Persuading Consumers




Chapter 7 Learning Objective@

7.1 To understand the elements and
persuasive capabilities of
communication, as well as the barriers to
effective communication.

7.2 To understand the distinctions
between broadcasting and
narrowcasting.

7.3 To understand how to design
persuasive messages effectively.

7.4 To understand the effectiveness and
limitations of prominent advertising
appeals.

7.5 To understand how to measure the
effectiveness of advertising messages.



Humor and Fear Appeals
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Learning Objective 7.1

7.1 To understand the elements and
persuasive capabilities of
communication, as well as the barriers to
effective communication.
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FIGURE 7.5 Communication Model



- Communication 1s the transmission of a
message from a sender to a receiver via a
medium of transmission.

The five basic components of communications

are: sender, receiver, medium, message and
feedback.



— Senders encode their messages using words,

pictures, symbols, spokespersons and persuasive

appeals.

— Receivers decode the messages; to be persuasive,

the messages must be decoded as the senders

intended.

— Advertising appeals are the encoding used by
marketers, and include humor, fear, sex, and

comparative appeals.

— communication feedback, which alerts the

sender as to whether the intended message
was received



Communications
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FIGURE 7.6 The Importance of Interpersonal Communication



- impersonal communications:

are messages that companies transmit through
their marketing departments, advertising or
public relations agencies, and spokespersons.

- The sources of interpersonal
communications: * A formal communications
source represents either a for-profit or not-for-
profit organization (e.g. a salesperson).

*An 1nformal source might be a
parent or a friend who gives
product information or advice.




* The key factor underlying the persuasive
impact of messages is the source’s credibility
(the extent to which the receiver
trusts/believes the source sending the

message.



- Media are the channels for transmitting

communications.

- 1) Traditional media are the original
communications channels that advertisers have
used and are generally classified as print and

broadcast.

* 2) New media are online channels, social

networks and mobile electronic devices.



Communication
Interference

* Selective exposure

¢ Time shift

* Psychological noise

® Overcoming psychological noise:
® Repetition
® Contrast

° Digital technolo gies

e Effective positioning and providing value



 Selective exposure refers to consumers’
selectivity in paying attention to advertising

messages.

a) Technology provides consumers with

greater ability to control their exposure to media.

b) Viewers can time shift by recording TV

shows and may skip commercials when they

watch them at their leisure.

. string



- Psychological noise includes competing
advertising messages or distracting thoughts
that can affect the reception of the
promotional message.

a) Strategies to overcome or limit
psychological noise include:

1-  Repeated exposure to an advertising
message (principle of redundancy)

2-  Using contrast: featuring an unexpected
outcome, 1ncreasing sensory input, identifying
message appeals that attract more attention.

3-  Customizing messages via monitoring
on digital technologies

b)  Positioning and providing value are the
most effective ways to ensure that a
promotional



Discussion Questions

® How have informal sources affected your

decision as a consumer?

® Which informal sources are the most

powerful? Why? When?




Learning Objective 7.2

7.2 To understand the distinctions
between broadcasting and
narrowcasting.

- Traditional media is synonymous with
broadcast media (or mass media) and
consists of channels where all receivers
receive the same one-way messages
from marketers (i.e., they cannot send
direct responses to the message
sources).




Comparison

Traditional media

® Broadcast

® One-way

* Directed at groups

® Not customized or

Interactive

® [ ess accurate

feedback, delayed
feedback

New media

® Narrowcast
® Two-way

® Addressable
¢ Customized
® Interactive

° Response—

measurable



New media are channels of narrowcasting,
defined as means that permit marketers to
send messages that are:

Addressable and directed to specific
persons rather than groups of consumers.

Customized, and based on data gathered
from tracing consumers’ surfing and clicks
online, iIn combination with other
information, to either small groups or
individual consumers.

Interactive because, in most narrowcasts
, an action by the consumer—in the form of
a click on a link or banner—triggers the
transmission of a message.

More response-measurable than
traditional broadcasted ads because
communication feedback 1s more accurate
and received sooner.



- Addressable advertising consists of
customized messages sent to particular
consumers.

a) These messages are based mostly on
the consumers’ prior shopping behavior,
which marketers have observed and analyzed.

b) Some of this data comes from data
aggregators that use data from users’
browsers, Google, Yahoo!, and Facebook to
build models that marketers in turn use to
design the different ads customers see.



Discussion Question

e How are cable operators making

advertisements more addressable?

e How do you feel consumers will react to
cable operators' use of data to make ads

more targeted?



Learning Objective 7.3

7.3 To understand how to design
persuasive messages effectively.



Messages

® Verbal, nonverbal or both

® Steps for sponsor (individual or organization)

® Establish objectives
Create awareness
Promote sales
Encourage/ discourage practices
Attract patronage
Reduce dissonance

Create goodwill/ favorable image
® Select medium

® Design (encode) message



Message Decisions

® Images and text
® Message framing
® One-sided vs. two-sided messages

e Order of presentation



Images and Text

FIGURE 7.7 Nonverbal Communication



Message Framing

Discussion Question:

When should a marketer use positive message

framing? Negative message framing?




One- vs. Two-Sided
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FIGURE 7.9 AnTlhustration of Comparative Advertising



Order Effects

Discussion Question:

When should marketers rely on the primacy
effect? When should they rely on the recency
effect?



Learning Objective 7.4

7.4 To understand the effectiveness and
limitations of prominent advertising
appeals.



Comparative Ads

° Sophistication
L Negativity
e Gender

® Promotion vs.

Prevention-focused

® Reasonable factual

evidence




Fear Appeals

® When do they

work?

® When are they
unlikely to work?
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FIGURE 7.11 A Fear Appeal: Discouraging Distracted Driving



Understand
reaction and
previous

experiences

Beware the

boomerang effect

Behavior change
long and

cornpleX process

Study
relationship with
action and

anXiety

Guidelines for Fear
Appeals

Determine
whether rational

or emotional fear

appeal
Repeat
advertising over

the long term
Accept that some

addicts may not

respond

Consider

alternatives



Humor Appeals

What are some key
findings related to the — T
effectiveness of

humor appeals?

FIGURE 7.12 A Humorons Appeal: Parents Daydream abont Their Chil-
dren “Disappearing” while Vacationing at Ving Resorts



Sexual Appeals
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FIGURE 7.3 A Sexud Appeal:-ALT Magazine



Timeliness Appeals

TABLE7.1 Advertising Appeals During Economic Downturn

OBJECTIVE

CAMPAIGN THEME

Restore confidence in banks

Make people feel good during down
Economic fimes

Attract consumers who became more sensible

Attract buyers who feel uncomfortable about
buying real estate

“Comfort marketing”: appeal to nostalgia

Encourage consumers who are short on cash to
paint and renovate their homes themselves

Humor; “We love Chase and not just because
they have a million dollars”

Happiness: Bank of America: “Bank of oppor-
tunity"; Coca Cola; “Open happiness™; Westem
Union: “Yes"; Ads for a Broadway show promise

“a happy moment” during “challenging times”
and predict better times ahead.

Advertising so products seem affordable and
sensible rather than indulgent and fabulous, Not
appealing to conspicuousness or status. Avoiding
aspirational advertising.

Initially. an ad for an NYC condo proclaimed
“not just an address, it's an attitude.” and showed
beautiful young people dining out or shooting
pool. During the economic downturn, new mar-
keting materials promise “clean styling and at-
tractive pricing,” and feature a child reaching for
a Juice box at a local market and an older gentle-
man leaving the building with his dog,

Bringing back vintage characters, themes, and
Jingles to evoke past fond memories that make
shoppers feel better about buying products now.
Reassuring consumers who demand value for
their money that they are buying products that
have stood the test of time.

Selling paint: The marketers chose not to show
people painting walls or interiors, because such
ads remind people that painting is a mundane
chore. [nstead, they atiempted to position paint
as the mind-space of the consumers and appeal
to their imaginations and emotions. For example,
one ad states that; “To others, a wall 1s 2 canvas,
an invitation, a blank slate™ the voiceover con-
tinues. to a lush soundtrack: “The right color can
turn any wall into so much more.”




Learning Objective 7.5

7.5 To understand how to measure the
effectiveness of advertising messages.



Measuring Feedback

® Interpersonal communications = immediate

feedback

e How are sales effects different from

persuasion effects?

e How are persuasion effects different
from media exposure effects?







Objectives

® Describe the nature and types of

advertising

* Explore steps in developing an advertising
campaign

® Identity responsibility for developing
advertising campaigns

* Examine public relations tools

o Analyze how public relations is used and

evaluated



The Nature and
Types of Advertising

* Advertising — paid nonpersonal
communication about an organization and
its products transmitted to a target audience
through mass media

® Promotes anything advertisers want to publicize



Types of Institutional
Advertising

e Institutional — advertising that promotes

organizational images, ideas, and political issues

o Advocacy — advertising that promotes a

company’s position on a public issue



Types of Product
Advertising

® Product advertising — promotes the uses,

features, and benetfits of products

® Pioneer — focuses on a product category by
informing potential buyers about the

product

* Competitive — points out a brand’s special
features, uses, and advantages relative to

competing brands



Developing an
Advertising Campaign
® Advertising campaign — the creation and

execution of a series of advertisements to

communicate to a particular target audience



Steps In Developing And
Implementing An Advertising

Campaign

1§ Evaluate advertising effectiveness

7/ Execute campaign

1 Create advertising message

1| Develop media plan

|| Determine advertising appropriation

¢ {| Create advertising platform

"4l Define advertising objectives

' || Identify and analyze target audience




Creating the Advertising
Platform

o Advertising platform — basic issues or selling
points to be included in an advertising
campaign

® Important to customers



Determining the
Advertising Appropriation

* Advertising appropriation — budget for a
specific time period
® Geographic size of market
® Distribution of buyers
* Type of product

® Firm’s sales volume vs. competitor’s sales volume

* Appropriation for business products VS.

convenience items



Twenty Leading
National Advertisers

B s B
Advertising Advertising
Expendifures US, Sales Expenditures
Organization (8 millions) (5 millions) U of Sales
1. General Motors 1,997 134380 10
2. Prodter & Gamble 3920 1688 165
3, Time Warner 183 BN 08
4, Plizer 19571 19519 100
5. SBC Communications 2687 10,787 66
6. DairlerChrysler 2462 80224 3l
1. Ford Motar 145 100,208 15
8, Walt Disney 14 1012 93
9, Verizon 2197 09,269 12
10. Johnson & Johnson 1176 nm 78
11, GlatoSmitikline 1628 1713 104
12, Sears Holding 1823 31,230 58
13, Toyota Mator 1821 55,007 13
14, General ectric 1819 90954 0
15, Sony 1,669 19741 84
16 Nissan Motor 1540 3409 44
17, Altia Group 139 10,966 15
18, McDanald's 1389 24300 51
19, ['Oreal 1341 41 185
0. Uniever 1319 11,51 17
Source: Adverfising Age, June 27, 2005, pp. 52, 53, 18,




Techniques in Determining
Advertising Appropriation

® Objective-and-task — determining
campaign objectives and the tasks needed

to obtain objectives

® Percent-of-sales — multiplying the firm’s
past and expected sales by a standard
percentage

* Competition-matching — matching
competitors advertising outlays

* Arbitrary — budget specified by high-level

executive in the firm



Developing the Media
Plan

e Media plan — specifies the media vehicles to
be used and the schedule for running
advertisements

® Reach and frequency

® Cost comparison indicator — compares the
costs of ad vehicles in a specific medium in
relation to the number of people reached

® Media schedules — continuous, flighting, and

pulsing



Advertising
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Advantages/Disadvantages
Of Major Media Classes

(¢1TTSTEH ADVANTAGES AND DISADVANTAGES OF MAJOR MEDIA CLASSES

Medium ~ Advantages Disadvantages

Newspapers  Reaches lrge audience; purchased fo be read; geographic ot sfective for socioeconomic groups o farget market,
flexibiity; short lead fime; requent publicaton; favorable for  shortlfe mited reprodicion capabilte; large advertsing
cooperafive advertising: merchandising senvices Voltme fmits expostre fo any ane advertsement

Magazies  Demographic selectvity; good repraduction; long lfe High costs; 30-10 day average lead tme; high levelof
presige; peographic selectviy when regional ksuesare — competitan it reach; communicatesless frequently
avalable; read in leisurely manner

Directmail  Litfle wasted circulation; highty selectve drculafion Very expensive; lacks editoral confent b afract readers;
controlled by advertiser, few distractions; personal; often thrown away unread as unk mall; aiticized as

sfimulates actions; use of novelty, rlatively easy fo invasion of privacy, consumers must choose fo read fhe ad
meastre performance; hidden from competitors

Radia Reaches 95 perce of consumers; highly mobile and flexble:  Lacks visual imagery; short fe of message; liteners”
very low relaive costs; ad can be changed quickly; attention fimited because of other activites: market
high lexel of geographic and demographic selectiviy; fragmentation; dficulk buying procedures; imited media
encourages use of imagination and audience research

Television  Reaches large audiences; high frequency available Very expensive;highly perishable message: sie of audience
dual impact of audio-and video; highly visble: high prestige; ok guaranteed; amount of prime fme limited;lack of
geographic and demographic selecivity,dificultto ignore slectity n frget market

Intemet ~ Immediate response: potentialto reach a predsely (Costs of predise fargefing are high; inappropriate ad
fargeted audience: abilty to rack customers and buid placement:effects dificult fo meastrer concerns about
databases; highly ineracfive medium security and privacy

Yellow Wide availabiity; action and productcategory oriented: Matket ragmentation; exiremely localzed; slow updfing:
Pages lowi relaive costs; ad frequency and longevity, noninfrusive  ack of creativty: long lead times; requires large space to
be naticed

Outdoor ~~ Allows for frequent repetiion; low cost message canbe ~ Message must be short and simple; no demographic
placed cose bo point of sae; geographic selectnity; selectivity seldom aftacts readers'full attention
aperable 24 hours a day; high areafivity and effectveness  crificized as fraffc hazard and blight on countryside:

much wasted coverage: limited capabiltes

Srces; Wilim F. Avens Cotamparary Advetisng (Bur Ricge, L ranyMcGrawe i, 204): Ceorge E Belch and Michad Bech Advertang and
Framation (Burr Ricge, L iy G-, 2004)




Creating the
Advertising Message

¢ Product Features

® Characteristics of target audience
* Campaign objectives

® Choice of media

° Magazines: regional issues



Geographic Divisions for
Iime Regional Issues

I Southeast I West Central
I New England l East Central . Pacific Southwest

I Eastem I Southwest I Pacific Northwest




Components of
Advertising Message

* Copy — verbal portion of ads
° Storyboard

e Artwork — illustrations and layout
® [llustrations

® Layout



1)
2)
3)
4)

>)

Guidelines For Body Copy

ID Specific Desire/Problem
Recommend Product

State Product Benefits
Substantiate Claims

Ask For Buyer Action



Signature Elements

Trademark
Logo
Name

Address

Attractive
Le gible
Distinctive

Easy to Identify



Radio Copy

e Informal
e Conversational

® Perishable

® Short, Familiar Terms



Evaluating
Advertising Effectiveness

® Pretests — evaluation of advertisements
performed before a campaign begins

e Consumer jury

® Posttest — evaluation of advertising
effectiveness after the campaign
® Recognition
® (Unaided Recall
® Aided Recall



Who Develops the
Advertising Campaign

® Individual
L Department

L Agency



Public Relations

Communication efforts used to create and
maintain favorable relations between an

organization and its stakeholders



Public Relations Tools

* People

e Publicity —
® Places communication about
® Ideas the organization and/or
* Activities its products transmitted
e Countries through mass media at
no charge

— News release

— Feature article

— Captioned
photograph

— Press conference




Possible Issues
For Publicity Releases

B
Changes in marketing personnel Packaging changes
Support of a social cause New produds
Improved warranties New slogan
Reports on industry conditions Research developments
Netw uses for established products Company’s history and development
Product endorsements Employment, producion, and sales records
Quality awards Award of contradts
Company name changes Opening of new markets
Interviews with company offcals Improvements in inancial position
Improved distrbution polices Opening of an exhibit
International business efforts History of brand
Athletc event spansorship Winners of company contests
Visis by celebrites Logo changes
Reports on new discoveries Speeches of top management
Innovative marketing actvites Merit awards
Economic forecasts Anniversary of inventions




Evaluating
PR Effectiveness

e Environmental Monitoring
e PR Audit
e Communications Audit

® Social Audit



Dealing With
Unfavorable PR

® Prevent Negative Incidents

e Establish Policies & Procedures
* Expedite Coverage

* Be Forthright

® Take Prompt Action



Adpvertising is the means of informing and influencing a vast audience to buy a product or
service through visual, oral or written messages. Advertising can be described as a paid form
of non-personal presentation and promotion of ideas, goods or services. A business that
wants to step into markets and make a mark definitely needs advertising. There is hardly any
organization that does not advertise these days. Advertising can be done through various
media such as newspaper, magazines, television, radio, posters, hoardings, billboard and in
recent times, the internet.

Nature of advertising

Advertising is the prominent element of the promotion mix. Advertising has a huge reach

and is pervasive in nature. Here’s more about what an advertising message should have:
Attention
The term ‘advertising‘ is derived from the Latin word ‘advertere’ that means ‘to turn the

attentiquekdjvery piece of advertising attempts to seek the attention of your audience

toward: roduct or service. ) .
Had a unique selling

Often, the advertiser need fpdjsositioRnique selling proposition (USP). This unique selling
proposition makes the product or service stand out of the crowd. Advertising attempts to

persuade and influence the audience through the different kinds of appeal. Visually

attractiv
advertisement uses crisp information and focuses on the visual treatment to convey the e

messpge. isualielomrnis bagd idthe dvepisgmantadintmly ey the mgeeAion A
ngv@clrst?s1ng “broadens the knowledge of the consumers. With this nature of G¥@veatiiHig

consumgffefipdd have the know how of the products, brands or services that exist in the
market. In fact, every product or service is d%saiﬁ%%c; in a way to keep the consumers

. S
X‘ﬁbsr@ om print platforms like newspapers and magegiaes, its presence can now also be
seen in audiovisual platforms like, films, hoardings, banners and many such promotional
campaigns.

Scope of advertising

Advertising is often regarded as the most important means of marketing a company’s
services and tools. The scope of advertising is to communicate a message to current
customers or potentially target new customers. It helps a company get a message or a piece

of information across to their customer base regarding a new product or special deal.
Scope of advertising b

There is always a budget allegpged for advertising and promotion within the marketing
budget. The budget allocated should be in coordination with the type of advertisement the
organizg%ién wants. The resqurces and other rec}ujgements are to be lﬁe t in mind for the
a
¢

doe PSio advertising
B%lc% i uagetn is decided, thelis@kBliazg plan can be projected further. A detailed scope of

work that deliverables require can be outlined. Agencies can now develop a proposed
sour c§ ope of advertising by allocating
Foret&athve work, allocgslpgetihippe of deliverables (TV, online, mobile, press, magazine,

etc) based on the previous carnipaign requirements can be more insightful after the previous
Scope 0 advertising b

E)lr%l'e the deliverables are aligpatggdyadvertising agencies can define the strategic

requirements by




brand or category and develop a scope of work based on past requirements and remuneration
for similar strategic deliverables.

Benefits of advertising

Advertising is a huge industry. It has created opportunities for various domains. The benefits
of advertising include:

Launch of a new
Advertising plays very significanprelguiétihe introduction of a new product in the market. It

stimulates the speople to buy or know about a product.
Increases

It helps the manufacturers to expand their markets. It opens the horizons for new markets for

the proﬁgaggls@t@ervice.

Advertising facilitates mass production to goods that ultimately results in a raised volume
of salesl§§&Rs the competitive spirit
Advertising helps in keeping #lisy gompetition and the competitors at bay. It keeps a regular

check on the performance of your brand or product.
Creates

Advertising builds goodwill of a brand. Advertising is a crucial source through which thg
audiencgog@ito know about a brand or product. If a company is spending on advertisement,
it mean%}%%i%%re to make their consumers aware. This increases the goodwill of a brand.

Every place has a rich pool of strategic and creative minds, media and professionals. And
ever %m §sing organization possesses such talents.
Y ontglsmegr £ P

Advertising is educational and dynamic in nature. It educates the customers about the new gw
roduct, eir diversifications.
productyangsts

Advertising aims at establishing a direct link between the manufacturer and the consumer.

This ru k@ltlt the possibility for a middlemen to be involved in between.
reates

Advertising provides and creates more employment opportunities for many talented p@ﬁﬁip
in the ipgsért:

The experience of the advanced nations shows that advertising is greatly responsible for
raising the

living standards of the people. In the words of Winston Churchill “advertising nourishes
the consuming power of men and creates wants for a better standard of living.” By
bringing to the knowledge of the consumers, the choices available to them, advertising has
transformed the world.

Steps in Advertising Process



2. Step 2 - Knowing the Objective: one should first know the objective or the purpose
of advertising. i.e. what message is to be delivered to the audience?

3. Step 3 - Research: this step involves finding out the market behavior, knowing the
competitors, what type of advertising they are using, what is the response of the
consumers

availability of the resources needed in the process, etc.

4. Step 4 - Target Audience: the next step is to identify the target consumers most
likely to buy the product. The target should be appropriately identified without any
confusion. For e.g. if the product is a health drink for growing kids, then the target
customers will be the parents who are going to buy it and not the kids who are going
to drink it.

5. Step 5 - Media Selection: now that the target audience is identified, one should select
an

appropriate media for advertising so that the customers who are to be informed about the
product and are willing to buy are successfully reached.

6. Step 6 - Setting the Budget: then the advertising budget has to be planned so that
there is no short of funds or excess of funds during the process of advertising and
also there are no losses

to the company.

7. Step 7 - Designing and Creating the Ad: first the design that is the outline of ad on
papers is made by the copywriters of the agency, then the actual creation of ad is
done with help of the art directors and the creative personnel of the agency.

8. Step 8 - Perfection: then the created ad is re-examined and the ad is redefined to
make it perfect to enter the market.

9. Step 9 - Place and Time of Ad: the next step is to decide where and when the ad will
be shown.

The place will be decided according to the target customers where the ad is most visible
clearly to them. The finalization of time on which the ad will be telecasted or shown
on the selected media will be done by the traffic department of the agency.

10. Step 10 - Execution: finally the advertise is released with perfect creation, perfect
placement and perfect timing in the market.

11. Step 11 - Performance: the last step is to judge the performance of the ad in terms of
the

response from the customers, whether they are satisfied with the ad and the product, did
the ad reached all the targeted people, was the advertise capable enough to compete
with the other players, etc. Every point is studied properly and changes are made, if

any.

Fundamantal of AC:-

As various new marketing channels have risen to significance, advertising (both print
and online) has continued to chug along, helping marketers provide information in a
more detailed and more openly promotional (at times) manner than the online world
often finds permissible. In a world with short attention spans, print advertisements
still present a clear branding opportunity. They also offer the advantage of “shelf
life” in that print ads can be accessed over and over. This is quite a contrast to a
tweet, for example, which may only have a “shelf life” of three minutes. While some
may think that the golden age for advertising has come to an end, the fact is that
advertising remains a powerful and relevant way to get your marketing message to



with the target you are trying to reach, i.e. engineers look for more technical copy whereas
top management might prefer a “less is more” approach.

2.Make sure you measure

This will be a fundamental aspect of almost every tactic we’re going to discuss in this series.
It’s no secret that we are living in an era of accountability. Do not accept the idea that
advertising, including print advertising, cannot be measured. In fact, there are numerous
ways to track how your advertising campaign is performing. With our own clients, we’ve
seen the use of special landing pages — URLs that can only be accessed by typing that
specific URL into a browser. By tying a special URL to a specific ad, you can track with
greater accuracy how many potential leads that ad is driving. With CRM software and web
analytics, you can track the behavior of that special URL visitor and determine how many
leads convert to sales. We’ve also seen clients use a dedicated email address and even
unique phone numbers.

3.Have an objective

Too often, ads appear in a way that can best be described as haphazard, either in terms of the
ad’s design, the ad’s placement, or where the ad links to if it’s an online ad. Make sure you
have a clear objective that you want your advertising to fulfill. If you are introducing a new
product, perhaps you want to set a goal of your ad creating a certain number of sample
requests. If you are promoting a white paper or a webinar, make sure that your creative and
your ad placement appeal to the people in your audience who would want that kind of
content. Your objective will guide every important decision you will ultimately make about
the ads you use in your campaign.

4.Understand the importance of selecting audited publications

When considering the print part of your campaign, remember the importance of selecting
audited publication where possible. Audited publications (BPA Worldwide and ABC are the
two leaders) provide the confidence of knowing that the target audience you are trying to
reach actually qualify for and receive the publication.

Even if your ad showcases the best creative in the industry, if the right people are not seeing
it, it will not do you any good. Rather than advertise in publications just because they have
the lowest cost or the largest circulation, advertise in the publications that offer the BEST
circulation for your specific audience.

5.Weighing the benefits of frequency versus dominance

Some advertisers like to pepper away at their audience on a monthly basis to make sure their
message gets through (we call that frequency). Others like to do the big splash (think Super
Bowl). We call that dominance. Both approaches have merit.

Typically, if you have to choose between the two, general advertising principles dictate that a
strong program built on frequency is better use of your budget than a big splash but if your
big splash is around the biggest trade show of the year where all of your customers and
prospects are going to be, than dominance may be the right prescription. As with most
things in life, this issue is not black and white. Each case must be reviewed on the merits of
each approach to see which is right for your company. In the online world, remember that

irmnraccinne ara nat tha macin nimhor vran ara lanl-dna far avian thanah that 10 a numhare



