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We cannot NOT communicate

Applied to marketing, the statement will be: ‘Everything a brand 
does, and sometimes what it doesn’t do, can send a message’
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1. COMMUNICATION CONCEPT & PROCESS

It requires: a SENDER, a MESSAGE, MEDIA (CHANNEL), a RECEIVER 

Definition: A purposeful activity of exchanging information and 
meaning across space and time using various technical or natural 
means, whichever is available or preferred.
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1. COMMUNICATION CONCEPT & PROCESS

1. SENDER: The party (brand, company, organisation, etc.) sending the 
message to another party.

2. ENCODING: The process of putting thought into symbolic form 
(words, sentence structures, symbols, and nonverbal elements).

3. MESSAGE: The set of symbols that the sender transmits. *media: the 
communication channel (TV, radio, internet, etc.).

4. DECODING: The receiver translates (assigns meaning) the encoded 
words or symbols.
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1. COMMUNICATION CONCEPT & PROCESS

5. RECEIVER: The party receiving the message.

6. RESPONSE: The reactions of the receiver (improved attitude, 
awareness, more purchasing of the brand).

7. FEEDBACK: Receiver responses are communicated back to the 
sender.

And what about NOISE? 
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1. COMMUNICATION CONCEPT & PROCESS

Examples of COMMUNICATION NOISE
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1.1. COMMUNICATION & CULTURE

Culture has a 
powerful effect on 
communication!
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1.1. COMMUNICATION & CULTURE

Japanese
Chinese

Arab
Greek

Mexican
Spanish
Italian
French

French Canadian
English

English Canadian
American

Scandinavian
German

German-Swiss

The concept of culture 
context is based on the work 
of the anthropologist Edward 
T. Hall

• All peoples interpret and create messages 
on the basis of shared information

• This information includes values in the 
culture, which link members of the 
cultural group and influence how they refer 
to their contexts

• Different cultural groups respond to their 
contexts differently
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1.1. COMMUNICATION & CULTURE

HIGH CONTEXT CULTURES 
 Relational, collectivist, and intuitive
 Meaning is assigned to many of the stimuli

surrounding an explicit message (words are less
important than tone of voice, facial gestures, posture).

 Verbal messages have little 
meaning without the surrounding 
context, which includes the overall 
relationship between all the people 
engaged in communication.

 They are characterized by 
extensive information networks 
among family, friends, and even 
clients. 
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1.1. COMMUNICATION & CULTURE

 Individualistic & action-oriented

 Message is carried by words rather than by 

nonverbal means.

 Verbal message is direct and concise; one spells 

things out exactly. 

 Communication is seen as a way of exchanging 

information, ideas, and opinions. 

 The focus is on rational solutions, not personal ones. 

LOW CONTEXT CULTURES 
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What is the role of 
communication in the 

marketing strategy?

1.2. COMMUNICATION & MARKETING
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1.2. COMMUNICATION & MARKETING

 The AMA (American Marketing Association) defines 
marketing as:

‘The activity, set of institutions, and processes for creating, 
communicating, delivering, and exchanging offerings that 
have value for customers, clients, partners, and society at 
large’.

* Marketing 
Communication = 

MarCom
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1.2. COMMUNICATION & MARKETING

Approaches to the marketing communication 
strategy

(1) Functional approach (the traditional one):
- Marketing communications is the ‘promotion’ part of 

the ‘marketing mix’ or the ‘four Ps’, serving the more 

‘powerful’ Ps: product and place

- Communication aims to persuade. 

- Persuasion tends to be one-way.

- Identified with the transactional marketing approach-

inform, persuade, and remind.



15

Daniela Buzova | Department of Marketing | Marketing Communication

1.2. COMMUNICATION & MARKETING

Approaches to the marketing communication strategy

(2) Relational approach:  
- A wider concept that goes beyond persuasion and aims to 

build dialogue and stable relationships with customers 

and stakeholders.

- Three main objectives: inform, listen, and respond. 

- The product communicates, the price communicates, the 

distribution communicates.

- Feedback & interactions are important
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2. MARKETING COMMUNICATION TOOLS

Advertising
Any paid form of nonpersonal 
presentation and promotion of ideas, 
goods, or services by an identified sponsor.
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2. MARKETING COMMUNICATION TOOLS

Sales 
promotion

Short-term incentives to encourage the 
purchase of a product or service
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2. MARKETING COMMUNICATION TOOLS

Direct 
Marketing

A personal and direct way to 
communicate with customers and potential 
clients.
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2. MARKETING COMMUNICATION TOOLS

Public 
relations (PR)

Building good relations with the company's 
various publics by obtaining favourable
publicity*, building a good corporate image, 
and handling rumours, stories, and events. 

(Impersonal mass 
communications 
in the media, 
which are not 
paid for by a 
company and the 
content is written 
by journalists)
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2. MARKETING COMMUNICATION TOOLS

Personal 
selling

Personal customer interactions by the firm’s 
sales force for the purpose of engaging 
customers, making sales, and building 
customer relationships.
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2. MARKETING COMMUNICATION TOOLS

Sponsorship
Involves an exchange between a sponsor (e.g., 
a brand) and a sponsee (e.g., sports event), 
whereby the latter receives a fee and the 
former obtains the right to associate itself with 
the sponsored activity.
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2. MARKETING COMMUNICATION 
TOOLS. ALTERNATIVES

Product 
placement

The planned insertion of a brand or 
product into a movie, TV show, or 
programme in some other medium with 
the purpose of influencing viewers.
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2. MARKETING COMMUNICATION 
TOOLS. ALTERNATIVES

Branded 
entertainment

The integration of entertainment and 
advertising by embedding brands into 
the storyline of a movie, TV show, or other 
medium.
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2. MARKETING COMMUNICATION 
TOOLS. ALTERNATIVES

Guerrilla 
Marketing

A combination of advertising, public 
relations, and surprises to reach customers. 
It relies on creativity and the willingness to 
try unusual approaches. It aims to create 
excitement that will be spread and shared 
with others.
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3. INTEGRATED MARKETING COMMUNICATION

WHY
integrated marketing 

communications (IMC)?
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3. INTEGRATED MARKETING COMMUNICATION

3.4. IMC Barriers

3.3. IMC Evolution

3.2. IMC Antecedents

3.1. IMC Definition
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3.1. IMC DEFINITION

Integrated marketing communications (IMC): 

Carefully integrating and coordinating the company’s many 
communications channels to deliver a clear, consistent, and 
compelling message about the organisation and its products.
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3.1. IMC DEFINITION

• ‘IMC is a strategic business process 
used to plan, develop, execute, and 
evaluate coordinated measurable, 
persuasive brand communication 
programmes over time with 
consumers, customers, prospects, 
and other targeted, relevant 
external and internal audiences’
(Schultz & Schultz, 1998, p. 18).

• American Marketing Association (AMA):

A planning process designed to ensure that all brand contacts
received by a customer or prospect for a product, service, or
organisation are relevant to that person and consistent over
time.
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3.1. IMC DEFINITION
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IMC

Consumers 
are changing

Marketing 
strategies are 

changing

ICT advances

3.2. IMC antecedents: Why is it needed?
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3.2. IMC ANTECEDENTS

 Consumers are changing

• Better informed

• More empowered (user-generated 

content): blogs, forums, YouTube, 

Twitter, etc.

• More than mere receivers

• More sophisticated
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3.2. IMC ANTECEDENTS

 Marketing strategies are changing

• Shifting away from mass marketing – increase 

in micro-marketing

• Relationship marketing

• Customer engagement

• Low levels of brand differentiation

• Greater competitiveness (Amazon, eBay, AliExpress)
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3.2. IMC ANTECEDENTS

 ICT advances

• New information and communication tools

• Media & audience fragmentation



The IMC concept is in continuous progress that has evolved 
from a ‘one voice’ approach, based on coordination and 
consistency, to a more strategic and consumer-centered
approach.

It appears to be the natural evolution of traditional mass-
media advertising, which has been changed, adjusted, and 
refined as a result of the adoption of new technologies.
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3.3. IMC EVOLUTION
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3.3. IMC EVOLUTION

Classic communications

Aimed at acquisition

Mass communications

Monologue

Persuasive

Effect through 
repetition

Hard sell

Integrated 
communications

Aimed at retention, 
relationship management

Selective 
communications

Dialogue

Provide information

Effect through relevance

Soft sell
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3.4. IMC barriers

No 
IMC

Turf wars and 
ego problems

Functional 
specialisation

Existing 
structures

Lack of internal 
communication

• Single discipline 
agencies

• Protect territories
• Control budgets

• Marketing is seen as 
‘selling’ by the other 
departments

• You cannot be integrated 
externally if you are not 
integrated internally.
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4. The IMC Plan
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2.1. Definition and types of advertising
2.2. Setting objectives

2.3. Message sources and endorsers
2.4. Appeals & executional frameworks

2.5. Creativity
2.6. Advertising effectiveness
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Topic 2:
ADVERTISING

References: Clow and Baack (2018), chaps 5, 6 & 7; De Pelsmacker, Geuens
and Van den Bergh (2017), chaps. 7 & 9
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2.1. DEFINITION AND TYPES OF 
ADVERTISING

ADVERTISING:
Any paid nonpersonal communication through various
media by business firms, non-profit organisations, and
individuals who are in some way identified in the
advertising message and who hope to INFORM,
PERSUADE, or REMIND a particular audience.
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2.1. DEFINITION AND TYPES OF ADVERTISING

What can be advertised?

ServiceTangible product Event
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2.1. DEFINITION AND TYPES OF ADVERTISING

ExperienceIdea

What can be advertised?
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TYPES OF ADVERTISING:

2.1. DEFINITION AND TYPES OF ADVERTISING
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: SENDER

- MANUFACTURER (Product advertising) – initiated 
by a manufacturing company that promotes its own 
brands
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: SENDER

- COLLECTIVE – a government takes the initiative for a 
campaign
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: SENDER

- RETAILER – retailer promotes its brand



10

Daniela Buzova | Department of Marketing | Marketing Communication

2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: SENDER

- CO-OPERATIVE – two manufacturers or a
manufacturer & a retailer jointly develop an
advertising campaign
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: SENDER

- IDEA ADVERTISING – mostly promoted by not-for-
profit organisations
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: RECEIVER

- CONSUMER
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: RECEIVER

- B2B – the company may buy the 
products to use in its own 
production process (INDUSTRIAL 
ADVERTISING) or to resell them 
(TRADE ADVERTISING)
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MESSAGE

- INFORMATIONAL - provides consumers with factual 
(i.e., presumably verifiable), relevant brand data in a 
clear way, such that they have greater confidence in 
their ability to assess the merits of buying the brand 
after seeing the advertisement.
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MESSAGE

- TRANSFORMATIONAL - the experience of using 
(consuming) the advertised brand is associated with a 
unique set of psychological characteristics. 
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MESSAGE

- INSTITUTIONAL- government campaigns
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MESSAGE

- SELECTIVE vs. GENERIC – promotion of a specific 
brand vs. promotion of a whole product category
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MESSAGE

- THEME vs. ACTION – creation of goodwill for a brand 
vs. stimulation of immediate purchase
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2.1. DEFINITION AND TYPES OF ADVERTISING

TYPES OF ADVERTISING: MEDIA

- Audiovisual
- Printed
- Point-of-purchase
- Direct
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2.2. SETTING ADVERTISING 
OBJECTIVES
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• Useful in both setting 
objectives and 
evaluating advertising 
effectiveness

• The six facets come 
together to make up a 
unique customer 
response to an 
advertising message.

THE FACETS MODEL OF EFFECTS

2.2. SETTING OBJECTIVES
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2.3. MESSAGE SOURCES & 
ENDORSERS
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2.3. MESSAGE SOURCES & ENDORSERS

• Selecting the message source:

Source

Celebrities

CEOs

Experts

Typical persons
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• Selecting the message source:

Trustworthiness Expertise
Expert 
Endorsers

Celebrity
Endorsers

2.3. MESSAGE SOURCES & ENDORSERS
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• EXPERT ENDORSEMENTS do not seem to be 

perceived as irritating 

Experts evoke more positive affective responses

2.3. MESSAGE SOURCES & ENDORSERS
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• CELEBRITY ENDORSERS

Companies use them when the person’s stamp of 
approval enhances the product’s brand equity

The objective is to transfer the existing bond between 
the celebrity and the audience to the product.

2.3. MESSAGE SOURCES & ENDORSERS

https://youtu.be/Ywde0amzZww

https://youtu.be/Ywde0amzZww
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2.4. APPEALS
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2.4. APPEALS

The APPEAL is the approach used to attract the attention of 

consumers and to influence their feelings toward the product, 

service, brand, organisation, or idea.

Emotional vs Rational

• It can be viewed as ‘something that moves people, speaks to their 

wants or needs, and excites their interest’
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RATIONAL appeals

• They contain one or several information cues (rational 
arguments) that can serve as evaluative criteria for the 
product’s attributes and benefits. 

• They require cognitive processing

2.4. APPEALS
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EMOTIONAL appeals

- Strong non-verbal elements are used: images 
and emotional stimuli.

- They try to evoke emotions in consumers rather 
than make them think.

2.4. APPEALS
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EMOTIONAL appeals
- HUMOUR attracts attention

- In general, it’s more appropriate for low than for high-
involvement products (banking, insurance) and for existing 
brands

2.4. APPEALS
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EMOTIONAL appeal: Eroticism

If one of the following elements is present:  partial or 
complete nudity, physical contact between adults, sexy or 
provocatively dressed people, provocative or deductive facial 
expression, and suggestive words or music.

2.4. APPEALS
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EMOTIONAL appeals
- AFFECTION: Advertising including elements evoking 

mild positive feelings such as love, friendship, etc.

2.4. APPEALS

https://www.youtube.com/watch?v=Icx7hBWeULM
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EMOTIONAL appeals

- FEAR (threat-based advertising): refers the consumers to a 
certain type of risk (threat) that they might be exposed to 
and which can be reduced by buying the advertised 
product. 

2.4. APPEALS

 Physical risk

 Social risk 

 Time

 Product performance

 Financial risk
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2.4. APPEALS & EXECUTIONAL 
FRAMEWORKS
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EXECUTIONAL FRAMEWORKS (also called creative execution styles)

Definition: The way a particular 
appeal is turned into an 
advertising message presented
to the consumer

- The appeal represents the 
manner in which a message is 
conveyed (e.g. through a 
serious tone, laughter, or 
sexual cues).

- The executional framework is 
comparable to the plot or 
story of the movie in which 
the action takes place.

2.4. APPEALS & EXECUTIONAL FRAMEWORKS

Talking head
Demonstration

Problem solution
Testimonial
Slice-of-life

Dramatisation
Comparative advertising

Teaser
Animation

Fantasy
Music
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EXECUTIONAL FRAMEWORKS (also called creative executions)

- Talking head (close-up head and shoulders): the
character tells a story in their own words; monologue, 
dialogue or an interview.

2.4. APPEALS

https://youtu.be/uG_ml69mdlA
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EXECUTIONAL FRAMEWORKS (also called creative executions)

- Testimonial: ordinary people saying how good a product is 
based on their own experience

2.4. APPEALS

https://youtu.be/nQ3X53mrsYY
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EXECUTIONAL FRAMEWORKS (also called creative executions)

- Slice-of-life: this kind of ads feature the product in a real-
life setting; the target should be able to relate to it 

2.4. APPEALS
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EXECUTIONAL FRAMEWORKS (also called creative executions)

- Animation

2.4. APPEALS

https://youtu.be/BOnrzULj-BE
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Comparative ads: two or more products are compared to show 
the superiority of the advertiser’s brand.

2.4. APPEALS

EXECUTIONAL FRAMEWORKS (also called creative executions)
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2.5. CREATIVITY
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2.5. CREATIVITY

The creative strategy brings together the art and science of 
advertising.

Creative
• Original, 
different, 

novel, 
unexpected

Strategic
• Right for the 

product and 
target needs; 

meets 
advertising 
objectives
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• The creative brief (or copy platform) spells out the creative 
strategy and the key execution details 

• It summarises the basic marketing and advertising strategy.
• It provides the direction to develop a creative concept.

2.5. CREATIVITY

• It is an informal pact 
between client and 
agency on what the 
campaign is 
intended to 
accomplish.
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2.5. CREATIVITY

The creative idea/concept             the BIG IDEA 

• It is a creative solution that sets the product apart from the 
competition while at the same time solving the advertising 
problem. 

• Even a generic product feature can work! The key is to shape it 
into an unusual, different, or interesting benefit that will catch 
the target’s attention. 
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2.6. ADVERTISING EFFECTIVENESS
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Types and stages of evaluation

2.6. ADVERTISING EFFECTIVENESS

Pre-testing

Developmental 
research

Monitoring

Concurrent 
research

Measurement

Post-test
research

Diagnostic research
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2.6. ADVERTISING EFFECTIVENESS

Testing predicts results: sample ads are tested before they run.

Objectives of  
ad testing

• Developmental research
Pretesting to see if an idea/message 
will work, or another is better 
(concept testing).

• Optimise exposure frequency

• Assess communications effects

• Selection of appropriate stimuli

• Testing a finished ad
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Monitoring tracks performance. Does anything need to be 
changed? 

2.6. ADVERTISING EFFECTIVENESS

• Concurrent research
Includes tracking studies to see how the campaign is unfolding and 
how messages and media are working (e.g. random calls to 
individuals in the target market)
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2.6. ADVERTISING EFFECTIVENESS

Measurement evaluates the results or actual effects after the 
campaign has been launched. 

• Post-testing research: The impact of a campaign once it is 
over compared to a benchmark or the starting point (e.g., 
exposure measurement, communication effects, and 
measurement of behaviour).

o Memory tests
Recognition tests + recall tests (unaided 
and aided).

‘Do you remember seeing an ad for 
any shampoo?’

‘Do you remember seeing this ad for 
H&S?’

(Aided)

(Unaided)
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Post-testing: after-execution research
• Likability tests
Is the message relevant, important, enjoyable, entertaining, or 
fun? 
• Persuasion tests
Intention to buy or motivation is measured.  

2.6. ADVERTISING EFFECTIVENESS

• Inquiry tests
Measure the number of responses to an ad (e.g., coupon 
counting, website visits)

• Brand linkage tests
A test of whether the brand is 
associated with a message in 
memory. 
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• Emotion tests based on
- brain activity (neuromarketing): neural measurements using 

electroencephalography (EEG) and functional magnetic resonance 
imaging (fMRI)

- facial expression coding 

- biometrics such as heart rate, breathing, motion

2.6. ADVERTISING EFFECTIVENESS

EEG fMRI
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Topic 3:
MEDIA PLANNING
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3.1. What is media?
3.2. Traditional media

3.3. Digital media
3.4. Media plan

3.5. Media industry and key media players

2

Topic 3:
MEDIA PLANNING

References: Moriarty, Mitchell, and Wells (2019), chaps. 11, 12, 13 & 14; Clow and 
Baack (2018), chaps. 8, 9 & 10; De Pelsmacker, Geuens and Van den Bergh 
(2017), chaps. 8 & 17
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3.1. WHAT IS MEDIA?

Media

The channels used 
for delivery of 

messages to target 
audiences, and 

increasingly, back to 
companies and the 

audience.

Such as print media, 
broadcast, out-of-

home, digital

Vehicles

Specific TV 
programme, print 
choices, and other 
media vehicles in 

which 
advertisements are 

placed.

Such as 
Cosmopolitan, 

Euronews, Instagram
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3.1. WHAT IS MEDIA?

• All marketing communication messages, other than 
personal conversations, are carried by some form of 
media.

• All marketing communication areas (e.g., sales promotion, 
PR, direct marketing) use a variety of media to deliver 
messages to customers.

• Traditional mass media:

- communication channels 
through which messages 
are sent to large diverse 
audiences (reaching many 
people simultaneously).

- a one-way process from 
source to receiver. 
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3.1. WHAT IS MEDIA?

Print 
Era

Broadcast 
Era

Digital 
Era

The evolution of media

Printed images 
reproduced as 
newspapers, 

magazines and 
posters 

Visual and audio 
information in the form 
of radio and television 

programmes (air 
waves, cable, and 

satellite)

Electronic 
information 
transmitted 
through the 

internet
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3.1. WHAT IS MEDIA?

1) Convergence: involves the digitalisation of 
the media, as well as the integration of the
media to work through and with each other.

2) Interactivity: offers opportunities for 
dialogue and two-way conversation.

3) Engagement: refers to the captivating 
quality of media

4) Shorter attention spans: audiences tend 
to spend less time with ads.

5) Personalisation: online media 

6) Commoditisation: advertising media are 
perceived as similar

The changing mass media environment
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3.2. TRADITIONAL MEDIA

• Print media include: 
– Newspapers.
– Magazines.
– Outdoor boards (out-of-home media (OOH)/ 

outdoor media).
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3.2. TRADITIONAL MEDIA

• Print provides more information than broadcast media 
generates cognitive responses.

• It is less fleeting and more engaging when targeting special 
interest audiences.

• Print can engage the senses of sight, touch, and smell.
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3.2. TRADITIONAL MEDIA: Newspapers
• Newspapers:

– Local mass medium.
– Market selectivity: allows brands to target specific consumer 

groups (e.g., Financial Times).
– The newspaper industry:

• Readership is declining, particularly among young people.
• The recession of the late 2000s brought double-digit 

declines in advertising. 
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1) Display ad:
– Can be any size, placed anywhere except the editorial 

section.
– Run-of-paper-rate (ROP) (can run anywhere, the publisher 

decides) or preferred-position rate (the advertiser selects 
the section where the ad runs).

– Typically contains text, photographs, logos, maps, and other 
informational items.

2) Classified ad (usually text-only): 
- Advertising by individuals who want to sell their personal 
goods + advertising by local businesses.
- Generally appears in dedicated sections - based on the ad 

category.

• Types of newspaper advertising: 

3.2. TRADITIONAL MEDIA: Newspapers
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Newspaper advertising formats 

3.2. TRADITIONAL MEDIA: Newspapers
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3) Newspaper supplements/inserts (NIMS) :
– Magazine-style publications inserted into newspapers 

usually in their weekend editions.

– A free-standing insert (FSI) is a preprinted ad inserted 
for a fee; these ads do not appear in the paper itself; 
they are inserted before delivery.

3.2. TRADITIONAL MEDIA: Newspapers
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• Newspaper readership measurement:
Newspapers measure their audiences in two ways: 
1) Readership = multiplying the circulation of a publication by 

the average number of readers per copy.
2) Circulation: The number of copies of a publication 

circulated in the market.

3.2. TRADITIONAL MEDIA: Newspapers
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3.2. TRADITIONAL MEDIA: Magazines

• Magazines tend to split consumers according to their 
interests (e.g., fashion, lifestyle, etc.).

• Quality of reproduction is their greatest strength.

• Types of magazines:

– Consumer magazines
– Business magazines targeting business readers (e.g., 

trade magazines, professional magazines, corporate
publications).
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3.2. TRADITIONAL MEDIA: Magazines

- Geography: national, regional editions

- Demographics: age, income, occupation, etc.

- Editorial content: general, women’s/men’s, 
business, and special interest.

- Physical characteristics: 8.5” x 11”(22 x 28 cm) 
(letter size paper) &  6” x 9” (15 x 23 cm) most 
common.

- Ownership: publishing companies;
organisations.

- Distribution and circulation: subscriptions 
vs.  single-copy sales. 

How to select 
a magazine 

for an 
advertising 
campaign?:
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3.2. TRADITIONAL MEDIA: Magazines

o Premium positions: back cover, inside covers.

o Double-page spread: two ad pages face each other

o Bleed page: colour goes to edge of the page.

o Gatefold: more than two connected pages that fold in on 
themselves.

• Magazine ad sales: 
- Ad costs are based on the size of the ad and circulation

- Typical formats:
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3.2. TRADITIONAL MEDIA: Magazines

- Typical formats (continued from previous slide):

o Special ad page or section that looks like editorial 
content - ADVERTORIAL.

o Fractional page space: vertical or horizontal half-
page, 1/3 page, etc.
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3.2. TRADITIONAL MEDIA: Out-of-home

• Out-of-home advertising includes ads in public spaces 
(buses, posters on building walls), rail platforms, taxi 
signs, shopping bags, skywriting, etc.
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3.2. TRADITIONAL MEDIA: Out-of-home
Outdoor advertising:

• This includes street and highway advertising, plus 
posters in public locations.

• Two primary uses of outdoor advertising:
1. As reminder advertising 
2. As a directional guide (indicating the proximity to 

where a brand is available).
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3.2. TRADITIONAL MEDIA: Out-of-home

• Size and formats:

(a) Printed posters or painted bulletins: 
– Extensions: go beyond the rectangle border (called 

cutouts when having an irregular shape). 
(b) Digital displays use wireless technology to change 

messages.
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3.2. TRADITIONAL MEDIA: Out-of-home

• Outdoor ad sales:

- The cost is based on the % of population in a specific 
area exposed to the ad in one day.

- Outdoor is sold in showings, based on traffic counts.

- Boards are usually rented for 30 days.
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3.2. TRADITIONAL MEDIA: Recap
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3.2. TRADITIONAL MEDIA: Recap
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3.2. TRADITIONAL MEDIA: Broadcast media

• Ads are bought in terms of time (seconds, minutes).

• Broadcast media refers to media forms that transmit sounds 
or images electronically:
– Radio
– Television and other video forms
– Movie advertising 
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3.2. TRADITIONAL MEDIA: Broadcast media

• Dayparts:
- Audiences are grouped by the time of the day when they 

are most likely to be listening to the radio. 

- Typical dayparts:  

Morning drive time: 6–10 am 
Midday: 10 am –3 pm  
Evening drive time: 3–7 pm 
Evening: 7 pm–midnight
Late night: midnight–6 am

RADIO BASICS
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3.2. TRADITIONAL MEDIA: Broadcast media
RADIO BASICS

• Measuring the radio audience:
- Coverage: the number of homes able to pick up station, 
tuned in or not.
- Ratings: measure % of homes tuned to a station (adjusted 

to receive).

RADIO ADVERTISING 
• Delivers high frequency when using jingles for repetition.
• Has the power to engage the imagination (listeners must 

fill in the visual element) and communicate on a more 
personal level than other forms of media.

• Radio listeners are far less likely to change the dial during 
ads than are TV viewers. 
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3.2. TRADITIONAL MEDIA: Broadcast media

TELEVISION BASICS

Television advertising is tied to television programming

• TV tells stories, engages emotions, creates fantasies, makes a 
powerful visual impact.

• It also demonstrates how things work – functionality.
• TV brings brand images to life and adds personality to a brand.

its effectiveness is determined by the popularity of the TV 
programme.
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3.2. TRADITIONAL MEDIA: Broadcast media

TELEVISION BASICS
• Measuring TV audience:

- Ratings
The estimate of the size of a television audience. The 
estimated % of all TV households tuned to a specific 
station/channel. 
For example - 3 of the 10 homes in country X are tuned to 
Channel 2. That translates to a 30 rating.
- Share
The % of the households using television (HUT) or persons 
using television (PUT) which are tuned to a specific 
programme or station at a specified time. 
For example - Channel 2 is being viewed in three out of 
six homes using television. That means it has a 50 share 
of audience.
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3.2. TRADITIONAL MEDIA: Broadcast media

TELEVISION BASICS

• Advertising formats:
- Spots (participations)
Advertisers pay for 10, 15, 20, 30 or 60-second commercials 

- Sponsorships
The advertiser assumes financial responsibility for producing the 
programme and providing the commercials.

- Commercials delivered by a TV show presenter during the show
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3.2. TRADITIONAL MEDIA: Broadcast media
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3.3. DIGITAL MEDIA
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Online advertising (online marketing, internet advertising, digital 
advertising or web advertising) is a form of advertising which uses 
the internet to deliver promotional messages to consumers

• Improved measurability: responses can be tracked relatively easily

• Improved targetability: data can be tracked at an individual level, 
easy to show different people different ads

3.3. DIGITAL MEDIA
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Email 
advertising/ 
marketing 

Display ads

Search ads 
(SEM)

Affiliate 
marketing/ 
advertising

Social media 
ads

Mobile 
advertising

Types of online advertising 

3.3. DIGITAL MEDIA
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• Email advertising/marketing   

Opt-in email advertising, or permission marketing, is advertising 
via email whereby the recipient of the advertisement has consented 
to receive it

• Opt in = explicit consent
• Opt out = presumed consent

3.3. DIGITAL MEDIA
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• Display advertising

- The major mechanism by which web pages finance their websites
- Includes display banner ads, media-rich ads, and digital video ads.

3.3. DIGITAL MEDIA
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• Banners: graphic images used as ads

- Formats are defined by the number of pixels
- CPM-based (cost per thousand); ‘Click-through’ rates (CTR) 

are often less than 1%)

3.3. DIGITAL MEDIA
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• Search Engine Advertising 
(Keyword buying, search engine marketing (SEM))

Advertising on large search 
engines such as Google, 
and Bing, that is triggered 
by specific keywords and 
search terms and which 
appears alongside the 
search results.

- Pay per click model

3.3. DIGITAL MEDIA
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• Affiliate marketing/advertising

Online retailers use this performance-based marketing in 
which a business rewards one or more affiliates for each 
visitor brought about by the affiliate’s own marketing efforts.

3.3. DIGITAL MEDIA
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• Social media ads

3.3. DIGITAL MEDIA



•Stories ads
•Photo ads
•Video ads
•Carousel ads
•Collection ads
•Explore ads
•Reel ads

•Photo ads
•Video ads
•Carousel ads
•Collection ads
•Stories ads

•In-feed video
•Brand 
takeover

•Hashtag 
challenge 
(discovery 
page)

•Branded AR 
content

•Promoted 
tweets

•Promoted 
accounts

•Promoted 
video

•Website/app 
card.

•Promoted 
moments

•Promoted 
trends

40

Daniela Buzova | Department of Marketing | Marketing Communication

3.3. DIGITAL MEDIA

• Social media ad formats
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• Mobile advertising

• Messages are proactively sent out to 
mobile users and devices like alerts, 
SMS messages, or even voice calls.

• It should be reserved for companies 
that have established a relationship 
and obtained permission to do so

• Due to privacy issues and user 
backlash, pushed mobile advertising 
will seldom be used for new customer 
acquisition. 

Push

• Any content sent to the wireless 
subscriber upon request, shortly 
thereafter, on a one time basis. 

Pull

3.3. DIGITAL MEDIA
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3.4. KEY MEDIA PLAYERS

Media 
sellers

Media 
buyers
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3.4. KEY MEDIA PLAYERS

• Media salespeople work for a specific 
vehicle (e.g., a magazine, TV channel); 
provide sales kits with information about 
the audience and the medium.

• Media reps or brokers: people/companies 
who sell space and time for a variety of 
media, allowing the media buyer to place 
the buy with one order.

Media 
Sellers
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3.4. KEY MEDIA PLAYERS

• Media researchers compile audience 
measurement data, media costs, and 
availability for various media.

• Media planners develop the strategic 
decisions (e.g., where and when to 
advertise and which type of media to 
use).

• Media buyers implement the media 
plan by contracting for specific 
amounts of time or space, based on the 
plan developed by the media planner. 

• Media buying companies specialise in 
media research, planning, and buying. 
They may be a spinoff from an 
advertising agency and work for a 
variety of clients. 

Media 
Buyers
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3.5. MEDIA PLAN

• A document (usually a 
subsection within the 
marcom plan) summarising 
the media objectives and 
strategies

• The goal is to find the most 
efficient + effective way to 
deliver messages to a 
targeted audience.

The goal of a media plan is 
to reach as many people 
in the target audience as 
often as the budget 
allows.
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3.6. KEY STEPS IN MEDIA PLANNING
1st Step: Target audience research

• Media vehicle selection: 
Does the group of people who 
read this magazine include a high 
proportion of the advertiser’s 
target audience?

- Compatibility with the creative 
executions.

- Match between media 
audience and  campaign’s 
target audience. 

• Every media vehicle’s audience is 
different and therefore varies 
regarding what % of its audience 
belongs to the brand’s target 
audience.
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3.6. KEY STEPS IN MEDIA PLANNING

2nd Step: Media objectives:
• What does a company want to accomplish regarding 

the delivery of its brand messages and their impact on 
the target audience?

Media 
objectives

Reach Frequency
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3.6. KEY STEPS IN MEDIA PLANNING

2nd Step: Media objectives

(1) The reach objective:
- Reach: the % of people who have an opportunity to 
see (OTS) a brand message at least once within a 
specified period of time.

- Targeted reach is the % of a vehicle’s audience that 
matches the brand’s target market. 

- Wasted reach: the number of people in the vehicle’s 
audience who are neither customers nor prospects. 
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3.6. KEY STEPS IN MEDIA PLANNING
2nd Step: Media objectives

(2) The frequency objective:

• Indicates the number of times that an average 
member of the target audience is exposed to the 
advertiser’s message within a specified period of time. 

• The range of frequency is large: Some people may see 
a message once, while others may see it 10 times.
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3.6. KEY STEPS IN MEDIA PLANNING

2nd Step: Media objectives
(2) The frequency objective: Effective frequency 

As a rule, it takes 3-10 exposures to 
have an effect on the audience.

One way to delay the wear-out effect 
is to make minor changes to the ad
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3.6. KEY STEPS IN MEDIA PLANNING
2nd Step: Media objectives:

– Media waste: when additional media frequency ceases to 
increase the response, it produces waste.

– Writing media objectives:
• Objectives must be measureable with time frames. 
• You can rarely reach 100% of your target audience. 
• At times, frequency is more important than reach. 

E.g: ‘Reach 60% of target audience with a frequency 
of 4 within each four-week period in which the 
advertising runs’

Ad-wearout: The impact of an advertisement as it declines 
when it is repeated.
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3.6. KEY STEPS IN MEDIA PLANNING
3rd Step: Media strategies

• Media strategy is the way media planners determine 
the most cost-effective way to reach the target 
audience and satisfy media objectives.

• Strategies that deliver reach and frequency
- Objectives: high reach (e.g., when introducing a new 

product with a broadly defined target market)

Strategies: creating broad exposure across many media 
vehicles.

- Objectives: high frequency (e.g., products that need a 
high level of information)

Strategies: more limited list of media vehicles 
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3.6. KEY STEPS IN MEDIA PLANNING
3rd Step: Media strategies

• Media mix selection:
- Most brands use a variety of targeted media vehicles, 

called a media mix, to reach current and potential 
customers. 

- Using a media mix distributes the message more widely; 
media have different audience profiles.   

- Sometimes media choices are designed to deliver the 
strategy of using one medium to deliver an audience to 
another medium or marketing communication tool. 

TV advertising is used for 
sales promotion

https://youtu.be/v1Dgf5plEtI
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3.6. KEY STEPS IN MEDIA PLANNING

3rd Step: Media strategies
• Geographical strategies: Are potential customers found 

all over the country?
– Category development index (CDI) determines rates of 

consumption for a product category.

– Brand development index (BDI) determines the 
strength of the brand in geographical areas.

It reveals where the category sales are high or 
low

It reveals where the brand is strong and weak
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3.6. KEY STEPS IN MEDIA PLANNING

3rd Step: Media strategies
• Scheduling strategies: When should a potential customer 

be exposed to a brand message?

– Aperture refers to when consumers are most receptive 
to a brand message. 

– The goal is to reach the right people at the right time 
with the right message. 

– Scheduling strategies involve:

(a) Timing

(b) Duration of exposure

(c) Continuity
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3.6. KEY STEPS IN MEDIA PLANNING

3rd Step: Media strategies

• Scheduling strategies involve: 

(a) Timing strategies: When to advertise?

- Seasonality, holidays, days of the week, time of day.

- Lead time: time between thinking about purchase and 
purchasing (e.g., back-to-school advertising).

(b) Duration: How long?

- If too short, the message may not have sufficient impact. 

- If too long, the ads may suffer from wearout.
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3.6. KEY STEPS IN MEDIA PLANNING
3rd Step: Media strategies

• Scheduling strategies:
(c) Continuity: How often?

- Refers to how advertising is spread out over the 
campaign.

- A continuous strategy spreads ads evenly over a 
campaign period.

- Pulsing strategy: advertising is intensified (peaks) 
before an aperture and reduced to lower levels (valleys) 
until the aperture reopens.

- Flighting strategy (the most severe type): alternating 
periods of intense advertising activity (bursts) and no 
advertising (hiatus).
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6.6. KEY STEPS IN MEDIA PLANNING
3rd Step: Media strategies

• Scheduling strategies:
(c) Continuity: How often?
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3.6. KEY STEPS IN MEDIA PLANNING

4th Step: Media metrics and evaluation
• Media plans are driven by accountability.
• GRPs (gross rating points) reflect the weight that a 

particular advertising schedule has delivered
• GRP = Reach × Frequency (or Nº of OTS)

InsertionsRatings

* Ratings: a measure that converts gross impressions to 
percentage of households (e.g., Survivor has achieved 6 rating 
points, meaning 6% of the estimated 1,114,000 USA households 
with TV)
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3.6. KEY STEPS IN MEDIA PLANNING

4th Step: Media metrics and evaluation
• TRPs (targeted rating points) adjust the GRP calculation 

so it reflects the % of the target audience watching the 
programme more accurately

* Unlike GRP, TRPs do not include waste coverage.
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3.6. KEY STEPS IN MEDIA PLANNING
• Cost efficiency
Advertisers do not make decisions about the media mix only in 
terms of targeting, geography, and timing. 

• CPM (cost per thousand) =
𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝐶𝐶𝑜𝑜 𝑎𝑎𝑎𝑎 𝑥𝑥 1,000

𝑅𝑅𝑅𝑅𝑎𝑎𝑎𝑎𝑅𝑅𝑅𝑅𝐶𝐶𝑅𝑅𝑅𝑅𝑅
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3.6. KEY STEPS IN MEDIA PLANNING
Cost efficiency

• TCPM (targeted cost per thousand)=
𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝐶𝐶𝑜𝑜 𝑎𝑎𝑎𝑎 𝑥𝑥 1,000

𝑅𝑅𝑅𝑅𝑎𝑎𝑎𝑎𝑅𝑅𝑅𝑅𝐶𝐶 𝑅𝑅𝑖𝑖 𝐶𝐶𝑎𝑎𝑅𝑅𝑡𝑡𝑅𝑅𝐶𝐶 𝑎𝑎𝑎𝑎𝑎𝑎𝑅𝑅𝑅𝑅𝑖𝑖𝑎𝑎𝑅𝑅
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3.6. KEY STEPS IN MEDIA PLANNING
Search/PPC (Pay per click) advertising metrics:

1. Impressions – The number of times an ad was displayed 
in the search results page.
2. Clicks – The number of times someone clicked on the ad
3. Click through rate (CTR) – The % of clicks divided by 
impressions.
4. Average position – How high in the results page is the
ad showing
5. Impression share – The % of the total number of times 
your ad could have been shown vs the actual number of 
times it was shown. (Knowing that you have a 50% 
impression share for a keyword, tells you that your 
competitors own the other 50 per cent)
6. Conversions (CVR) – The number of times someone 
clicked on an ad and completed an action you defined as a 
conversion within a specific period of time.
7. Quality score – Relevance of your combined keyword, ad 
and landing page which affects your CPC. 
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3.6. KEY STEPS IN MEDIA PLANNING

Social media advertising KPIs
• Reach (unique users)
• Impressions
• Engagement rate  - shares, likes, and 

comments
• Follower rate
• Hashtag performance
• Conversion rate (e.g. website traffic)

• View through rate (VTR) impressions
• Engagement
• Reach 
• Watch time
• Earned views (a viewer watches 

subsequent videos)
• Earned subscribes/likes/shares
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Topic 4:
SALES PROMOTIONS
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4.1. The concept of sales promotion and its 
objectives

4.2. Types of promotions
4.3. Consumer promotion tools

4.4. Trade promotions 
4.5. Promotion integration

2

Topic 4: SALES PROMOTIONS

References: - Moriarty, Mitchell, and Wells (2019), chap. 17; Clow and Baack 
(2018), chap. 12; De Pelsmacker, Geuens and Van den Bergh (2017), chap. 12
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4.1. CONCEPT OF SALES PROMOTIONS

The Promotion Marketing Association (PMA) defines sales 
promotion as: 

‘The media and non-media marketing pressure applied 
for a predetermined limited period of time at the level 
of consumer, retailer, or wholesaler in order to 
stimulate trial, increase consumer demand, or improve 
product availability’.

• Sales promotions: increasing the value 
of a product or a brand by offering an 
extra incentive to purchase it.

• Primarily aimed at motivating people 
to act by offering incentives.

• Designed to encourage action (brand 
activation).
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4.1. CONCEPT OF SALES PROMOTIONS

• Strategic
– Increase the level of consumption of current 

product customers (e.g., basket-filling).
– Stimulate the brand purchase or brand 

switching
– Encourage brand repurchase and customer

loyalty
– Motivate the distributor to promote the brand
– Move the inventory to consumers - encourage 

them to buy a product in a greater amount, 
compared to what they would have purchased 
under normal conditions. 

Objectives

• Tactical
– Fight competitors’ promotional activities
– Eliminate inventory: remove obsolete products and without rotation
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4.1. CONCEPT OF SALES PROMOTIONS

Objectives

• Final objectives

– Increase sales
– Increase market share
– Favour image and brand equity
– Increase benefits and profitability
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4.1. CONCEPT OF SALES PROMOTIONS

Why is sales promotion growing? 

• Managers are under pressure for short-term 
profits.

• Cheap and deliver tangible results.
• Evaluation is easy and quick; immediate 

response. 
• Easier to compute return on investment (ROI). 

This is known as payout planning.

Accountability

Media shifts

• Traditional media costs have escalated to the point where 
alternative media must be considered.

• Too much advertising clutter
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4.1. CONCEPT OF SALES PROMOTIONS

Why is sales promotion growing? 

Marketplace changes

• Consumer behavior: shoppers are more 
likely to switch brands.

• Pricing: consumers are increasingly price-
conscious (they expect coupons, sales, price 
promotions).

• Parity products (mature product 
categories/undifferentiation): promotions can 
become a tie-breaker in consumer decision 
making. 

• The power of the retailer: dominant retailers 
demand promotional incentives.

• Impulse-buying decisions: in-store 
incentives become more attractive
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4.2. TYPES OF SALES PROMOTIONS

• Provide an incentive so consumers will look for a 
particular brand

• Potential new customers can be attracted (brand-
switching)

• Loyal customers are rewarded
• Reinforces other communication tools

Consumers

• Persuade channel members to include the product
in their assortment, give more shelf space, and 
promote it to the end-consumer

• Aimed at intensifying distribution (more outlets)

Trade 
support 

(distributors)

• Motivate the firm’s salespeople to increase their 
sales levels (new B2B customers, increased 
purchased volume, etc.).

• Incentives include: contests, improved in-store 
displays, and other communication materials

Sales force

Promotions can be aimed at three types of audiences:
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4.3. CONSUMER PROMOTION TOOLS

Depending on the type of incentive, three  
categories of sales promotions can be distinguished:
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4.3. CONSUMER PROMOTION TOOLS

(1) MONETARY INCENTIVES

• Price cut on the shelf /price 
deals/cent-off deal:

Consumers get an immediate discount 
when buying the product.
- Objectives: generate trial, ‘basket-filling’, 
stimulate repeat purchase.

- Potential damage to the image of 
the product and the store.

- Possible doubts about the quality.
- Increased consumer expectations - if 

there is no price cut,  the price might 
be perceived as too high.

- Easy and quick to organise 
for the manufacturer.

- No extra workload for the 
retailer.

- Monetary benefits for the 
consumer.



11

Daniela Buzova | Department of Marketing | Marketing Communication

4.3. CONSUMER PROMOTION TOOLS

(1) MONETARY INCENTIVES

• Coupons:

Vouchers representing a monetary value 
with which consumers can get a discount
on a specific product.

Objectives: stimulate trial, repeat purchase.

- Can be inserted in print ads, direct mailings, newspapers, 
magazines, websites.

- Can be offered on-pack, in-pack, or distributed after the 
purchase.

- Redemption rate – the % of distributed coupons that are 
used when buying a product.
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4.3. CONSUMER PROMOTION TOOLS

• Coupons:
- Immediate.
- Easy to use.
- Extra sales for retailers.

- Difficult to predict the redemption rate and thus 
the couponing budget. 

- Instead of encouraging trial, might be used by 
already loyal customers.

- Not effective unless consumers are price-
sensitive.

- Co-operation with the retailer is necessary – more 
work at the checkout.

(1) MONETARY INCENTIVES
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4.3. CONSUMER PROMOTION TOOLS

(1) MONETARY INCENTIVES

• Cash refunds (rebates)
Returning a certain amount of money to consumers who 
purchase the product. 
- The consumer needs to send proof of purchase.
- Unlike direct price cuts and coupons, consumers must pay 

the full price at checkout.

Objective: generate trial, induce repeat purchase.
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4.3. CONSUMER PROMOTION TOOLS

(1) MONETARY INCENTIVES

• Cash refunds
- More substantial discount than coupons – the resulting

trial purchase tends to be higher.
- Helpful for building customer databases.
- No extra work at the checkouts. 

- Not immediate.
- Difficult to predict the success of a refund action and 

thus the budget required.
- Instead of encouraging trial, might be used by already 

loyal customers.
- Time-consuming for consumers.
- Difficult to sell ‘old’ packages, without the refund

option.
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4.3. CONSUMER PROMOTION TOOLS

(1) MONETARY INCENTIVES

• Savings cards
Customers receive a discount if they buy
a number of brand units during a specific
period of time. 

Objective: induce repeat purchase.

- Not immediate.
- Consumer might find themselves with

a number of cards if several brands use 
the same tool. They always need to 
have the card with them.

- Stimulates loyalty.
- Database creation.
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4.3. CONSUMER PROMOTION TOOLS

(2) CHANCE TO WIN A PRIZE
• Contests

– Create excitement and 
engagement by offering 
impressive prizes.

– Based on skill or ability, so that 
participants can influence the 
outcome of the game.

• Sweepstakes
– Based on luck/chance

– The winning numbers are 
decided in advance

- Consumers have 
much to win and 
nothing to lose.

- Require active consumer 
participation: benefits are not 
immediate 

- Small chances to induce loyalty –
desire to win.

Objective: customer database.
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Sampling
Distribution of free product samples.

– Delivered at home, in magazines, included in 
the package or through demonstrations.

– Especially suitable when product 
characteristics cannot be communicated 
well by means of advertising.

– Objective: generate trial.

- Consumers try the product in 
small quantities. - Expensive.

- Logistical problems
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Extra volume (product plus), aka BOGOF

- Expensive.
- Fall in sales after the 

promotion.
- Increased consumer 

expectations.

An extra quantity of the product is 
temporarily offered at the same price.
- Objective: induce ‘basket filling’ by 
regular users (non-users will not be 
tempted to buy larger volumes).

- Immediate and unconditional
- Easy to organise for the 

manufacturer.
- No extra work for the retailer. 
- Can be easily communicated.
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Free in-mail promotions
– The customer receives a free gift in 

return for a proof of purchase.
– Similar to cash refund – in this case 

the consumer receives a gift.
– Objective: reward loyal customers, 

improve the link between the 
customer and the brands.

- No immediate benefit for 
the consumer.

- Expensive and time-
consuming logistics.

- Database 
creation
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Premiums
A tangible reward – small gift for a particular 
act. It works by adding value to the product. 

There are four types:
1. Store premiums: given at retail site
2. In-pack premiums: inserted in the 

package
3. On-pack premiums: attached to package
4. Container premiums: the package is the 

premium
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Premiums
- Objective: generate trial, induce repeat purchase, reward 

existing customers

- Wrong premium can 
make the whole 
campaign fail and 
damage the long-term 
image of the brand.

- Instead of encouraging 
trial, might encourage 
already loyal customers.

- Immediate benefits for 
the consumer.

- Can be easily combined 
with other promotions.
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4.3. CONSUMER PROMOTION TOOLS

(3) PRODUCT PROMOTIONS

• Self-liquidators
Presents that can be obtained in 
exchange for a number of proofs of 
purchase + an extra amount of money.
- Objective: stimulate loyalty.

- Consumers obtain 
products at relatively low 
cost.

- Database support.

- Difficult to obtain the 
benefit.

- Consumers don’t know 
the quality of the product.

- Extra workload for 
manufacturers.
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4.4. TRADE PROMOTIONS

Trade promotions are incentives designed by members of 
the market channel to entice another member to purchase 
goods for resale.

Marketers aim trade promotions at retailers, distributors,
wholesalers or agents
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4.4. TRADE PROMOTIONS

• Slotting allowances/fees
– One-time fee that is charged by retailers 

before they allow a new product on their 
shelves to cover the costs of entering a new 
product into their system.

• Advertising/performance allowances
– Monetary incentives aimed at encouraging 

the retailer to advertise the manufacturer’s 
brand

Trade allowances Financial incentives to channel members

• Off-invoice allowances
Direct price reductions during a limited period 
(discounts)
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4.4. TRADE PROMOTIONS

Trade contests

For industries that use salespeople, 
trade contests can be used to spur 
sales. 

- Rewards for winning can be cash, 
but prizes seem to work better. 

- While it can be an incentive for 
salespeople to push a brand, 
salespeople may not do what is 
best for customers
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4.4. TRADE PROMOTIONS

Trade shows Business-to-Business

• Manufacturers (sellers)
– Display merchandise
– Seek prospects
– Demonstrate 

products

• Retailers (buyers)
– Compare merchandise
– Seek vendors

• Shows can be a source of valuable 
leads

• The social aspect of trade shows is 
also important maintain 
relationship with key customers
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4.4. TRADE PROMOTIONS

Trade incentives

Similar to trade allowances, but require the retailer/channel 
member to perform a function to receive the incentives
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4.5. PROMOTION INTEGRATION

• Advertising and sales promotion are often used 
together. However, there are some essential 
differences between them:

Advertising
• Creates a favourable 

predisposition towards 
the product - builds 
brand image and brand 
awareness over time.

• Can use emotional
appeals (communication 
of intangible values)

• Contributes moderately
to short-term profitability.

Promotions
• Stimulate immediate 

action.

• Rely mainly on rational
appeals (tangible values).

• Contribute greatly to 
short-term profitability.



Daniela Buzova | Department of Marketing | Marketing Communication

Topic 5:
PUBLIC RELATIONS AND 

SPONSORSHIP
1



Daniela Buzova | Department of Marketing | Marketing Communication

5.1. Public relations: definition and applications
5.2. Public relations programmes

5.3. Public relations tools
5.4. Public relations results measurement

5.5. Public relations strengths and weaknesses
5.6. Sponsorship: definition
5.7. Types of sponsorship

5.8. Sponsorship selection criteria
5.9. Sponsorship effectiveness

2

References: Moriarty, Mitchell, and Wells (2019), chap. 15; Clow and Baack (2018), 
chap. 13; De Pelsmacker, Geuens and Van den Bergh (2017), chap. 10 & 11

Topic 5:
PUBLIC RELATIONS (PR) & 

SPONSORSHIP



3

Daniela Buzova | Department of Marketing | Marketing Communication

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS

Public relations (PR) is defined as establishing and maintaining
mutually beneficial relationships between an organisation and
the publics on whom its success or failure depends
(shareholders + stakeholders).

• Used to generate GOODWILL for an organization 
• Project the company’s personality
• It is related to REPUTATION management
• PR includes PUBLICITY (free media coverage of news about the 

company or its products).
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Public relations focuses on all the relationships an organisation
has with various publics (besides customers and potential 
customers!).

• Shareholders: a person or entity that owns shares in a 
corporation.

• Stakeholders: anyone having an interest in the success or 
failure of a business. 

- Employees
- Unions
- Shareholders
- Channel members
- Customers

- Media
- Local community
- Financial community
- Government
- Special-interest groups

Groups of people that the company is NOT 
directly trying to sell products to

Secondary 
target 
groups

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS
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Range of activities covered by PR

Creation and maintenance of corporate identity 
and image by communicating the company’s 
philosophy and mission

Improving the company’s standing as a good 
corporate citizen, by means of community 
activities

Maintaining good relations with the media, both 
for disseminating good news and in times of crisis

Looking after internal communications to involve 
employees 

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS
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• PR strategists want to know:
(1) What publics are important to us now and in the 
future?
(2) What do these publics think?

• Opinion leaders: important people who influence the 
opinions of others

Public Opinion

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS

Public opinion refers to what 
people think; their beliefs based on 
perceptions or evaluations of 
events, people, institutions, or 
products.
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Public relations takes a longer and broader view of the 
importance of image and reputation as a corporate 
competitive asset and addresses more target audiences 
than advertising.

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS
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Major differences between PR and advertising:

a) Media use

- PR seeks to persuade media gatekeepers
(writers, editors, producers, etc.) to ‘cover’ their 
company news vs. advertisers who buy media 
time and space.

- This aspect of PR is called publicity (no 
attempt to sell a brand, unlike advertising).

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS
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b) Control:

– With news stories, PR strategists are at the mercy of the 
media gatekeeper.

– There is no guarantee that your story will run. The story 
may be rewritten or reorganized. 

– In contrast, advertising runs exactly as the client who 
paid for it has approved and as scheduled.

c) Credibility

- The public tends to trust the media more than they 
trust advertisers.

- Consumers assume a story is legitimate if it appears in 
the media.

5.1. PUBLIC RELATIONS: DEFINITION AND 
APPLICATIONS
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5.2. PUBLIC RELATIONS PROGRAMMES

What are the different types of PR programmes?

Media 
relations

Employee
relations

Financial
relations

Public
affairs

Fund-
raising
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5.2. PUBLIC RELATIONS PROGRAMMES

• Employee relations
- Programs that communicate information to 

employees (might also be HR activity).
- Internal marketing (communication efforts 

aimed at informing employees about 
marketing programmes).

• Media relations
- Focus on developing media contacts.
- One must know who in the media might be 

interested in the organization’s story.
- Relationships must be built on honesty, 

accuracy, and professionalism.
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• Financial relations
- Communications aimed at the 

financial community.

- These could include: press releases for 
business publications, meetings with 
investors, and annual reports.

5.2. PUBLIC RELATIONS PROGRAMMES

• Public affairs
- Communication with government and the public on issues 

related to regulation.
- Lobbying: when a company provides information to 

legislators to obtain their support and vote on a proposed law
- Issues management : monitoring, communicating to and 

with the public.

http://www.samsung.com/global/ir/
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• Fund-raising
- The practice of raising money by 

collecting donations.
- Used for museums, hospitals, Red 

Cross, and others; directed to 
potential donors.

- This is sometimes called 
development or strategic 
philanthropy.

5.2. PUBLIC RELATIONS PROGRAMMES

• Corporate reputation management
- Corporate relations focus on an organization’s image 

and reputation.
- Strengthens stakeholder trust. 
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• Crisis management

5.2. PUBLIC RELATIONS PROGRAMMES

— Crisis communication: Designed to protect and defend an 
individual, company, or organisation facing a public 
challenge to its reputation.

— Product crises and negative publicity can hit the 
company at any time and seriously impact an 
organisation's performance and generate negative 
outcomes.

— Pre-crisis, crisis, and post-crisis communication
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• Crisis management

Designate a single spokesperson

Tell your story first and be honest

Never go ‘off the record’

Keep your employees informed

Give as much details as possible

Compassion

Reassurance (everything is under control)

What are we doing about it?

Crisis 
communication 

recommendations:

5.2. PUBLIC RELATIONS PROGRAMMES
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5.3. PUBLIC RELATIONS TOOLS

• Controlled media: the organisation 
pays for media and controls how and 
when the message is delivered.

- Such as annual reports, films, displays, 
and in-house publications

• Uncontrolled media: the organisation 
does not pay for media; the media 
controls how and when the message is 
delivered

• Semi-controlled media: electronic 
media over which companies maintain 
some, but not complete control; 
examples include social media, blogs, 
and chats.
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• News releases
– Deliver public relations 

messages to external 
media.

– They should answer the 
five ‘Ws and the H’. 

Publicity

5.3. PUBLIC RELATIONS TOOLS

• Video news releases 
(VNRs)
- Contain video footage 

for a television 
newscast
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Publicity
• Press conferences

- An event at which a spokesperson 
makes a statement to the media. 

- Press kit: a folder to give reporters 
background information about the 
issue (a list of press conference 
participants, a press release -
highlights of the press conference, 
background information about the 
issue, photos, etc.)

• Media tours
- A ‘press conference on wheels’. 
- A spokesperson makes speeches and announcements, 

holds press conferences, and offers interviews.

5.3. PUBLIC RELATIONS TOOLS
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• Podcasts, books, and online videos:
- Books can be published simply online.
- Videos are expensive but are ideal for distributing in-

depth information.
- YouTube is being used for corporate messages.  

• Special events and tours
- Open houses.
- Birthday celebrations.
- Sponsorship of events.

5.3. PUBLIC RELATIONS TOOLS
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5.4. PUBLIC RELATIONS RESULTS MEASUREMENT

• Measuring the impact of PR is difficult: it’s hard to 
know the effect of the press clips (news stories about 
the company or organisation).

• Difficult to separate the effects of PR from advertising 
or direct marketing.

Commonly PR practitioners track 
the impact of a campaign in terms 
of: 
- output (Nº of news releases or 

mentions)
- outcome (attitude or behavior 

change).
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5.5. PUBLIC RELATIONS STRENGTHS
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5.5. PUBLIC RELATIONS WEAKNESSES
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5.6. SPONSORSHIP
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5.6. SPONSORSHIP: DEFINITION

• Sponsorship involves two main activities: 

(1) An exchange between a sponsor (e.g., a brand) and a 
sponsee (e.g., sporting event/an athlete), whereby the 
latter receives a fee and the former obtains the right to 
associate itself with the activity/athlete sponsored

(2) The marketing of the association by the sponsor 
(*accompanying communication tools might be needed).

Sponsorship: Investment in an activity/person in return for 
access to the exploitable commercial potential associated 
with this activity/person.
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• The company promotes its brands by tying them to a 
specific and meaningfully related event or cause.

• Sponsorship is different from event marketing, which, in 
turn, is a type of PR activity. 

• The main effect of sponsorship is that the brand arrives in 
the evoked set or the choice set of the consumer as a 
result of the exposure.

5.6. SPONSORSHIP: DEFINITION
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• Sponsorship vs. advertising

- Less control over the content and the environment than 
advertising.

- Messages cannot convey much information.
- Mute non-verbal medium.
- Can be considered as ‘a cheap form of advertising’.
- Less effective than advertising in gaining attention due to 

the distraction factors.
- Easy for consumers to understand – does not require the 

preparation of the message.

5.6. SPONSORSHIP: DEFINITION
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• Sponsorship objectives

Inviting staff, 
distributors, 
opinion leaders 
or decision-
makers to 
attend the 
sponsored 
event

5.6. SPONSORSHIP: DEFINITION
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• More expensive, less effective (clutter) Concern over traditional 
mass media

• Sports, arts, and music are activities with 
global appeal

Overcomes 
linguistic/cultural barriers

• Strategic partners, governments, and 
customers can be influenced

Reaching wide/multiple 
target audiences

• Before: sport brands, banks and cars;  Now: fast-
food chains, airlines, software companies

Diffusion of sponsorship to 
new industries

• For products considered as potentially 
harmful (e.g., alcohol and tobacco)Overcomes legal barriers

Oversponsoring

5.6. THE GROWING IMPORTANCE OF SPONSORSHIP



29

Daniela Buzova | Department of Marketing | Marketing Communication

5.7. TYPES OF SPONSORSHIP

Event-related and individual sponsorship

• Sponsoring sports events, a team, an athlete, 
arts, and cultural events (e.g., exhibitions, 
concerts, festivals), etc.

Broadcast sponsorship

• A brand can sponsor a sports programme, 
the weather forecast, or any other TV 
programme (e.g., realities).

Cause sponsorship

• Charity (donating money ) + integration in 
the company’s communications strategy.

• Often viewed as a combination of PR and 
sales promotion

• Transaction-based sponsorship
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5.7. TYPES OF SPONSORSHIP

Ambush marketing

• A company deliberately seeks an association with a particular event 
without paying sponsorship fees to persuade the audience that it is 
a major sponsor

Around 24,000 tubes of Pringles were distributed outside the stadium. Tennis 
legend lookalikes, including Roger Federer draw attention to the campaign.
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5.8. SPONSORSHIP SELECTION CRITERIA

Strategic fit

• Between the 
sponsee/event 
and 
company/brand 
name (functional 
or image-related)

• Target audience 
fit

• Compatibility 
with company’s 
objectives and 
promotional 
strategy

Promotional 
spin-off 

potential
• Estimated 

media coverage
• Quantity and 

quality of 
exposure

• Sales promotion 
spin-off 
potential (e.g. 
sampling, a 
sweepstake)

• Interest with 
employees

Budget

• Cost (Adidas 
paid $1.6 billion 
to Real Madrid 
for a 10-year 
contract of 
sponsorship)

• Budget for 
supporting 
marketing 
activities

• Alternative 
investment for 
budget 
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5.9. SPONSORSHIP EFFECTIVENESS

- Nº of people 
attending the 
event

- Exposure 
resulting from 
media 
coverage 
(minutes on 
TV, pages in 
newspapers)

- Measure brand 
awareness, 
correct 
sponsor 
attribution, 
effect on 
image through 
surveys

- Especially in 
cultural or 
cause-related 
sponsorship
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6.1. WHAT IS DIRECT-RESPONSE MARKETING 
COMMUNICATION?

A multichannel system of marketing 
using various media to connect 
companies/brands and customers 
who deal with each other directly
rather than using an intermediary, 
like a wholesaler or retailer.

Main functions:
1. Achieve an immediate, direct, and measurable response.
2. Create and maintain profitable relationships.
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6.1. WHAT IS DIRECT-RESPONSE MARKETING 
COMMUNICATION?

Customers are 
personally addressed

The quantity and frequency of 
purchases of each individual 
customer

Interactivity
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6.1. WHAT IS DIRECT-RESPONSE MARKETING 
COMMUNICATION?
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6.2. KEY PLAYERS IN DIRECT MARKETING

Phone, mail, or 
internet used for 
message delivery

Receive the 
information                     
and sometimes 
initiate the contact

Full-service/ direct 
marketing agencies 
specialised in direct 
response

Use direct marketing 
to sell products and 
services

Marketers Agencies

MediaConsumers
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6.3. THE DMC PROCESS
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6.3. THE DMC PROCESS

Step 1. Objectives

Direct marketing can be used to:

Provide in-depth product information
Drive traffic to a store/website
Develop leads for follow-up sales contacts
Drive a response (e.g., a purchase, donation, 
membership)
Retain or strengthen customer relationships
Test offers to predict their effectiveness
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6.3. THE DMC PROCESS

Step 1. Objectives

• Targeting:
- Current customers are the best prospects: They 

may order products, visit a dealer, visit a website.

- 3 criteria predict who is most likely to buy again:

Recentness Frequency Monetary

• Profiling: to profile current customers and look for potential 
customers with similar profiles (e.g., current customers live in 
small towns in the countryside).
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6.3. THE DMC PROCESS

Step 2. The offer

• Typically consists of the following elements: a product 
description, terms of sale, payment delivery, and warranty 
information. 

• It communicates the benefits and answers the question 
‘What’s in it for me?’ for the buyer.
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6.3. THE DMC PROCESS

Message and media strategy

• Messages are often longer, with more explanation and 
details about price, style, and convenience. 

• Messages should be personalized using a personal tone to 
make the customer feel special

• They should reflect whether the offer is one-step or two-step.

One-step
offer

• Seeks a direct sale response

Two-step
offer

• Designed to gather leads, answer consumer questions, 
set up appointments, and drive customers to a website 
or retail store.
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6.3. THE DMC PROCESS

Step 3. Response/order
• The message must make the response as easy as 

possible.
- Provide different options to respond: online, mail, 
phone, etc.

• Overcome resistance with:
- Toll-free telephone numbers for product support (also 

on weekends)
- Free limited-time trials
- Acceptance of different payment methods
- Including customer reviews at the end of the message

• Create urgency by offering a gift 
or limited-time-only price deal.
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6.3. THE DMC PROCESS

Step 4. Fulfillment and customer follow-up

- Delivering the product

- Receiving payment

- Providing tracking numbers

• Fulfillment includes all back-end functions 
related to processing the order:

• The most critical aspect is maintaining a customer 
relationship.
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6.3. THE DMC PROCESS

Step 5. Relationship building

• Follow-up mailings
• Customer service
• Post-purchase experience
• Loyalty
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6.4. THE PRIMARY MEDIA OF DMC
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6.4. THE PRIMARY MEDIA OF DMC

PERSONAL SALES 
is the original form of direct marketing
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6.4. THE PRIMARY MEDIA OF DMC

• A multiple-page direct mail publication showing a 
variety of merchandise (online publications exist too).

• 21st century growth is in specialty catalogs aimed at 
niche markets.

• Catalogs can drive e-commerce, and website purchases.

• Catalogs create a long-lasting impression.

Catalogues
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6.4. THE PRIMARY MEDIA OF DMC

Catalogues
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6.4. THE PRIMARY MEDIA OF DMC

Direct mail

• Often used as synonymous 
with direct marketing

• Includes written 
commercial messages, 
personally addressed and 
sent by post

• Could be a simple 1-page 
letter or a three-
dimensional package.

• Most direct mail is sent as 
bulk mail.
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6.4. THE PRIMARY MEDIA OF DMC

Direct mail

– Get the attention of the targeted prospect 
as the envelope comes in the post.

– Show what the product looks like and 
demonstrate how it is used.

– Provide critical information about the 
usage of the product.

– Inspire trust, minimise risk, and establish 
that the company is reputable.

– Explain how to buy, how to order, where to 
call, and how to pay for the purchase.

– Use an incentive to encourage a fast 
response.

Recommendations:
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6.4. THE PRIMARY MEDIA OF DMC

Direct mail
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6.4. THE PRIMARY MEDIA OF DMC

Direct mail
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6.4. THE PRIMARY MEDIA OF DMC

Telemarketing

• Almost as persuasive as personal sales, but much less 
expensive.

• Inbound calls are initiated by a customer. Outbound calls 
originate from the company/brand 

• The message must be simple, compelling, and short.
• Issues: intrusion, privacy, and fraud.

- Predictive dialing can call even unlisted numbers (random 
dialling by special digital programs).

- Fraudulent behaviour has eroded telemarketing’s image.
- ‘Do not call’ lists implemented by governments
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6.4. THE PRIMARY MEDIA OF DMC

Direct-response advertising

• Print media
- Ads in newspapers and 

magazines that feature a toll-free 
number, QR codes, anything that 
provides an opportunity for a 
direct response

• Broadcast media

- Direct response TV advertising

- Direct response radio advertising
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6.4. THE PRIMARY MEDIA OF DMC

• Opportunities for one-to-one marketing.
• Basic types of direct email campaigns: 

1. Addressable to current customers
2. Addressable to prospects
3. Unsolicited and often unwanted, or spam.

• Issue: spam 
90% of all spam involving business and 

investment opportunities contain 
false or misleading information. 

New interactive media
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6.4. THE PRIMARY MEDIA OF DMC

New media

Social media + direct marketing = social media 
marketing
• Online brand communities are ideal for engagement 

• Consumers do not join/follow the brand to be bombarded with 
advertising; they want to have a conversation, be entertained, 
and receive information
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6.5. DATABASES AS THE FOUNDATION OF DMC
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6.5. DATABASES AS THE FOUNDATION OF DMC

• Marketers use databases to:
– Keep track of customers and identify prospects.
– Segment and send relevant offers to each group.

• Lists:
- Customer and prospect information including 

addresses, phones, and emails.
- Can be purchased or rented from brokers list.
- Tied to demographics, psychographics, geography, 

hobbies, affiliations, and postal routes.
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6.5. DATABASES AS THE FOUNDATION OF DMC

• Data mining

- The practice of sifting 
through and sorting 
information captured in a 
company’s database to 
target customers, 
maintain relationships 
with them and spot 
trends and patterns. 
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6.5. DATABASES AS THE FOUNDATION OF DMC

- A systematic way to get close to your best current and 
potential customers.
• Linking the channels:
- The aim is to achieve a synchronized use of the right 

media, at the right time, with a measurable return on 
investment.

• Creating loyalty:
- Effective, one-on-one communication leads to customer 

retention that ultimately increases brand loyalty. 

• Integrated direct marketing 
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6.6. ADVANTAGES AND LIMITATIONS OF DMC

• Integrated direct marketing 

Advantages:
- It can be personalised to be more persuasive.

- Results are measurable; ROI is more easily known.

- Relevant customer information can be collected 
to produce more useful databases 

- The marketer (not wholesaler or distributor) 
controls the product until delivery.

- Advertising with direct-mail components is more 
effective.

- Improved segmentation

- Creative flexibility
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• Integrated direct marketing 

Limitations:

• Consumers are reluctant to purchase a 
product they can’t touch or feel.

• Annoyances associated with direct marketing: 
e.g., junk mail and telemarketers. 

• Customer privacy, data sharing, and identity 
theft issues.

• Tension between building long-term brand 
image and driving short-term sales.

6.6. ADVANTAGES AND LIMITATIONS OF DMC
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Topic 7:
ALTERNATIVE COMMUNICATION 

TOOLS & FORMATS
1
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7.1. Buzz & viral marketing
7.2. Guerrilla marketing

7.3. Street marketing & ambient advertising
7.4. Product placement

7.5. Branded entertainment &
Advergaming

7.6. Augmented reality

2

Topic 7: ALTERNATIVE 
COMMUNICATION TOOLS & FORMATS

References: - Clow and Baack (2018), chap. 10; De Pelsmacker, Geuens and 
Van den Bergh (2017), chap. 5
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TOPIC INTRODUCTION

• Traditional media faces challenges:
- Advertising avoidance
- Shifting media usage
- Advertising overkill
- Skepticism

New ways and 
touchpoints to reach 
consumers needed!

- Creative & surprising 
- Situated in 

unconventional places
- Engaging 
- Viral (worth sharing with 

others)

Why is alternative communication needed?

The new communication 
tools should be:
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7.1. VIRAL & BUZZ MARKETING

Buzz marketing refers to stimulating word-of-
mouth by creating something to talk about, 
giving people a reason to have conversations 
about a brand (e.g. hype about a new product 
launch or the reintroduction of a revamped 
older brand).

Viral marketing is used to spur brand users and lovers among the 
target group to promote their favourite brand to friends and 
relatives. They are put to work to spread the word about the brand or 
product online (word of mouse).

- It attempts to harness the strongest of all consumer triggers: 
personal recommendation. 

- Relies on the snowball principle  rapid exponential growth in the 
message’s exposure 



5

Daniela Buzova | Department of Marketing | Marketing Communication

7.1. VIRAL & BUZZ MARKETING
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Guerrilla marketing is defined as any 
alternative, high-impact, niche-marketing 
tactic aiming to produce the maximum result 
with a minimal investment of resources.

• Attracts attention and creates memorable 
and often unconventional and 
unexpected encounters with low-cost 
approaches

• Involves interacting with consumers 
engagement

• Creates excitement and buzz
• Alternative media (can pop up anywhere), 

take any shape or form, touch senses
• Its job is to break through to the target

7.2. GUERRILLA MARKETING
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7.2. GUERRILLA MARKETING

https://youtu.be/CDhC6LsAJgM



8

Daniela Buzova | Department of Marketing | Marketing Communication

7.3. STREET MARKETING & AMBIENT ADVERTISING

Ambient advertising (sometimes also referred to as street 
marketing and guerrilla marketing) includes original and
surprising communication actions mostly associated with 
outdoor advertising (e.g. building sites, public vehicles, street art, 
or ‘flash mobs’). 



9

Daniela Buzova | Department of Marketing | Marketing Communication

7.4. PRODUCT PLACEMENT

Brand/product placement is the paid inclusion of brand identifiers in 
editorial content (a movie, TV programme, game, or book).

• Since most characters must eat, drink, drive, use a computer, make 
a call, product placement can be seamlessly woven into the script.

• Biggest surge in 1982 – E.T. and Reese’s Pieces
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7.4. PRODUCT PLACEMENT

Types of association between a brand & the movie/ TV 
programme

a. Plot connection – the brand is 
inherently part of the story/script

b. Minor role in the story (the brand is 
visible but not used)

c. Highly prominent but not plot-
connected 
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7.4. PRODUCT PLACEMENT

• The brand cannot be easily avoided or ‘zapped’. 

• Reach and exposure are guaranteed  increased 
brand awareness. 

• Movies have a long shelf life

• Viewers’ high involvement with the movie more 
favourable attitude toward the brand

• Implied endorsement effect from (famous) likeable 
actors

• Viewers might be unaware of the placements, weaker 
perception of a commercial intent more convincing 

Advantages of product placement
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7.5. BRANDED ENTERTAINMENT
Branded entertainment integrates entertainment and advertising 
by embedding the brand into the storyline of a movie, or another 
entertainment medium (such as reality shows, plays, and songs)

• Advergames: games specifically designed and created to 
promote a brand
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7.5. ADVERGAMING

Advergaming can reach the following objectives:

Building brand/product awareness

Driving traffic

Conversion/sales

Collecting data for direct marketing

Education. Games can tackle serious topics in a 
more accessible way. 
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7.6. AUGMENTED REALITY
Augmented reality (AR) places digitally created images over real-world images 
to create a three-dimensional holographic image. 

• Its main goal is to engage consumers, extending the amount of time they
spend with a brand. 

• It must be interactive, memorable, and worthy of being passed on to 
friends and family members  viral messages

https://youtu.be/FaNtoxc-_Ww



Marketing Communication 2021-2022  
Daniela Buzova, PhD 
daniela.buzova@uv.es                                                                                                    

1 

Department of Marketing 
University of Valencia 

 
GUIDELINES FOR THE DEVELOPMENT OF A 
COMMUNICATIONS PLAN 
 
 

 The aim of this document is to provide general guidelines for the development of a 
communications campaign. Students may add subsections, tables, graphs, and 
figures where necessary.  

Format: Use either Arial, Times New Roman, or Helvetica (12 points) and 1.5 line 
spacing. The cover page of the document should include the name of the group 
(indicate if it is P1 or P2) and the names of all team members.  

The document should not exceed 50 pages. 

1. BACKGROUND 

 Describe the background around what has led to the need to develop a 
communications campaign.  

2. BRIEF 

 A brief is a document prepared by the company which provides the communication 
agency with information about the company/brand/market and serves as a roadmap 
for the creation of the campaign.  

 

2.1. Internal analysis 

 Information about the company/brand/product. 

This includes: 

a. General company information 
b. Pricing strategy 
c. Past communication campaigns 
d. Positioning 
e. Brand/product image 
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2.2. External analysis 

 a. Market situation 

b. Competitor analysis 

c. Customer analysis 

- Sociodemographic profile 

- Behaviour and lifestyle 

- Product/brand attitude 

- Demand trends 
 

 

 

2.3. SWOT Analysis 

 Identify the strength, weaknesses, opportunities, and threats of the company 

 

2.4. Communication goals 

 Examples of communication objectives: 
- To raise awareness and promote the use of X to the Y market segment from 

28 to 43 percent within 3 months, an increase of 53% 
- To mitigate the potential for negative perceptions arising from the crisis with 

brand X by reinforcing its image as an ethical brand from Y to Z percent 
within 2 months, an increase of W% 

 

2.5. Target audiences 

 Describe the target audiences you plan to reach with your campaign. You can 
use the following table if you have decided to target more than one audience 

Target Audience Profile (Who they are) 
Mature prospective clients • 55+ 

• Conservative and traditional in their attitudes 
and beliefs  

• …… 
Existing customers • 35-50-year olds 

• Frequent buyers 
• Living in urban areas (300 000+ inhabitants) 
• ….. 

 •  
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3. COMMUNICATION MIX 

3.1. Advertising (online and offline) 

 a. Goals 

b. Target audience 

c. Message: 

- Main idea/appeal (i.e., rational, emotional, etc.) 

- Creativity: executional framework 

- Advertising style: slogan, tone, music, colours, symbols, source, etc. 

- Storyboard, script, design of banners, etc. 

- Media planning  

- Media (e.g., online, print, TV, outdoor, etc.)  

- Vehicles (e.g., Instagram, Newsweek, etc.)  

- Formats (e.g., billboards, double-page spreads, banners, TrueView, 15-
sec spot, etc.) 

- Media objectives describe what the company wants to accomplish 
regarding the delivery of its brand messages and impact on the target 
audience:  

o Reach: the % of people who have an opportunity to see (OTS) a brand 
message at least once within a specified period. 

o Frequency: the number of times that an average member of the target 
audience is exposed to the advertiser’s message within a specified period. 
*As a rule, it takes 3-10 exposures to have an effect on the audience.  

Media objective example: Reach 60% of the target audience at least 
three times over a four-week period. 

d. Timing: 

- Scheduling: continuous, pulsing, or flighting 

- Consider the seasonality, holidays, days of the week, time of day, the 
lead time for your product/service, etc. 

e. Performance evaluation (KPIs)  
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3.2. Sales promotion 

 a. Justification of your choice of this tool and how it will be integrated 
in the overall communication campaign 

b. Goals  

c. Target audience 

d. Duration of sales promotion 

e. Detailed description of sales promotion tools to be used 

f. Timing 

g. Performance evaluation (KPIs) 

 

3.3. Direct marketing 

 a. Justification of your choice of this tool and how it will be integrated 
in the overall communication campaign 

b. Goals  

c. Target audience 

d. Detailed description of the direct marketing tools to be used 
(format, message adaptation, etc.) 

e. Timing 

f. Performance evaluation (KPIs) 

 

3.4. Public relations and sponsorship 

 a. Justification of your choice of this tool and how it will be integrated 
in the overall communication campaign 

b. Goals  

c. Target audience 

d. Detailed description of the PR tools to be used (e.g., if you have 
chosen a press release, you must write it) 

e. Timing 

f. Performance evaluation (KPIs) 

 

mailto:daniela.buzova@uv.es


Marketing Communication 2021-2022  
Daniela Buzova, PhD 
daniela.buzova@uv.es                                                                                                    

5 

Department of Marketing 
University of Valencia 

It is recommended to create a Timeline of your marketing communications campaign to 
visually plot when each activity is going to take place (from 1 to 12 months). This is useful 
because you can print it out and see at a glance which marketing communications activity is 
coming up, and how each activity works with the others. Feel free to use a template of your 
choice (it might be useful to divide each month in weeks). 

4. BUDGET 

 In this section, you must include your allocated budget for all planned communication 
activities. 

 
 

REFERENCES 

 Do not forget to include a full list of references (use APA style 6th Edition). 

 
 

APPENDIX 

 While this section is not obligatory, you can include here documents you consider 
relevant (e.g., questionnaires (if any), A/B tests, etc.). 
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