GRANDE PRAIRIE REGIOHAL COLLEGE
BUSIRESS ADMIRISTRATION 1
COURSE OUTLINE a8l -

Ba 103 - INTRODUCTION TO MARKETING (T. Grainger)

TEXT:

PREREQUISITE:

COORSE
DESCRIPTION:

COURSE
OBJECTIVES:

GRADING:

Basic Marketjing, MeCarthy, Shapirc and
Perreault Jr., (Richard D. Irwin, Inc.,
Homewood, Illinols) Fourgth Canadian Edicion, 1986

Nil.

The development of & strategic model and its im-
plementation is the prime focus for this introductery
course, Using the principles of product price, pro-
motion and place, plug the crucial importance of the
consumer, students will develop analybical gkills.
The case method is the primary learning vehicle,

i} Te acquaint students with terminology and

fundamental concepts of macketing,
ii} To outline the role of marketing in society and
the individual Firm.
iii} Te acquaint studenta with techniques psed in
defining and selecting target markets.

iv] To scope elements of buyer bhehavlor.

v} To survey the components of the marketing mix
to outline how the marketing mix relates to
target marketsg.

vi) To apply learning via case method,
vii] To expose students to group work.

Case ¢#1 (individual) 10%

Cage $#2 ({group) 140%

Product Quiz (individual) 10%

Case #3 (individual) 20% {equiv to mid-term
Case B4 (group) 20% exam)
Final 25%

Class Contribution L

130



Bh 109 - INTRODUCTION TO MARKETING

NOTES: 1) Class Coptribution
-responses to guestlions
-questione raiesed
=interaction with other stodents
-demonstrated initiative.

11} Cagpes
A peparate handoutr cutlines my ezxpectations for
formal, hand-in ¢ases. It is Imperarive that
it be closely adhexed to. Case analysis is,
for wvirtually all studenta, & novel Iearning
experience and accordingly extra time will be
apent debriefing it in class. Its worth in an
introductory course in marketing iz, in my
Jjudgement . unguestioned.

iil) Group Werk
Students should note the heavy emphazis on
group wotk. Clearly, the guality of gzach
student's work will be a function of his/her
cholce of group members. Students are en-
couraged to choose with whom they work with
GREPEne Cape.,

iv} Fina)
Qptiop_l: siv down individual case durlng
exam weex
Qekion 23 grovp oral prezentation during the
last week of classes plugs case
hand-in.

I have a decided preference for option 2 but
will abide by the wishes of the clasge. &
vote will be held during the term.

Y1 gtanins Syeiem
Conversjion from percentades to stanines as

tollows:

a0 - 100% 9
B0 - B85% 8
T2 - TJo% i
5 - Tl% &
37 =  G4d% L
S0 - 56% 4
45 = §9% 3
26 =  44% 2
0 - 25% 1



Ba. 92 - INTRORUCTIQN TO MAREETING

ASSTGHMENTS ¢

PUNCTUARLITY/
ATTENDANCE:

TESTS: Only those students who contact me

before a test will be permitted to
write a supplemental.

1. Barring legitimately excepricnal clreumstances
asslignmenta are due by 3:00 p.m. on the dye
date {(or in class For evening course). Late
assignments will be docked 10% per school day

late. Please note that assignments are late as
of 3105 p.m.

2. Preferably assignments will be typed. However,

50 long as they are legible they will be accepted

in handwritten form. Illegible papers will be
returned unmarked.

3. At the College level, you are expected Lo submit
assignments which are properly edited, free of
spelling and grammatical errore. Assignments
with excessive errors may be returned unmarked.

4. Students are encouraged te discuse cases amoeng
themselves. However, unlest the case is spe-
cifically designed as a qQroup paper, writeups
are to be done independently. Flaglarism will
be treated in the harshest possible terms

Classes will start on time and reviews of materlal
already covered will not be provided for late
students. While studentes are expected to attend
class regularly, attendance will pot be taXen.
Failure to attend regqularly will impact the class
contribution portion of the final grade and wall
influence my willingnesge to provide remedial
agaistance. In other words, don't ask me for help
if 1 haven't geen you in class for s=ix weeke [(bar-
ting legitimate reasons, of coursa).



BA 103 - INTRODUCTION TO MARKET1NG

COURSE
CONTERT:

FALL 1586

FINALLY: The onus iz on the student to geek help irf
required, I shall presume satisfactory
Progress and comprehension unless I hear to the
contrary. There is ne shame whatsoever in seeking
asgistance and I shall happily provide it, but Yoo
must initiate the process. Pleage do so early as
it is rather difficult to help in a eignificant way
the day before the exam,

My office hours are only a guide to my availabiliry.
Flease feel free to wander In as vou gee fit

Student progress and interest will dictate pace but,
in general terms, content will be;

Text Assignment
Week # Topic Chapters Due
1 Introduction 1
2 Introduction 2,3
3 Strategic Model 4 Caze #1
4 Congsumer: Demographice €
S Congumer: Behavioral 7 Cazae §#2
6 Consumer: Behavioral T
7 Consumer: Segmentation @
B Product: Classes 10 Quiz
a Product: Branding, 11 Cage £3
Life cycle
10 Blace 12
11 Promotion: 15
Introduction
12 FPromotien Advertising 17 case #4
13 Fromotion: Other
14 Pticing 18,19
15 Review ar Fipal Group Case
Presentations Presentation



CONSUMER ANALYSIS (BA 109}

N DEMOGRAPHICS: The market in guankitative terms

€.9. population, age, mobility, inceme, spending
patterns, language, ethnic pattern.

Furpose - to estaklish macrket size, composition

= to ldentify crends.

B. BEHAVIOURAL: The matket in qualltative terms i.e. why

* i)

What human and economic needs are consumers
attempting to satisfy? (p. #138). Do different
Begments seek to gatisfy different naeds,

ii} I8 consumer predisposed to perceiving message? How
is product perceived by consumers {l.e. pPraduct
class)? How does consumer perceive his problems,
information neads, choice criteria? Degree of
brand familiarity?

1il) AlO-Life-style analveis p. 142,
* iy} Who ls consumer, customer, decision-maker, decision
influencer, agent? How do their needs differ?
Ig role of family member relevant?
¥} Is consumption related to class, class value= and
attitudes? p. 147.
wl] Do reference groups impact purchase decision?
Position on product life eycle and adoption curves?
vil) Cultural values and attitudes - do they impact
consumption?
viii) Do consumers solve problems by
—extensive (new task)
~limited (modified rebuy)
-routine means? (straight rebuy)
Where are they in the adoption process? ip. 150}
e SEGMENTATION -poEsible?

-desjrable
~what dimensjions? p. 187
-7 gteps, p. 191



LURBENT MIx AMALYSIS (BA 109)

A. FRODUCT -%*¢class p. 210
- branding {degree nf famillarity)
~*life cycle position

-*competitive sitvation and positioning

B. PLACE -tdirect/indirect
= roles Iln channel/channel captain?
-*intensive, selective, exclusive
- degree of co-operation

oo PROMOTION -*mix of personnel selling, mass selling,
sales promction and puoblicity
- objectives

kKind of advertising

D. PRICE

objectives in relation to life cycle
1 price/flexible

list, discounts, allowances

markups

1

N.B. i) Appropriateness of mix relative consumer analysis is
normally the key t¢ problem identifjication and sound
recommendations.

i} *MNot all analyses can or must be performed. Howaever,
asterigk indicates those usually required for most
Cages.



LASE METHOD (BA 109}

This course vaed the case method as the primary learning testing

vehicle. It ig; therefore, crucilal thar etudents be conversant with
my expectatlons.

A}  FPOEMAT
The following major headings should be usad;

FPROBLEM: -concize
-in the form ¢f a guestion
+open ended BEo as to not eliminate alternatives

EXECDTIVE SUMMARY short paragraph which summarlzes recommendaticns
provides a “eneak preview®™ of direction and bias

ALTERHATIVES numbered and stated concisely

AHNARLYSIS
a) Consumer behavicuor and needs
b} Current Mix - Product
- Price
= Promotion
- Plage

N.B. appropriateness MUST be assesged

¢) Other - financial, preferences of management, anything else
which helps in analysiz of alternatives, etc,

d) Alternatives ~ advantages disadvantages plus explanatory
nokes.

e) Summary - not always reguired If one alternative ig ¢learly
superior.

RECOMMERDATIONS - numbered and action criented
MUST "solve" problem

B) REQUIREMENTS
wWritten case analyses should:
a) be typed and double-spaced on one gide of unlined 8 1/2 x
11* paper, or be handwritten legibly. Illegible papere will
be returned ungraded.
b} show pagee numbered consecutively

c) have pages held together in & booklet or stapled together in
the upper left hand corner

dl be free of errors in grammar, spelling and punctuation.




REQUIREMENTS (continued) (BA 105)

C}

e)] be written clearly and succinctly. Bravity is strenuously
encouraged but net st the expense of sound and conplete
analysis

£} fully document in foctnotes, all sources which are gquoted of
referred wo

g} employ accepted form for any footnotes, charts, tables or
bibliography

h} present lengthy calculations, in appendices rather than in
the body of the report.

l} have a tltle page

1) be clearly and logicelly organized around headings, 8q.,
PROBLEM, Market, i} Consumer

k} have a table of contents

1} be submitted on time. Only extremely exceptional circum-
gstances will justify a late case.

SUGGESTIONS

a} absorb and think about the case over & period of bLimer avoid
eEtarting "cold" shortly before the dus date

b) remember that you are not required to agree with the opinions
expressed by individuals in the case

¢} be sure that your casge rests on a ¢lose analysis of the
marXek

d) bring to bear other material from the course where it i=
relevant and useful. Use of terms and analytical technigues
are strongly encouraged

e) feel free to discuss the case with others in the class

£} consult other sources such a5 businessmen and trade litera-

ture if you wish, but it is not expected of vou



SUGGESTIONE (continued) fBA 109)

I}

g} guantify wherever possible

b} where it is necessary to make certain assumptlons in order ro
proceed willh your analysis, 1dentitry them as such and show
why they are reasonable

i} remember that since there iz noe single "right™ answer to 2
tase, you are merely expected to show what course of action,
ell things considered, would appeat to be the begt--and why

J)  remember that calling for more information is usually a pley
Lo postponé hard thought. Therefore before making such a
recommendation verify that vou have "squeezed” the informa-
tion at hand, and be sur¢ that the company can afford o
wait for the time that it would take to obtain it; then
specify in detail what information should be obtained

k) design your report for a busy, perceptlve, demanding and
action-oriented company management

1} assume that the reader of vour report is fully familjar with
the facts a8 they are presented in the case

m) get briskly to the point by avoiding windy preliminaries

n} write sconomically by eliminating verbiazge, duplication, and
barogue sentences

o) be sure that you have dealt with all of the major reasonable
alternatives to the course of action you recommend

P} 1f you ¢an't write correct English, enlist a knowledgeable
and punctilious person to purge your report of errors in
spalling, grammar and punctuatien

MARKIHG SCHEME

First cases will be marked as follows

formatc 1
analysis 7
recommen=
dations _2
10

Subsegquent cages:

format 0 {will subtract a mark for deviation from format)
analysls 8

F el Omme ne-

dations _Z2

10



{BA 1093

Plagiarism is the taking of ideas and exact worde of another and the
offering ef them as cne's own., Vlaglacflem epecifically consietes ot

copying verbatim from a book, magazine, etc; using someone else's

ideas (theory, interpretation, ete.); handing in a paper written by
someone alse.

Plaglarizm is a deceitful practice which is unbecoming of any profes-
sional business perscn. And it 18 pot to be tolerated.

The Department of Administrative Studies is concerned about plagiar-
ism within our program. Az instructors we encourage students to use
reasources whether primery or secondary to support of refute positlons
they may take. If resourcee are used, if ideas are borrowed, Iif

gonegne's axact words are used, the students Bhould document rtheir
BOUrces.

If an instructor suspects a student of plagiarism, he of che may:

1) wish to discusgs the situvation with the stedant
£) try to find the orlgina)l source

If an Instroctor agouses a student of plaglarism, he or she may
agsign:

1) a "0" for the assignment
2) a ™" for the course

1f a student accused of plagiarism wishes to contest the charge he/
gshe should

1) discuss the problem with the instructor
24) discuss the sitvation with the Chalrman of the department
3) appeal to the Executive Committee of Academic Council



AMALYSIS

Definition: To Analyze: to take to pieces, to resolve into élemants, to
examine critically part by pars

In other words, analysis sheds Tight on and makes meaningful raw data.
Qualitative or quantitative raw data 15 weve description and as such fe
worthless in terms of marks. ’

The following activities are 2 partial Tisting of analytical activities:

- compare and contrast {absolute and relative)

- comments, observations and insighls

- Judgements, conclusions and fmplications

- assessment of value, appropriateness

=~ cause/effect relations. separation of symptome and problewm
- patterns, trends. generalizations

- Ccentral tendenciac

- use of theory or model to explain data

- gt
Example a) Description: Farvson Mark
Fred a5
Joa b
Susan B
Max 45
Dagmar a0
b) Apalysis
- central tendencles - mean, median, mode, standard, deviation,
Skew, graph
- #of falls, % fails
= f of excellents, X excellent
= males do better than females
- thnse_with names with last letter before "/ do better
= gven increments of /5
- eto.
ST Y .

Analysis i3 the massaging of data with the objective of making the data
meaningful and wseful. Computers genevate data, managers analyre it [or,
at least, instruct the computer to analyre it.) It s impossible to make
good decisions based on descriptlon: analysis 15 mandatory,




WRITING STYLE: HINTS FOR STURERTS

Stydents have, quite jegitimately, complained that my expectations pertaining
te written submissions have bepen vague andfor unrealistic, To address this.
please note the following:

1. Collogquialisms - use is discouraged but if appropriate, thould be in
guotes eg. “max out”

2. Spelling - buy and use & dictionary. [In particular, please take note of
errors fdentified and learn from them,

3. Grammar - at the College Tevel, it is presumed that errors of grammar
should be rare. In particular, pleatse watch noun/verb
ggreement.

&, Possestives - a small but telling difference in English quality,
egq. the company's assets not companies assets.

5. Recurriag Errors -

Lorrect Incarvect
develop develope
definite defimte
rationale - rational
a lot alat

6. Singular/Plurs] - The following are often confused by business students.

.5; :u:‘,ﬂ Plural
iterion data
gr‘eﬁdix criteria
PR appendicet

7. Structure
Structure is key for 2 reasons:

i) organizes writer's thinking and analysis
{1} eases reader's task

By structure, I mean a systematic and logical series of titles, subtitles
and & numbering scheme.

for example:

A.  INTRODUCTION

B. AMALYSIS
1} Current S{ituation

i) Sales
1i) Competitian

a) Domestic




The importance of structure camnot be over emphasized. Failing to do
so0 creates problems, it does not solve them and no manager [ know of
wouTd accept a document of more than one page without a cohérent structure,

FINALLY: purpose or objective statements are invaluable tools and deserve
frequent use.

eg. "Qur purpose in examining competitive pressures s to highlight
their growing intensity,..."

eg. "The objective of minimizing risk oy......"

B8. Data - Charts and lengthy calculations should be in appendices, A zuggested
format for dealing with charts is:

eq. TITLE: fuestion 10

1 2 3 4 5 Towl
Raw ¥ G 4 ) i 4 21

1 28.6 719.0 #3838 2.5 §9.0 99,9
Mean

(Weighted): 2.7
Conclusions: i} Wide spread suggests.......

Also, histograms (bar charts) are useful visual tools, but should not
replace sound analysis,

5. Sundry

- Street language 15 never acceptable
eg. sort of, kinda, try and do something

- Point form 15 acceptable as long as 3t doesn't approach “punchiness”
eq. Advantage
= Cheap

- Bullet format (such as in sundry section) is another valuable structure tool.

- Unless warranted MUSH words (such as may, perhaps, could, might, etg,) are
not acceptable.

HOPE THIS HELPS. {ALOT),
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COMMUNICATION [N MARKETING

The Aydience

Proposition 12

People tend {0 see and hedr communications that are favorable or unfavorable
1o thelr predispositions, They are more T{kely to see and hear congenial
communications than nautral or hostile ones. And the more Ynterested they
are in the subject, the more Tikely it such selective attention,

Propasition 2:

Compunications that are thought to represent soame particular intarest or
characteristic of the audience are mors influential on opinion than general,
undifferentiated sources, Thus. communications directed to particular
audiences are more effective than those directed to 'the pubife at farge',

Proposition 3:

Fersons with high intelligence will tend--mainly because of their abd 19ty

to draw valid Tnferences--to be more {nfluenced than those with low intellectual
ability when exposed to pérsuasive communications which rely primarily on
impressive Togical arguments, ... and they will tend--mainly because of their
superiar critical ability--to be less influenced than those with Tow fntal-
Hgence when exposed to persyasive communications which rely primari Iy on
unsupported generalities or false, ilTogical, Trrelevant argumentation.

Praposition 4&4:

The individeal's parsonality traits affect his susceplibility to persuasion,
Proposition &:

Perzons wha are most strongly motivated to retain theis mefbership 1n a

group will be most resistant to communications contrary to the standards
of the group.

The Message
PFroposition 1:

When the audience is generally rriendly, or when your position 15 the only
one that will be presanted, or when you want fmmediate thoush temporary
epinion change, present one side of the arqument. When the audience starts
out dizagreeing with you or when 1t 75 probably that the audience will hear
the other side from ioneone else, present both sides of the arqument.




Proposition 2:

Strong appeals to fear, by arousing too mich tension in the audience, are
T=s3 effective in persuasion thanm minimal oppeoais.

Froposition 3:

in persuasive communications which present a complicated series of arguments
on impersonal topics, it 1% generdlly more effactive to state the conclusion
explicitly than W allow the audience to draw Tts own conciusions.

Proposition 4:

Nog fipal conclusion can be drawn about whether the opening ar the ¢losing
parts of the communication should contain the moye important material,

Prappsition S:

Studies tend to show moderately high retention Of opinion change over a
period of time even in the case of rather brief communications., But in some
studies Tittle effect appears w0 be retained, while in several investigations
there i3 an apparen! {ncrease in the extent of the change with the passage
of time,

Tne Communicator

Fraoposition 1

The more trastworthy, credible, ar prestigious the comunicator 15 perceived
to be, the Tess manipulative his intent s considered to be and the greater
the fmmadiate tendency to accept his conclusions,

Froposition 2:

A copmunicator's effectiveness is increased f he expresses tome views that
are also held by his audience,

Proposition 3:

What the audience thinks of a persuader may be directly influenced by what
they think of his message,

The Media
Proposition 1
Since aydience attention is self-zelective, expozure to communications in
di fferent media tends to be supplementavy, not complemantary; that s, those
who read about a topic also tend to listen, and those who pay attention at
ogne time also tend to pay attentfion at another.
Proposition £

There 15 no one medium (or type of mediun) best for everything--all media
have their ptlace, dependent upon circumsbkances,



nlld 15 CREATE ADMIRTISING THAT SCLLS 1of 3

{1, How whould you pozm, Teon your product™ The afvect of your advertlzing
an yaur salas deperids move &n thia decision than on any other,
Showld yau Pnnl_{il'l.'l CANADA EBRY CINGER ALE as & soft drink- or ps o mixer?
should you posillos SHAX] "n BAKF ks & new kind of lood or a belter wpy to
prepote & familiar Wina?
e ld yau position DOVE AS A praducl fop dry sKin Or as n pProdult whilch
grt s Rands reaily rclean”
Ite resulls of vour rampaign depend less on how your mRdvertilsing is vre-
ntol than an Row yoor prodoct 8 posilioned. Fosltioning shoyld Lo docided
pn befure the adverllsing 1w created.
Naghotang research @il heip, Lok beTore wvyou leap. Sell Lo wour prosgs
pretn, Do net wvasto Limn and mongy an olhors,

I propgle & Heneti1t. Lyulomers buy anly teo et HBLNEFLITH. Advertising appenls
ny suled appeoala np Lhe BEXREFTIS ta Le hod by @ purchaser froem o praduyct
e eI § 1O

[t je dmpuctent 1o prompge & benegfit which 18 wrldgue ard compebit Ly,

A The product aunl nelivet Uhie LEnelll you pramise,

. Arand imane, Cuesy uover!lsatent a5d fyvery commarcial shayld gantpihgle
o | he ﬂ?mhﬂl which 15 the bfand jmege, Ninety-Tive pegrcent of pil ad-
werlising 15 crenlen ad hae, Most products lack any consisbtent bmaye
Fram ane Lla anathep,
ine company Lhat dedicaté therr adverlislng Lo bualding the most sharply
delined persanality Fap their brano, will get the largest share of the

markel .

A, b Mirgtacliagss Liviert It pass Lo miva mool products an image of qualitya-
n Tipst-clagss Lickoel,
|f your advertisimg lochs ugly, consumers will vonglude thal yaur product
ur ptarr 13 shoddy, and they will be less likely La bLuy.

. van't be o bore., Nobody was euer bored Into buyiAg o producl.  Yel! mogt
adyect i3ing 18 lwpeitrons., delached, cold-and dull.,
The poblic asn'! <0 [he mapwel any day For whal you offer, just 2 zmall
yegment of the Aubliv, your prospects.
It pays to bnvelye the cuslomer. Talk Lo hep Like & humran Belag. Charm
hipr. Maks her fungry, LGet her Lu particlpate.

&. Innaypte. Starl Lrends-instasd of fallowing them. Advertising which
follows |8 o Feeheanable Fad. or 16 imitebive, i3 seldom successful.
1L pays to blaze nev trails. But innovation i3 risky unless you pretest
your dnnayation through markating cesearvch, Look nefore you leap.,

7. lle suspleipus of avargds. The pursual of creative awsrds seduces creptive

poople from the pursait of sales.
¥e hawe bepn uneble Lo establish any correlation whatever belweern awards

oAd salen.
The anly award For tne campaign vhich Ls impozlanl Ls that which contri-

butaes most Lo seles,
successful advertising sells the producl withoul draving attention to

itaellf. It rivats thée consumer's abbtanlion on tha product, or store,

f. 'sychelagical segnentatilon. Any good asgency kauws how to pasitilon pro-
ducts Far demadgraphle sigments af the markel-for men, for young children,

far young up working women, ebc.
IL nften pays Lo pesition produrts fior paychojoqical segments of Lha

matket .
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Z2af 3

Y., Den't bury news, (L 14 easinmr ta interest Lhe eonsumer in a product
when it jg new “han &l ary piher point in ibs lire. My COpYUTitars
have a fatal insdionrl far burying nevs., Mozt advertising for ney prow
duela ar stares rapiast Lne apportunity thet genylne news provides,

lh.No the whale hog, Hone adverllsing campalgne are Lon complicated.
Thay reflact a Joel af mathebilng ol joctives, Ihey embrace the divar.
gent viewa af too wmany execulives, By attempting tog much, they
schisve anthing., Tt avys Lo boil dbwn your gbtrategy to gne Sisple
promise-snd ga (he whole hog §n delivering it.

1l.festimanialssAvo ol trralevan celetivit ies, Teat lmonials commerct mle
are almost slwvaveo succesaful-ir ¥ou make them crediblia,
Fither celebritiea or real people can be affactive, But ayold irrele-
vant ecelebrities whoge Fame ha=z nao natural connectlon with Your product
9f your cyslomers, Trcelevant peiehrities steal atiention from your
preduet

l2.Froblem-salut ton dan't chertl) You el up 3 probdem thet Lhe consumer
rncnqnl?r. Then vou vhow Row vaur prodyctk can s0lva thak problem,
And you prove Lhe nolution,
his Lechnlgue has alvays beuwn atave sverags In ralas tesults. HAug
dnn'l use it unless you can dn 30 without cheatings the consumer {sn't
8 moron, she is yaur wife, vour sisterp.

13.visual demonsztratinns, If Lhey sre honest, visual demonstrations Bre
Jenerally effective in the markel place,
It pays you to visuall?s your beneflt, It sgves time. It drives the
benefit home. It is memorable,

4.5lice of Yire. TInere playeks are verny, and nost copywriters detest
them, Bot they hove solg o lat nf merchandice, and are ski]ll selling.

15. Musteal backgrooadrds, Most commercigls use musical backarounds, Hoy=
tver, on the average, musical backgrounds reduce recall of vour com-
maccial.

Very fev creatlive people aceepl Lhis (Cinding,
| fhever heard of an mgency using myusical background under 2 Aew busl-

ness presentatiaon,

l&6.Factunl vs, emotional, Factual commerciala tend Lo be more effectiva
than gmotionsl commerclale,

17.Leavbers.Commercials or advartisensnts with an BXCLting apening hold
thelr audiente st a higher level than commerclals 0 advertisements

which begin guielly,

The average person iz faeed with millians of words; plus humdreds ofF
thaussnds of words from radiso and television broadoasts, The bast
and most determined reader, listener BT wiewer can absarb anly & fraec=

tien of all that,
Your advertisement, your commercial, has te flash an idea that's Appas-

ling and pertinent to & need oy desire,

18.5%tand-ups. The stand-up pitch can be effective, if it je eliverad
with streightfForvard honesty.

‘SAnimation end cartoons, Lees Chan Five parcent of television EOmmET -
cials use éartoons ar ankmztign. They are less pecaussive than live
commercials.  The consomer camnpl tdentsfy hergalfl with the charocter
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i Lhe cartoon. And Carblnons do ndb jnwvibte belie . Tol 3
Arnamnl 1on can be helpful when you ate talking tn ehildren,

Salyayge cenmmerclala. Many commerciels which tedl poorly can ba salvaged.
The Fault revealed by bhe Lesbt can b cartected, You Cén double the effen-
Livevcas of a commnpclal gimply by re-ediling 3,

Meadl boaee . O0n the owerage, Five Limeo o meny peopla roed Lthe heaedline

us fead the body Copy.

't follows that, if you don't gsell the producl im vour headline, you have
wasted BO pervent of yaur mengy, Headlines should include the heond name and
Lhe prumise,

Benefit in headlines. Headlineg that promise a beaefit sell more than those
Lhal 4pan'L,
Naws in headlines. lime afler Lime, Lt had been Tound Lhat 1t pays Lo ine

ject genuing news pnto headlines,
The fundune? e alwasys o the Joobout For new aroducls, ofF hew inpeovemernls
in wn old prodect, or fnew ways to vE= on olo produect.

Gimple headlines., Your headline should telegraph what you wenl to say-in
simple language. Repders do nol xtop Lo decipher the meaning af obacure
headl ines,

Mow many worde in 8 headline? [n haadline tests conducted wilh the coope-
tation of & blg departmsnt szlore, 1! was fouynd trsl headlines of Len words
of lonrger sold mote gooda than short hesdliines.

In terms af recall. beadlines between sight and Len words are poasl efloc-
tive.

Ity mail-order adverlislng, headlines between =ix and Lwalve words get the
most coupon returng,

0u the aversge, long headliines sell more merchandlse Lhon shoft ones,

Locwlize headllires., In loeal advertiglng it pava to include Lhe naeme of
Ehe sity in your headline,

Selevt your prosgecls, wWhen you pduertise s product which is consumed only
by v Bpecial grouvp, 1t pays Lo “flag™ thel g@roup in your head]ire-mothers,
bed-walbters, golng te Europe?

Lorg vopy? Frospects will read, Llisten to, look ot any amouni of copy

ilf i1t it= interesting, helpful, service rendering copy. ¥hen & prospecl

iz about to make an important purchose, she {(or he) becomes wvitally
interested tn the merchandisa,..beqlin=s Lo wabtech and loak sLl, llisten Lp,
afdvzrtisements relating to the merchandise. They want sdvice. [hoy

wl!] read, listan to, snd Jook et every word of gny afd Lhal carries
intwllingently prepoarvead, interesbing, serviced rendering copy.

Stopv appaal in picture. Many aduerbigements have gotten notable resulls
with photographa which suggest e stoty, Ine regder agks hlmzellt "What
yuts on There? Then he reads the copy to find pul.

the more of IL your Inject into your ploture, toe aove people leok al your
Ravertisemant ,

Photugraphs vs, srtyork, Photagrephe work beatter theo drawings-almost

Invariobly,

Ihay attrsct more resders, generate mope appetilte appesl, are more belle-
vable, are bettar remembered, pull more coupons, and almeost olweys sell mnore
ratrhandi ss.

Hepeu. yuuy winners. GScores of great advertisemenl or commerclals have
been discearded before Lhey have begun to really pay off,

Effecl iveness can actually incresse with repetliion.




