info available at: http://www.inc.com/erik-sherman/the-influencer-you-use-may-be-
ripping-you-off.html?cid=sf01001&sr_share=twitter 21



USCMarshall  Social Media Marketing: Twitter

School of Business

AR S Lena Katz took a picture of a
potato, created accounts on
Instagram and Twitter and, within
a couple of weeks, had 10,000
followers. It got plenty of likes
and even comments on posts --
because Katz was able to write
those comments and have them
appear from fake followers

View Insights
@

® 454 likes

potato10k Feeling baked and crazy. #potato
#instafood #onedirection

pvrequeen Super cool &

thalitahrocha U look good &
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USCMarshall

School of Business

Step 6: Create the Ad

-

~

-

~

Creativity plays a
major role in the
execution stage

Creativity should
not overshadow
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Execution style
determines the

medium
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the message
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The execution
style must match
the medium and

objectives
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USCMarshall Step 7: Assess Impact

School of Business

Pre-test, tracking, and post-test

— Pre-test - test the ad message before it is
sent to a specific media

— Tracking key indicators while the ad is
running, e.qg., sales

— Post-test > test the impact of an ad message
after it is published in any of the media
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USCMarshall Step 7: Assess Impact

School of Business

Experimental and Survey

— Experimental

« Experimental test may be laboratory (controlled
environment) or field test (original setting)

— Survey test involves learning consumers’
views through a survey method
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USCMarshall Step 7: Assess Impact

School of Business

Sales Effect Test

— Historical test

« Correlate past sales to past advertising
expenditures

— Experimental Test
« Control (no ad) vs Treated (ad)

26



USCMarshall Reca D

School of Business

« Ads steps.:

— (1) identify their target market, (2) set advertising
objectives, (3) set the advertising budget, (4) depict
their product or service, (5) evaluate and select the
media, (6) create the ad, and (7) assess the impact of

the ad.

« Types of Ads
— Informative advertising
— Persuasive advertising
— Reminder advertising

« The effectiveness of an advertising campaign
must be assessed before, during, and after

27



USCMarshall

School of Business

Sales Promotions

28



USCMarshall  Sgles Promotions: Target Case

School of Business

— New parents are a retailer’s holy grail
« Why?
— Executives to “predictive analytics” team:

« “If we wanted to figure out if a customer is
pregnant, even if she didn’t want us to know, can
you do that? ”

— Note: Target has collected (and continues to
collect) vast amounts of data on every person

who regularly walks into one of its stores.
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USCMarshall  Sgles Promotions: Target Case

School of Business

Andrew Pole was hired by Target to use the same kinds of insights into
consumers’ habits to expand Target’s sales. His assignment was to analyze
all the cue-routine-reward loops among shoppers and help the company
figure out how to exploit them. Much of his department’s work was
straightforward: find the customers who have children and send them
catalogs that feature toys before Christmas. Look for shoppers who
habitually purchase swimsuits in April and send them coupons for
sunscreen in July and diet books in December. But Pole’s most important
assignment was to identify those unique moments in consumers’ lives when
their shopping habits become particularly flexible and the right
advertisement or coupon would cause them to begin spending in new ways.

30



USCMarshall  Sgles Promotions: Target Case

School of Business

As Pole’s computers crawled through the data, he was able to identify about
25 products that, when analyzed together, allowed him to assign each
shopper a “pregnancy prediction” score. More important, he could also
estimate her due date to within a small window, so Target could send
coupons timed to very specific stages of her pregnancy.

Pole applied his program to every regular female shopper in Target’s

national database and soon had a list of tens of thousands of women who

were most likely pregnant. If they could entice those women or their
husbands to visit Target and buy baby-related products, the company’s cue-
routine-reward calculators could kick in and start pushing them to buy
groceries, bathing suits, toys and clothing, as well. When Pole shared his list

with the marketers, he said, they were ecstatic. Soon, Pole was getting
invited to meetings above his paygrade. Eventually his paygrade went up.




USCMarshall  Sgles Promotions: Tar

School of Business

get Case

“My daughter got this in the mail!” he said. “She’s still in high school, and
you're sending her coupons for baby clothes and cribs? Are you trying to

encourage her to get pregnant?”

The manager didn’t have any idea what the man was talking about.

He

looked at the mailer. Sure enough, it was addressed to the man’s daughter

and contained advertisements for maternity clothing, nursery furniture and

pictures of smiling infants. The manager apologized and then called a few

days later to apologize again.

On the phone, though, the father was somewhat abashed. “I had a talk with
my daughter,” he said. “It turns out there’s been some activities in my house

I haven’t been completely aware of. She’s due in August. I owe you an

apology.”

http://www.nytimes.com/2012/02/19/magazine/shopping-habits.html? r=0
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http://www.nytimes.com/2012/02/19/magazine/shopping-habits.html?_r=0

USCMarshall Take Away

School of Business

- Personal data (or any customer data for that
matter) are very important for marketers
— Can reveal anything about the customer!

« Can be used for targeted advertising

« But it is challenging not be to intrusive/invade
someone privacy
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