CHAPTER18

LINDELL’S NOTES

CHAPTER OUTLINE

18-1    OVERVIEW
A.
The distinguishing features of advertising are that the sponsor pays for its message, a set format is delivered to the entire audience through mass media, the name of the sponsor is clearly presented, and the sponsor controls the message.

18-2    THE SCOPE AND IMPORTANCE OF ADVERTISING
A.
In 2000, about $500 billion was spent on advertising around the world—one-half in the United States. Table 18-1 shows advertising expenditures by medium for the United States, Japan, and Germany.

1.
The leading media are newspapers and TV.

2.
Direct mail is a key U.S. medium, where Internet advertising has become a growing presence.

18-3    THE CHARACTERISTICS OF ADVERTISING
A.
These are advantages of advertising:

1.
The attraction of a large and geographically-dispersed market.

2.
A passalong rate for print media that supplements circulation.

3.
Low costs per viewer or listener.

4.
The large number of media available.

5.
Sponsor control over message content, graphics, timing, and the audience targeted.

6.
A uniform message delivered to all members of the audience.

7.
Editorial content that often surrounds an advertisement.

8.
The easing of the way for personal selling and self-service retailing.

B.
These are disadvantages of advertising:

1.
Advertising messages are inflexible and not responsive to consumer questions.

2.
It is difficult to satisfy diverse audience needs.

3.
A large portion of viewers or readers may be wasted.

4.
Some types of advertising require high total expenditures.

5.
Messages are usually brief, with limited information.

6.
Feedback is hard to obtain.

7.
Low attention is given to advertising by some people, who may even “zap” commercials on television.

18-4    DEVELOPING AN ADVERTISING PLAN
A.
Figure 18-1 shows the nine steps in the development of an advertising plan.

18-4a    SETTING OBJECTIVES
A.
Objectives can be demand-oriented and/or image-oriented, with the latter being part of a public relations effort.

B.
Table 18-4 outlines several specific goals in each category of objectives. 

18-4b    ASSIGNING RESPONSIBILITY
A.
Responsibility can be assigned to the following:

1.
Internal personnel involved with its marketing functions.

2.
An in-house advertising department.

3. An advertising agency.

a.
It helps develop and execute advertising plans.

b.
It provides support services.

B.
A firm’s decision to use an outside agency depends on its own expertise and resources, and the role of advertising for the firm.

18-4c    ESTABLISHING A BUDGET
A.
A budget delineates expenditures by type of advertising and medium.

B.
Considerations in budgeting include alternative media costs, the number of placements needed, cost increases of media, the status of the economy, channel member tasks, production costs, and budget allocation for domestic versus international ads.

18-4d    DEVELOPING THEMES
A.
Advertising themes are the overall appeals for a campaign.

B.
There are three basic themes:

1.
A good or service appeal centers on the item and its attributes.

2.
A consumer appeal describes a product in terms of consumer benefits rather than its features.

3.
An institutional appeal deals with a firm’s image.

4.
Table 18-5 presents a full range of advertising themes from which a firm may select.

5.
Figures 18-2 and 18-3 show thematic ads from AIWA and Jaguar.

18-4e    SELECTING MEDIA
A.
There are many media available, as noted in Table 18-6.

B.
Media are selected on the basis of these criteria:

1. Advertising media costs—outlays for media time and space.

a.
Total costs are computed first.

b.
Per-reader or viewer costs are computed second.

2. Reach—the number of viewers, readers, or listeners in an audience.

a.
For TV and radio, reach is the total number of people who are exposed to an ad.

b.
For print media, reach has two components: circulation (the number of copies sold or distributed) and passalong rate (the number of times each copy is read by another reader).

3.
Waste—the part of an audience not in a firm’s target market. See Figure 18-4.

a.
Narrowcasting, which presents messages to limited and well-defined audiences, can reduce audience waste.

4.
Message permanence—the number of exposures one ad generates and how long it remains available to the audience.

5.
Persuasive impact—the ability of a medium to stimulate consumers.

6.
Frequency—how often a medium can be used.

7.
Clutter—the number of ads found in a single program, issue, etc. of a medium.

8.
Lead time—the period required by a medium for placing an ad.

C. In recent years, there have been many media innovations, such as online computer services, regional editions, special one-sponsor issues, specialized Yellow Pages, TV ads in supermarkets, infomercials, etc.

D. As of 2004, the typical U.S. consumer will have access to 44 local radio stations, 200 TV channels, 2,400 Internet radio stations, 18,000 magazine titles, and 20 million Internet sites.

18-4f    CREATING ADVERTISEMENTS
A.
Four fundamental decisions are involved in creating advertisements.

1.
Determining message content and devising an ad. Each ad needs a headline or opening to create interest and copy that presents the message. Other content decisions involve the use of color and illustrations, ad size or length, the source, the use of symbolism, and adaptations needed for foreign markets. See Figures 18-5 and 18-6.

2.
Outlining a promotion schedule.

3.
Specifying the location of an ad in a broadcast program or print medium.

4.
Choosing how many variations of a basic message to use.

18-4g    TIMING ADVERTISEMENTS
A.
These are the two major decisions:

1.
How often a particular ad is shown.

2.
When to advertise during the year.

a. Distributed advertising maintains brand recognition and increases sales in nonpeak periods.

b. Massed advertising is concentrated during peak periods, generates short-run consumer enthusiasm, and ignores sales in nonpeak periods.

B.
Other considerations involve new-product advertising, when to stop advertising, how to coordinate advertising and other promotional tools, when to change themes, and how to use the hierarchy-of-effects process.

18-4h    CONSIDERING COOPERATIVE EFFORTS
A.
With cooperative advertising, two or more firms share some advertising costs.

1.
A vertical cooperative ad is an advertising agreement between firms at different levels of the distribution channel.

2.
A horizontal cooperative ad is an advertising agreement among independent firms at the same stage.

3.
Good agreements clearly state each party’s costs, functions, and responsibilities; the ads covered; and the basis for termination.

B.
Annually, $15 to $20 billion in vertical-cooperative advertising support is offered by manufacturers in the United States. Distribution intermediaries use only two-thirds of this.

1.
Resellers believe that manufacturers have been inflexible, their costs have been high, there have been too many restrictions, and the manufacturer’s name has been emphasized.

2.
In response, manufacturers are becoming more flexible, paying more, easing restrictions, and featuring reseller names more prominently.

18-4i    EVALUATING SUCCESS OR FAILURE
A.
Advertising success or failure depends on how well the company achieves promotion objectives, which may range from creating awareness to expanding sales.

B

18-5    THE SCOPE AND IMPORTANCE OF PUBLIC RELATIONS
A.
Every company would like to establish and maintain the best possible relations with its various publics and to receive favorable publicity.

18-6    THE CHARACTERISTICS OF PUBLIC RELATIONS
A.
These are advantages of public relations:

1.
Because it is image-oriented, good feelings toward a firm can be fostered on the part of external publics.

2.
When publicity is involved, there are no costs for message time or space.

3.
It reaches a mass audience.

4.
There is high credibility about messages.

5.
People are more likely to pay attention to publicity than ads.

B.
These are disadvantages of public relations:

1.
Some companies question the value of image-oriented communications.

2.
There is little control over messages and their timing, placement, and coverage by the media.

3.
It is difficult to plan publicity in advance.

C.
Publicity must complement, not substitute, advertising.

D.
To improve their control over publicity, firms are enacting plans to manage their efforts in this area. At many companies, the following is found:

1.
Public relations personnel have regular access to senior executives.

2.
The publicity value of annual reports is recognized.

3.
Company communications are professionally prepared and given to the media on a continuous basis.

4.
Contacts between internal personnel and media personnel are encouraged.

5.
Public-service events are planned to obtain maximum media coverage.

6.
A portion of the promotion budget is allocated to publicity-generating activities.

7.
There is a better understanding of what stories the media may cover, and how to present appropriate stories to the media.

18-7    DEVELOPING A PUBLIC RELATIONS PLAN
A.
Developing a public relations plan is much like developing an advertising plan. Figure 
18-10 shows the seven steps in the development of a publicity plan.

18-7a    SETTING OBJECTIVES
A.
The goals of public relations are image-oriented (firm and/or industry). The choice of goals guides the entire public relations plan.

B.
These are some goals that could be set:

1.
To gain placement with a variety of media.

2.
To have favorable media reports.

3.
To have the company’s position presented during controversies.

4.
To coordinate publicity with advertising.

5.
To get more media coverage than competitors.

6.
To sustain favorable publicity.

7.
To reach out to community groups.

8.
To have publics view the firm and its industry in a favorable light.

C.
Public relations involves both performance and recognition.

18-7b    ASSIGNING RESPONSIBILITY
A.
Responsibility can be assigned to the following:

1.
In-house marketing personnel, an in-house public relations department, or an in-house publicity department.

2.
An outside advertising agency.

3.
A specialized public relations firm.

B.
Many large firms, such as Procter & Gamble, rely on an in-house publicity department, as well as outside public relations agencies. Smaller firms can rely on the services of specialists.

18-7c    OUTLINING TYPES OF PUBLIC RELATIONS TO BE USED
A.
There are several general publicity types available:

1.
News publicity deals with events of global, national, regional, or local interest. Planned news releases are distributed on a regular basis.

2.
Business feature articles are about the company.

3.
Service feature articles are light stories.

4.
Finance releases are aimed at business sections.

5.
Product releases deal with new products and product improvements.

6.
Pictorial releases are illustrations or pictures supplied to the media.

7.
Video news releases are videotaped segments supplied to the media.

8.
Background editorial material is extra information provided to media writers and editors.

9.
Emergency publicity consists of special spontaneous news releases keyed to unexpected events.

18-7d    SELECTING THE MEDIA FOR PUBLIC RELATIONS EFFORTS TO APPEAR
A.
Media are selected from among newspapers, television, magazines, radio, business publications, and the Internet.

B.
Publicity is usually aimed at media that appear daily or weekly.

C.
Newspapers and business publications are ranked highest.

1.
Preferred newspapers are the Wall Street Journal, New York Times, and USA Today.

2.
Preferred business publications are Business Week, Fortune, and Forbes.

3.
Preferred general news magazines are Time, Newsweek, and U.S. News & World Report.

18-7e    CREATING MESSAGES
A.
Message content, message variations, and a product schedule are established.

B.
Messages can be sent in one or a combination of these forms:

1.
News conferences.

2.
Media releases.

3.
Phone calls or personal contacts.

4.
Media kits.

5.
Special events.

6.
Videos.

C.
The following points should be kept in mind when creating publicity messages:

 1.
Messages should be newsworthy.

 2.
Reporter deadlines should be respected.

 3.
Appropriate company representatives should be accessible to reporters.

 4.
“Mind-fogging” jargon should be avoided.

 5.
The phrase “no comment” should not be used.

 6.
Attribution rules should be set in advance.

 7.
A reporter should not be asked to kill a story.

 8.
Releases should be both easy to read, view, or hear and to use.

 9.
There should be no hesitancy to volunteer a “bad” story.

10.
Attention should be paid to the needs of each type of medium.

18-7f    TIMING MESSAGES
A.
Public relations should precede the introduction of new products and create excitement.

B.
There is ongoing publicity and emergency publicity.

C.
A company may have difficulty anticipating both unexpected and planned publicity because the media control timing.

18-7g    EVALUATING SUCCESS OR FAILURE
A.
There are several ways to rate a public relations campaign:

1.
Conducting simple surveys to see how communications are received and their impact on a firm’s image.

2.
Counting the number of stories, analyzing coverage length and placement, reviewing desired with actual timing, evaluating audience reactions, and/or computing costs of comparable advertising.

3.
Tracking the quality, as well as the quantity of media coverage.

