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Advertising or Publicity?Advertising or Publicity?

??Controlled vs. uncontrolledControlled vs. uncontrolled
??Paid vs. earnedPaid vs. earned
??Noncredible vs. Third party credibilityNoncredible vs. Third party credibility
??Available funds?Available funds?
??Accuracy of communication?Accuracy of communication?

Advertising TypesAdvertising Types

?? BrandBrand
?? Retail Retail 
?? PoliticalPolitical
?? Institutional/ImageInstitutional/Image

?? BusinessBusiness--toto--businessbusiness
?? Direct marketingDirect marketing
?? SpecialtySpecialty
?? DirectoryDirectory
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Advertising AppealsAdvertising Appeals

?? Emotional AppealsEmotional Appeals ?? Rational AppealsRational Appeals

Other important factorsOther important factors……

??PositioningPositioning
??BehaviorBehavior

Writing Ad CopyWriting Ad Copy

?? PurposePurpose
?? Objective factsObjective facts
?? AudienceAudience
?? MediumMedium
?? Creative ApproachCreative Approach
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Creative ApproachCreative Approach

??VisualizationVisualization
??LanguageLanguage

One Key to Advertising: RepetitionOne Key to Advertising: Repetition

??CopywritingCopywriting
??FrequencyFrequency

Copywriting for BroadcastCopywriting for Broadcast

?? Includes TV and radioIncludes TV and radio
?? Be clear and sharpBe clear and sharp
?? Avoid clichAvoid clichéés and s and 

slangslang
?? Use smooth Use smooth 

transitionstransitions
?? Emphasize Emphasize ““youyou””
?? Avoid exaggerated Avoid exaggerated 

claimsclaims

?? Capture audienceCapture audience’’s s 
attentionattention

?? JinglesJingles
?? Interview settingInterview setting
?? TestimonialTestimonial
?? Creativity is limited by Creativity is limited by 

budget!budget!
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TV Script FormattingTV Script Formatting

?? Left side of page Left side of page 
include:include:

?? Description of visualsDescription of visuals
?? Description of soundsDescription of sounds
?? Description of Description of 

background music background music 
?? Voiceover info.Voiceover info.

?? Right side of page Right side of page 
include:include:

?? ScriptScript

Radio Script FormattingRadio Script Formatting

?? Left side of page Left side of page 
include audio include audio 
descriptions of:descriptions of:

?? Background musicBackground music
?? Voiceover info.Voiceover info.
?? Sound effectsSound effects

?? Right side of page Right side of page 
include:include:

?? ScriptScript

Remember with BroadcastRemember with Broadcast

??You buy timeYou buy time
??Higher the viewer or listener ratings, the Higher the viewer or listener ratings, the 

more expensive the ads will costmore expensive the ads will cost
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Print CopywritingPrint Copywriting

??AttentionAttention
??RepetitionRepetition
?? InterestInterest
??DesireDesire
??CredibilityCredibility
??Call to action > be specific!Call to action > be specific!

Newspaper AdvertisingNewspaper Advertising

??DisplayDisplay
??ClassifiedClassified

Magazine AdvertisingMagazine Advertising

??Appeal to specific audiencesAppeal to specific audiences
??ShelfShelf--lifelife
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Remember in Print Advertising:Remember in Print Advertising:

??We buy spaceWe buy space
??Color costs moreColor costs more
??Location costs moreLocation costs more
??Can get priceyCan get pricey

Web AdvertisingWeb Advertising

??Two types: Banners and popTwo types: Banners and pop--upsups
??Quick bursts of informationQuick bursts of information
??Generate clickGenerate click--throughsthroughs

Direct Response AdvertisingDirect Response Advertising

??Direct mailDirect mail
??Mail orderMail order
??Unmailed direct advertisingUnmailed direct advertising
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Other Advertising TypesOther Advertising Types

??Outdoor AdvertisingOutdoor Advertising
??Transit AdvertisingTransit Advertising

Any Questions?Any Questions?


