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In Chapter 3 you learned about the strategic planning process and saw how various 
elements of the marketing and marketing communications mix converge in a master 
plan of some kind. The role and nature of the individual plans—the plans for advertis-
ing, direct response, interactive, sales promotion, public relations, experiential market-
ing, and personal selling—are the focus of the remainder of the book. Separate external 
organizations may be responsible for developing these plans. Therefore, in the planning 
and development stages there is much communication between a company and its 
external suppliers.

This chapter will focus specifically on one aspect of advertising: the development 
and implementation of the message. The initial section discusses some fundamental com-
munication concepts that are common to all components in the marketing communica-
tions mix. It is followed by a discussion of the creative planning process. Creative planning 
relies upon essential input from the marketing plan and involves the development of a 
separate plan that outlines the creative objectives, creative strategies, and creative execu-
tion (tactics).

Communications Essentials
The marketplace is dynamic, and consumers are exposed to hundreds of messages each 
day from all kinds of sources. What do consumers recognize and recall at the end of the 
day? Can they say with certainty they saw a posting about Molson Canadian on their 
Facebook news feed? Can they recall who the NHL hockey player is in a Sport Chek TV 
commercial? Do they recall the name of the bank that says: “You’re richer than you 
think”? The answer is not likely. In very simple terms, there is so much commercial clut-
ter out there that consumers remember very little. The challenge, therefore, is to develop 
a message that will break through the clutter and leave a lasting impression on the audi-
ence. Easier said than done!

An understanding of the communications process and how consumers receive and 
interpret messages is essential. In Chapter 1, various consumer behaviour concepts were 
introduced—concepts such as needs and motives, attitudes and perceptions, and refer-
ence groups and family influences.

Communication is defined as transmitting, receiving, and processing informa-
tion. Communication occurs when the message that was sent reaches its destination in a 
form that is understood by the intended audience. Simply stated, an organization  develops 

After studying this chapter, you will be able to

1. Identify the basic elements of the communica-
tions process

2. Explain the various stages of creative planning

3. Explain the role of a creative brief and describe 
the content of such a document

4. Distinguish among creative objectives,  
creative strategies, and creative execution

5. Describe the role of creative objective 
 statements

6. Appreciate the variety of appeal techniques 
for!developing creative strategies

7. Identify various execution techniques for 
best!presenting creative strategies

Learning Objectives

communication The transmission, 
receipt, and processing of information 
between a sender and a receiver.
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a message, selects the right media to deliver it, and, if all things are planned effectively, it 
will reach the consumers and have an impact on them. Developing the message is referred 
to as encoding; that is, the message is transformed into some attention-getting form, 
such as a print advertisement, a direct response mailing piece, an article about the prod-
uct in a newspaper, and so on. The message is then transmitted, usually by the media 
(television, radio, newspapers, magazines, outdoor advertising, online, and so on). Refer 
to Figure 4.1 for an illustration.

In the delivery of the message, however, certain complications arise along the way. 
For example,

The message was not in line with customer attitudes.

The message did not reach the intended target with the desired frequency.

The message delivered by the competition was more convincing.

The competition spent more on advertising and had higher share of mind.

New competitors entered the market and invested heavily in advertising.

Circumstances such as these are referred to as noise; they dilute the impact of an 
advertiser’s message. Whether or not a message breaks through the clutter is usually 
determined by the relationships among three factors: the quality of planning when devel-
oping message strategy, the execution of the plan being on target with the right timing 
and frequency, and the impact of competitive messages. The advertiser has control over 
the first two factors but no control over the third.

Competing products are sending very similar messages to the same target market, 
creating noise. The objective, therefore, is to break through the noise. To do so, the mes-
sage must be relevant to the consumer. For instance, the product’s benefits must satisfy a 
need or suit the lifestyle of the target and be presented in such a manner that the brand 
becomes a preferred alternative.

If the message does not break through (if it is perceived as dull, uses the wrong 
types of appeals, or is simply confusing to the target), no action will occur. Lack of 
action indicates a need to revisit the creative strategy and execution and make changes 
where necessary. For example, many soap and skin care brands make similar claims 
and usually include good-looking females in their ads. Some years ago, Dove, in an 
effort to stand out, launched a “real beauty” campaign that encouraged women to 
celebrate themselves as they are. It was a bold and compelling message that regular 
women of all ages and sizes identified with—it broke through the clutter. The love-
your-beauty attitude expressed by Dove led to the launch of many new Dove skin 
care products.1

Sender
(Brand A)

Encoding
(Message)

Transmission
(Media)

Decoding

Noise

Consumer ResponseFeedback

Receiver
(Consumer)

FIGURE 

4.1 The Communications Process

encoding The transformation of a 
message into a meaningful format, such 
as an advertisement, a mailing piece, or 
an article in a newspaper.

transmission The sending of a 
message through a medium such as 
television, radio, newspapers, magazines, 
outdoor advertising, online, and so on.

noise Any potential form of disruption 
in the transmission of a message that 
could distort the impact of the message; 
competitive advertising or the clutter of 
advertising messages in a medium are 
forms of noise.
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A consumer passes through a series of stages on the way to taking action. Advertising 
can influence the consumer at each stage. One such model is referred to as ACCA—
awareness, comprehension, conviction, and action. This model is part of a theory called 
DAGMAR, which stands for Defining Advertising Goals for Measured Advertising 
Response. An advertising goal is a specific communication task to be accomplished 
among a defined audience in a given period. The task should be measurable, with bench-
marks in existence to assess achievements.

The effectiveness of an advertising campaign is usually linked back to this model. For 
example, an advertiser wants to know (in percentage terms) the level of awareness of its 
product among the target market, and whether or not it is perceived as being a preferred 
brand. Furthermore, the advertiser may want to know what percentage of the target 
market has tried the product (in the case of a new product campaign). Post-campaign 
marketing research studies measure the achievement of the objectives.

An advertisement (or campaign) that achieves good scores with respect to awareness, 
comprehension, and conviction is likely to succeed. The desired action in the form of 
someone buying the product will likely occur. To protect its investment in advertising, an 
organization may also conduct marketing research while the message strategy is in the 
development stage. The message is tested for likeability, persuasiveness, and likelihood of 
purchase. Research measures that exceed the norms of other products in the category 
would suggest the advertiser is onto something. The various marketing research 
 techniques used to evaluate advertising effectiveness are discussed in Chapter 12. The 
following is a description of each behaviour stage:

Awareness: In this stage, the customer learns something for the first time. In an adver-
tising context, a message tries to plant the brand name and the primary benefit offered 
in the customer’s mind. Awareness can be measured by aided and unaided recall tests.

Comprehension: At this stage, the consumer is expressing interest. The message is 
perceived as relevant. The brand is evaluated on the basis of need satisfaction. It is in 
the consumer’s cognitive realm and becomes a candidate for potential purchase. A like 
or dislike for a brand can be measured using attitude scales.

Conviction: At this stage, the consumer expresses stronger feelings toward the brand 
based on the perceived benefits it offers. The brand has moved higher in the consum-
er’s frame of reference and become a preferred brand in his or her mind. In other 
words, a new attitude or a change in attitude about something has occurred. There 
may be sufficient motivation to take action and buy the product.

Action: At this stage, the desired action occurs. The consumer buys the brand for 
the first time, visits the dealer showroom, or calls that 1-800 number!

This is the beginning of a customer relationship. An organization will invest a con-
siderable amount of money in advertising and other forms of marketing communications 
to achieve one basic goal: to get the target customers to buy the product. The message 
delivered by marketing communications is nothing more than a promise—a promise that 
motivates someone to buy. The product must then live up to the expectations created by 
the marketing communications. As we say, no amount of advertising can make up for a 
shoddy product.

A second theory of communications revolves around the degree of involvement the 
consumer has with a product in the purchase decision-making process. The extent of 
involvement, described as either high involvement or low involvement, has implications 
for the development of marketing communications strategy. Referred to as the FCB 
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Grid, the grid was developed by Richard Vaughn, a senior vice-president of Foote, 
Cone, and Belding Advertising (see Figure 4.2).2

Products that are included in Quadrant One are expensive and require a rational 
decision-making process during which alternatives are evaluated. Since the consumer 
will probably spend an extended period of time assessing alternatives, the message 
 strategy should have an informative tone and style, and the media selected to deliver 
the message should be conducive to a long copy format (for example, newspapers, 
magazines, and websites). Products in Quadrant Two are also high involvement, but 
consumers evaluate alternatives more on emotion. For example, designer clothing is 
bought to make the!consumer feel good, feel sexy, or show status. Marketing com-
munications must generate emotional responses and create an image that people will 
buy. The message will appeal to higher-level needs, the looking-glass self (how you 
think others see you), and the ideal self (how you would like to be). Television ads, 
glossy and visually appealing magazine ads, and special inserts are effective media for 
such products.

Products that are included in Quadrant Three are low-involvement products that 
require rational decisions. Products such as household cleaning products, paper products, 
and other everyday items are in this category. Marketing communications should give 
the consumer a compelling reason to buy (for example, it lasts longer, as in a battery; it 
acts quickly, as in a headache remedy; or it is convenient to use, as in a household 
 product). The focus of the message is on the key benefit, so the message must be short. 
A catchy slogan might act as a reminder. The illustration in Figure 4.3 offers a good 
example where an ad gives the viewer a compelling reason to buy. Here, Tylenol aptly 
demonstrates a need for its product. The image says it all. Television, magazine ads with 
strong visuals, and point-of-purchase material are effective media choices for these kinds 
of products.

Products that are included in Quadrant Four are low-involvement products purchased 
on emotional decisions. The products are not expensive, but they make the consumer feel 
good. Examples of such products include snack foods, beer and alcohol, and soft drinks. 

High Involvement

Quadrant 1 Quadrant 2

High Importance (expensive) High Importance (expensive)
Rational Decision Emotional Decision
Example: Automobile or computer Example: Designer clothing

Quadrant 3 Quadrant 4

Low Importance (less expensive) Low Importance (less expensive)
Rational Decision Emotional Decision
Example: Detergent Example: Soft drink, beer

Low Involvement

FIGURE 

4.2 An Illustration of the FCB Grid

Source: Based on www.public.iastate.edu/~geske/FCB.html.
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There are not many rational reasons for buying these types of products, so it is common 
for messages to adopt a “feel good” strategy. For example, there is an abundance of 
 lifestyle-oriented messages among popular Canadian beer brands such as Coors Light 
and Bud Light. It is the image or lifestyle association that the consumer buys into. 
Television, outdoor advertising, interactive advertising, and point-of-purchase material 
play a role in delivering messages for these products.

MARKETING COMMUNICATIONS PLANNING PROCESS
The various elements of the strategic planning process were presented in Chapter 2. This 
chapter concentrates on the advertising planning process, but will recognize the relation-
ships between advertising and the other forms of communication. Once the relationships 
are established, the chapter will then focus on creative planning. Media planning  concepts 
for traditional media alternatives are presented in Chapter 5.

All aspects of a marketing communications plan are based on the same set of infor-
mation. The current situation a brand or company faces is analyzed, a problem or oppor-
tunity is identified, and a plan of action is developed and implemented. As part of the 
planning process, the role and contribution of the various elements in the marketing 
communications mix are identified and those that are most appropriate are included in 
the plan. Separate plans, designed to achieve specific objectives, are developed for each 
element of the mix. Once completed, the key elements of these plans are integrated into 
the master plan—the marketing plan (see Figure 4.4).

With reference to Chapter 2 again, marketing communications plans are devised to 
meet a variety of challenges and are usually documented as communications objectives in 
the marketing communications plan. As you will see in this chapter and subsequent 
 chapters, certain elements of the marketing communications mix are better suited to 
achieving certain objectives. Marketing communications objectives can be diverse and 
tend to involve challenges, such as

Building awareness about and interest in a product.

Encouraging trial purchase.

FIGURE

4.3
Tylenol Appeals to a Person’s 

Need to Avoid Pain Quickly 
When It Occurs

Source: © Johnson & Johnson Inc.
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Attracting new target markets.

Encouraging brand preference.

Altering perceptions held by consumers.

Creating goodwill and fostering a positive public image.

Motivating distributors to carry a product.

As indicated previously, certain components of the marketing communications mix 
are more appropriate than others for achieving specific communications objectives. In 
this chapter, you will see how advertising helps achieve some of these objectives.

ADVERTISING PLANNING:  CREATIVE
Advertising is defined as a paid-for message communicated through the media by an 
identified sponsor. The goal of an advertisement is it to stimulate a response from the 
target audience the message is delivered to.

The advertising plan is usually developed by an advertising agency, an external part-
ner that works closely with the client. The agency is responsible for developing and 
managing the client’s advertising. Historically, agencies focused their energy on creative 
and media planning, but in today’s environment they have expanded into other areas, 
such as direct response, marketing research, digital communications, and public relations. 
In this industry, many agencies have evolved into full-service marketing communications 

advertising A paid-for media-delivered 
message by an identified sponsor designed 
to stimulate a positive response from a 
target audience.

Note: The “Advertising Problem” is often stated as an “Overall Goal” of a campaign. All plans are based on the same 
marketing background information.

Marketing Background

Marketing Plan

Advertising Problem

Advertising Plan

Media Plan Creative Plan

Other IMC Plans
    Direct response
    Digital (interactive)
    Sales promotion
    Public relations
    Experiential marketing
    Personal selling

  Media objectives
  Media strategy
  Media execution

Creative and media solutions are planned together to form an advertising plan. Key rec-
ommendations from all IMC plans are integrated into the  marketing plan.

FIGURE 

4.4
Creative Planning
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agencies, while others have remained focused on an area of specialization, as in a digital 
agency or an experiential marketing agency, and so on.

The starting point for any new advertising project is the creative brief. A creative 
brief is a business document developed by the company that contains vital information 
about the advertising task at hand. The information is discussed with advertising agency 
personnel so that copywriters, art directors, and creative directors fully understand the 
nature of the assignment. The brief is a discussion document, and the content can change, 
based on the nature of discussion between the client and agency. In some cases, certain 
sections are actually left blank, awaiting discussion between the two parties. For example, 
the agency’s key responsibility is to develop the creative strategy. Clients who provide 
too!much strategic direction are “stepping on toes.” The content of a creative brief is 
contained in Figure 4.5.

Note: The nature and content of a creative brief varies from company to company. A working model is presented here 
to show the typical content of a creative brief. Some companies include a problem statement or an overall goal, while 
others include both. Advertising objectives usually concentrate on one or two issues so the campaign remains 
focused on the problem at hand.

FIGURE 

4.5 Content of a Creative Brief

Market Information (information from the marketing plan)

Problem and Overall Objective

Advertising Objectives (based on problem or goal)

Positioning Strategy Statement

Creative Objectives

Creative Strategy

Creative Execution

creative brief A document developed 
by a client organization that contains 
vital information about the advertising 
task at hand; it is a useful tool for 
discussions between the client and its 
advertising agency.
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Information provided by the client includes essential market background informa-
tion, a statement identifying the problem to be resolved or the overall goal to be achieved, 
and a list of communications objectives. The client also provides a positioning strategy 
statement to guide the development of the creative plan. The positioning strategy 
 statement directly influences the creative objectives. For our discussions here, creative 
objectives deal with the content of the message to be delivered (that is, what is the pri-
mary attribute and benefit to be communicated to the target market?). The remaining 
elements of the creative brief—the creative strategy and creative execution—are the 
responsibility of the agency. That’s what they get paid to do.

Once the creative brief is finalized, the spotlight shines on the copywriter and art 
director, a team charged with developing the creative concept or “big idea,” as it is 
often referred to, that will be the cornerstone of the campaign. At this point, the agency’s 
creative team immerses itself in details about the brand, target market, and competition 
so that it can fully appreciate the current situation.

Let’s examine the content of the creative brief in more detail. Since the market 
background information is drawn from the marketing plan, that section will not be dis-
cussed in this chapter. Simply refer back to Chapter 2 if you need more details. The 
market background section includes information about the market, brand, key competi-
tors, a profile of the primary target market, and budget. Knowing a brand’s market posi-
tion and how consumers perceive it is important to developing message strategies. 
Knowing how competitors advertise their products is also important. The agency wants 
to ensure it recommends new and innovative ideas to its clients. An example of a creative 
brief is presented in Figure 4.6.

PROBLEM IDENTIFICATION Advertising plans are usually designed to resolve a particular 
problem or pursue an opportunity. For example, an established brand will review its mar-
keting strategy each year and make changes in strategic direction when necessary. Factors 
such as the stage at which a brand finds itself in the product lifecycle, the intensity of 
competition, and changing preferences among target consumers are evaluated in the 
review process. Changes in these areas have an impact on marketing communications 
strategies.

Based on this creative brief model, the situation is encapsulated in a problem 
statement. Other models may require a statement that describes the overall goal of 
the campaign. Regardless of which option is used, advertising can accomplish only one 
thing at a time. A campaign must have a central focus. Simply stated, it’s “Here’s what we 
want to achieve!” To illustrate, consider the following examples:

To create or increase brand awareness.

To alter perceptions currently held by consumers about a brand.

To present a completely new image for a brand.

To launch a new product into the marketplace.

To attract a new target market to a brand.

To encourage trial purchase.

These examples suggest focus. To demonstrate how an advertising campaign can 
focus on achieving an overall goal, consider a recent campaign by the Egg Farmers of 
Canada. To get Canadians to consume more eggs the focus will be on health and nutri-
tional issues. People will be reminded that they can trust the goodness and purity of 

creative concept The basic sales 
message (a key idea) that an 
advertisement communicates through 
verbal and visual devices.

problem statement A brief statement 
that summarizes a particular problem to 
resolve or an opportunity to pursue and 
serves as the focus of a marketing 
strategy.

overall goal The objective of an 
advertising campaign.
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Harley-Davidson

Market Information

population; unit sales for the industry dropped 20 percent versus one year ago.
-

segment appeals to younger buyers seeking speed, agility, and affordability in a 
motorcycle.

internationally.

Market Shares
Harley-Davidson dominates the heavyweight segment. Current market shares are 
estimated to be:

Brand Share %
Harley-Davidson
Honda
Suzuki
Yamaha 8.6
Kawasaki 6.8

Brand Profile

are members of HOG—Harley Owners Group.)
Harley has distinguished itself from other brands based on its heritage, image, 

Harley does not promote functional benefits like power and performance; adver-
tising messages portray the emotional connection between brand and rider.

Brand Insight from Loyal Customers
“I love everything about a Harley. From the bike and clothing to the people you meet 
when riding, and the instant friends everywhere you go.”

“When you ride a Harley you feel a Harley. When you ride a [Honda] Gold Wing,  

have soul.”

Competitor Profile
Japanese competitors offer heavyweight models that appeal to price-conscious buy-

Features such as fuel injection and ABS brakes make Japanese bikes a sensible 
buy, but they lack the outlaw image of a Harley.

Target Market Profile (Current)

-
ends, enjoy the freedom of the open road

-
nected to brand. “Weekend Warrior” is a nickname describing the customer.

FIGURE 

4.6 An Example of a Creative Brief
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Canadian eggs. A real Canadian farmer was featured in the initial television spot.3 Refer 
to the image in Figure 4.7.

ADVERTISING OBJECTIVES Once the overall goal is determined, specific advertising 
objectives are identified. Wherever possible, advertising objectives should be quantita-
tive in nature so that they can be measured for success or failure at a later date. Advertising 
objectives might be behavioural in nature or they might focus on issues related to the 
overall problem. For example, an objective might focus on creating a new image or on 
attracting a new target market.

Advertising objectives should deal only with issues that advertising (the creative plan 
and media plan) can resolve. For example, a new product campaign will focus on 

This brief was prepared by the author for illustration purposes. Based on Nathan Vanderklippe and Richard Blackwell, 
“Passionate Riders, Few Buyers,” The Globe and Mail,
Outlaw Off the Chopper,” Maclean’s,
MSN Money,

Problem
The current customer is aging, and younger potential customers see a Harley as a 

younger  customers. How does Harley-Davidson attract a younger customer?

Communications Objectives

Positioning Statement
Harley-Davidson represents a sense of freedom, independence, a chance to live 
on your own terms for a while, even rebelliousness. For individuals wanting to be a 
kindred spirit with others of like mind, Harley-Davidson is the brand for you.

Creative Objectives

when riding a Harley.

rider (younger rider).

Creative Strategy

 overall positioning strategy. Emotional and lifestyle appeals that focus on freedom 
and independence have been successful in the past, but Harley-Davidson is open 
to new ideas. The recommended strategy must be suitable for print, broadcast, and 
digital media.

Creative Execution

All images must portray the core positioning strategy of the brand while appealing to 
the younger target audience.

FIGURE 

4.6 (Continued)

advertising objectives Goal 
statements for advertisements that 
include quantitative measures related to 
behaviour or other relevant issues.
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 awareness objectives. The objective is to build awareness gradually by presenting a mes-
sage that informs consumers about what the product is and what it will do for them. If 
the market is very competitive and several brands are strong, the advertising objectives 
will focus on building preference. The message will focus squarely on unique attributes 
that show how the advertised brand performs better than other brands.

To demonstrate how advertising objectives are written, consider the following 
examples:

To achieve an awareness level of 60 percent for Brand X in the defined target market 
within 12 months of product launch.

To achieve a trial purchase rate of 25 percent for Brand Y in the defined target mar-
ket within 12 months of product launch.

To reposition (or re-image) Brand Z in the customer’s mind by presenting images that 
will attract a younger target market.

The first two examples are quantitative in nature and can be easily measured for 
achievement at the end of the plan period. If the objectives are achieved, it indicates that 
current advertising strategies are working. If they are not achieved, the client and agency 
can re-evaluate the situation and make appropriate changes. The third example is not 
quantitative in nature, but it can be measured. Assuming the current image of the brand 
is known, a marketing research study near the end of the campaign period can be con-
ducted to determine if the brand has caught on with younger customers.

Let’s examine a few of these challenges in more detail and determine how they influ-
ence the direction of creative planning and the message strategy that is ultimately employed.

CREATING OR INCREASING BRAND AWARENESS Creating awareness is always the first 
challenge for advertising. The higher the level of awareness, the stronger the likeli-
hood consumers will buy the product. Achieving high levels of awareness depends on 
how memorable the message is and, perhaps, how frequently the message is  delivered. 

FIGURE 

4.7
A Recent Egg Farmers of 

Canada Campaign Reminds 
People about the Natural 

Goodness of Eggs

Source: © Egg Farmers of Canada
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The medium used to deliver the message will also influence awareness levels. The 
right plan will use the right medium, but the size of the budget often dictates media 
selection.

When Trivago entered the North American market, its primary objective was to 
create brand awareness. An intensive television and digital campaign featured a character 
(now well-known as the TrivagoGuy) with a casual and laid back demeanour, who some 
saw as an unconventional character, and others saw as attractive. Regardless of the reac-
tion, the guy inspired all kinds of buzz in social media. The message emphasized the 
brand name while the presenter showed how easy it was to use the Trivago hotel reserva-
tion website. The campaign was effective. Travellers’ awareness of Trivago now ranks just 
below Priceline (the market leader) and ahead of Expedia and Trip Advisor. Refer to the 
image in Figure 4.8.

ENCOURAGING TRIAL PURCHASE Creating awareness and interest in a brand is 
one!thing, but getting people to open their the wallets is another. Sometimes incen-
tives have to be offered to give consumers an extra nudge. If the timing of the 
 incentive is! right, positive action will be taken. Therefore, many advertisements 
are!designed specifically to include special offers—anything from cents-off coupons 
to manufacturers’ rebates to low-cost financing. These incentives serve a specific 
purpose. They! help reduce the risk associated with purchasing something for  
the first time.!Refer to the incentive offered for a cookie purchase in Figure 4.9. 
For! expensive goods such as cars and computers, where the risk is very high,  

FIGURE 

4.8
A Clear Message and a 
Memorable Presenter 
Character Helped Create Brand 
Awareness for Trivago

Source: © Trivago
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Source: © Leclerc Group

FIGURE 

4.9 Including Price Incentives in Advertising Is Designed to Encourage Trial Purchase
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incentives help encourage consumers to buy in a time frame that is desirable for the 
manufacturer.

Considering how the consumer’s mind works, people want to know they are mak-
ing the right decision. If the product lives up to the promise presented in the advertising, 
subsequent purchases will be made without incentives. Consumers today are looking for 
better value in the products and services they buy, and, as a result, incentive-oriented 
advertising is now more prominent than in the past.

ATTRACTING NEW TARGET MARKETS In order to attract a new target market, for example, 
a younger age group than the audience the brand currently appeals to, a new message 
strategy is necessary. The tone and style of advertising may have to change. To illustrate, 
consider a recent effort by luxury carmaker Jaguar. Jaguar wanted to go younger to 
attract new buyers in their late twenties and early thirties. To reach this tech-savvy group 
a digital campaign that included an interactive video was used to engage viewers. This 
was quite a departure from Jaguar’s approach to its older target. Axe (personal care prod-
ucts) wanted to reach an older target (its concentration had been on teenagers), and to do 
so it toned down its message so that it was more in keeping with the aspirations of 
20-something males. For insight into how the new Axe campaign was developed read 
the IMC Highlight Axe Goes Older.

ENCOURAGING PREFERENCE The objective for an established brand in growth or mature 
markets is to stand out from competing brands. Therefore, the thrust of marketing activ-
ities is product differentiation. Advertising messages focus on the attributes the brand 
offers. Where continuous improvement programs are in place, it is possible for a brand to 
become better with age, so there may be new things to communicate.

Mr. Clean is a mature brand in a mature market, and faces competition from 
many other brands that can do the same thing—clean things around the house. Mr. Clean 
needed a campaign that would create preference in the consumer’s mind. Insight 
from the brand’s Facebook page revealed that women thought of Mr. Clean as a real 
guy (interesting!); there was a relationship there. That insight was parlayed into a 
mass media campaign that presented Mr. Clean as almost real. He would be pre-
sented with a story about how he came to be the king of clean. The campaign had 
impact. Sales increased 6!percent during the campaign, which is a testament to good 
advertising.4

Typically, it is the unique attributes of a brand that differentiate it from another and 
create preference for one brand over another. Sometimes, it’s just a good idea about how 
to present the brand that succeeds. Such was the case for Mr. Clean. It was enough to 
position the brand in a better light with consumers.

ALTERING CONSUMERS’ PERCEPTIONS Building a brand sometimes requires consumers 
to adopt a different view of the brand. The quickest way to alter an image is to launch 
a completely new advertising campaign with an entirely different message. The style 
and personality of the message will be different to create a new image in the  customer’s 
mind.

Such was the case when Bosch assessed its position in the appliance market. 
Consumers knew Bosch made good dishwashers, but they associated the brand with just 
dishwashers. Consumers didn’t know that Bosch made a complete range of kitchen 
appliances. Bosch’s agency (Bob’s Your Uncle) recommended a campaign that leveraged 
the brand’s strength in one product category to build equity across the rest of the line.5 



Print advertisements showed the entire line of products in one kitchen setting. Refer to 
the advertisement in Figure 4.10 for details.

Positioning Strategy Statement
Positioning strategy has been discussed in the previous two chapters. Therefore, com-
ments here will simply reinforce the necessity of having a clearly worded positioning 
strategy statement and discuss how to apply it in developing an ad campaign. The posi-
tioning strategy statement identifies the key benefit a brand offers, states what the brand 
stands for, and is a reflection of a brand’s personality. These are the essential inputs assessed 
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Axe Goes Older

You may remember those Axe commercials that showed 
male teenagers spraying themselves with Axe and then 
being chased by a mob of females. The guys who 
bought into the brand promise may have been naïve 
but ads like that helped make Axe a brand leader in the 
male grooming market.

-
tinue to resonate with this generation of teens, and it 

the brand had to grow up—a new advertising strategy 
was necessary.

The male grooming market is growing and there 
are other brands out there competing for the teen and 
20-something target. The Old Spice campaign known 
as “The Man Your Man Could Smell Like” had a positive 

 
to a slightly older target market, Axe launched a new 

product, toned down the scent, and offered a more 
mature message.

The new Axe White Label is positioned as a brand 
that gives 20-something males the confidence to go 
after more than just dates: they can go after whatever 
they want. Insight for the new advertising campaign was 
based on the fact these males grew up with good 
grooming habits; habits that were influenced by cam-
paigns from brands like Axe and Old Spice. It was okay 
for young males to look after their appearance. The 
message for a slightly older male has to be more mature 
and serious, however.

One of the initial ads for Axe White Label featured 
actor Kiefer Sutherland recalling a story about the girl 
who got away. Another commercial, called “Peace,” 
featured scenes of would-be despots declaring their 
love through grand gestures; the message: make love, 

looking man walking through a hotel. People muse 
about what he does. Is he a spy? Is he a Russian fight 
champion? No. He is simply a hotel employee, but his 
confidence gives him the aura of a near- mythical man.

The key to the campaign is in understanding the 

are changing. They know there are many things that are 
timeless about attraction and how young men want to 
present themselves to the world. For now, the hope is 
that the aspirational tone of the message will have an 
impact on that target.

Source: Based on Megan Haynes, “Axe Bromances the Older Gent,” Strategy, 
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by the creative team when it develops the message strategy. It can be the trigger that leads 
to discovery of the “big idea.”

To illustrate how the positioning strategy influences creative planning, consider the 
success a brand like Secret deodorant has experienced. You are probably very familiar 
with Secret’s advertising tagline: “Strong enough for a man, but made for a woman” or 
more recently “fearless.” These taglines capture the positioning strategy of the brand—it 
is dependable, lasts long, and offers the user confidence. The message appeals to females 
on an emotional level. It tells a woman she can do anything she wants. In its advertising, 
slice-of-life images such as being active, being nervous, and lifting your arms bring the 
positioning strategy to life. The brand message is always about the issues of the day and 
inspiring woman to be fearless.6

Victoria’s Secret dominates the retail lingerie market. Its positioning strategy is all 
about “captivating” as in captivating its female customers with its merchandise mix. The 
company has a highly refined marketing and advertising strategy. The brand’s advertising 
team carefully selects models for its ads who they believe female customers can relate to. 
The company does however, use sexy models in its ads—after all it is lingerie. The com-
pany also recognizes that images of a woman as a wife and mother play well with all age 
groups, whereas that ultimate sexy model might be threatening to female customers. 
Victoria’s Secret has achieved mass appeal by striking the right balance between sexy and 
approachable.7 Refer to the image in Figure 4.11.

CREATIVE  OBJECTIVES
Creative objectives are statements that clearly indicate the information to be com-
municated to the target audience. The creative brief usually includes what to say about a 
brand in general terms. While formats may vary, objective statements tend to involve a 
key benefit statement and a claims statement to support that benefit, because the content 
of an ad or an ad campaign needs focus.

creative objective A statement that 
clearly indicates the information to be 
communicated to the target audience; 
usually involves a key benefit statement 
and a supporting claims statement.

FIGURE 

4.10
This Campaign Showed 
Consumers That Bosch Offered 
More Products Than 
Dishwashers

Source: © Patti McConville/Alamy  
Stock Photo
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When determining what to say about a brand and how to say it, creative planners 
refer to the advertising objective for context. As discussed earlier in the chapter, the 
advertising objective may be to achieve brand awareness, encourage trial purchase, attract 
a new target, encourage preference, or alter a perception. Somehow, the objective and 
the primary reason for buying the brand must be related so that a cohesive message is 
presented to the consumer.

Key Benefit Statement: The key benefit statement expresses the basic selling 
idea, service, or benefit that the advertiser promises the consumer. This benefit 
should be the primary reason for buying a particular brand instead of competitive 
brands. The benefit can be something tangible, such as better performance, better 
quality, longer lasting, and so on, or it can be something intangible or psychological, 
such as the status and prestige that come with ownership. It is a promise to the 
 consumer. For example, Dairy Farmers of Canada are repositioning milk by demon-
strating its benefit as an excellent post-workout recovery beverage. The advertisement 
in Figure 4.12 encourages people to include milk in their training routines.

Support Claims Statement: A support claims statement describes the character-
istics that will substantiate the promise. It provides proof of the promise based on 

FIGURE 

4.11
Victoria’s Secret Strikes a 
Balance between Sexy and 

Approachable

Source: © Ty Wright/Bloomberg via  
Getty Images

key benefit statement A statement of 
the basic selling idea, service, or benefit 
promised to the consumer by the 
advertiser; appears in the creative plan 
section of an advertising plan.

support claims statement A 
substantiation of the promise made in 
the key benefit statement; appears in the 
creative plan.
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 criteria such as technical performance data, comparative product testing, and any 
other data generated from marketing research. Good support claims give customers a 
real reason why they should buy the product.

To demonstrate the concept of support claims refer to the ad in Figure 4.13. The 
Dove Advanced Hair Series of shampoo products promise women fuller, more youthful 
looking hair. Phrases such as “formulated with proteins and collagen, it nourishes and 
replenishes essential nutrients lost with age” contained in the body copy of the ad, offer 
proof of promise.

Support claims statements are less important for brands touting intangible benefits. 
Lifestyle imagery, for example, relies on the image presented and the connection between 
the image and the consumer who sees it to substantiate the promise.

CREATIVE  STRATEGY
With the decisions about what to say in advertising determined, the creative team turns its 
attention to creative strategy. This is where the advertising agency starts to earn its keep. 
What the team searches for is the “big idea,” or the central concept or theme that an entire 
campaign can be built around. All kinds of discussion and experimentation take place. It 
is an exercise in brainstorming. The guiding light is the positioning strategy. When the ad 
agency pitches its ideas to the client, the client evaluates the ideas based on how they fit 
with the positioning strategy. Simply put: Is the “big idea” on strategy or off strategy?

The creative strategy is a statement of how the message will be communicated to 
the target audience. It deals with issues such as the theme, the tone and style of message 

FIGURE 

4.12
Dairy Farmers of Canada  
Urge Athletes to “Recharge 
with Milk”

Source: © Dairy Farmers of Canada

creative strategy A plan of action for 
how the message will be communicated 
to the target audience, covering the tone 
and style of message, the central theme, 
and the appeal techniques.
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FIGURE 

4.13 Dove Advanced Hair Series Promise Women Fuller, More Youthful Looking Hair
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that will be adopted, and the appeal techniques that will be employed. It is a statement 
about the personality a brand will project to consumers.

Central Theme: The central theme is the glue that binds the various creative 
elements of the campaign together. As such, the theme must be transferable from one 
medium to another. For example, when people see an ad in print form (newspaper, 
magazine, or billboard), it should conjure up images and meaning from something 
they have seen on television (a 30-second commercial). What the theme will be is 
truly the key decision the creative team makes. For the theme to see the light of day, 
it must be presented to the client in a very convincing manner.

A good theme can last through many campaigns—the message is simply executed 
differently in each campaign. For instance, Molson Canadian beer has used a 
“ patriotic” theme for a long time. Images such as wheat fields, mountains, hockey 
rinks, and people travelling abroad are common backdrops in ads, and slogans such as 
“Made from Canada” and “I AM CANADIAN” strongly suggest Canadian pride. 
More recently a red beer fridge travelling around the world was the focus of Molson 
Canadian advertising. Refer to Figure 4.14.

Tone and Style: In an attempt to break through the clutter of competitive advertis-
ing, copywriters and art directors agonize over decisions about tone and style. Such 
fundamental decisions have a direct impact on how a campaign evolves over time and 
how the brand’s personality gets ingrained into the customer’s mind. Single words 
often describe the tone and style that is recommended. For example, the message will 
be presented in a persuasive manner, an informative manner, a conservative manner, 
a!friendly manner, a contemporary manner, a straightforward manner, an upbeat 
manner, and so on. What approach will have the most impact on the target audience? 
Knowledge about the target audience plays a key role in this decision.

The Molson Canadian campaign featuring a red beer fridge demonstrates how good 
decisions about theme, tone, and style have a positive impact on consumers. Facing stiff 
competition from craft beers and other types of alcohol beverages, Canadian’s sales volume 
was declining. A turnaround campaign was needed, but the advertiser was insistent upon 
retaining the brand’s core identity—based on Canadian patriotism. The ad agency recom-
mended a strategy based on what triggers that identity. Some very specific moments would 
transform quiet, internal expressions of national pride into exuberant celebrations when 
Canadians find themselves away from home or when Canada competes on the world 

central theme The glue that binds 
various creative elements of a campaign 
together; transferable from one medium 
to another.

FIGURE 

4.14
Patriotism and Canadian Pride 
Have Long Been a Theme of 
Molson Canadian Advertising

Source: © Molson Coors Canada
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stage. The Molson Canadian beer fridge would somehow harness these celebratory emo-
tions. The video portion of the campaign went viral, with 6.5 million views. On Facebook 
there were over 1 million likes and 337 000 shares. The campaign achieved widespread 
engagement leading to a sales turnaround, which is proof that good advertising works.

For more insight into how creative strategies are developed and evolve over time, 
read the IMC Highlight: At Scotiabank, “Richer” Means “New and Improved.”

APPEAL  TECHNIQUES
Another key decision is how to make an advertisement appealing to the customer. What 
techniques will be employed to bring the product benefit claims and theme to life? What 
can we do creatively to break through the perceptual barriers in the consumer’s mind? 
There isn’t a single, definitive formula for success, but appeal techniques can be classified 
into several categories. For example, when you see an ad, does it make you snicker? Does 
it draw a tear? Does it make you think? How consumers respond to an ad is usually related 
to the effectiveness of the appeal. Here are some of the more common appeal techniques.

POSITIVE APPEALS Presenting the message in a positive manner is always a safe 
approach. However, it is also a very common approach. If combined effectively with the 
right theme, positive appeals will work. If the creative execution lacks impact, it will 
wind up being just another ad. The positive appeal stresses the positive benefits of the 
product and how a person can gain by purchasing the product. McDonald’s is one of the 
country’s biggest advertisers and it dominates its market. The company is proud of its 
accomplishments, so its ads reflect its position. The theme of McDonald’s advertising 
does change from time to time, but the ads remain consistent in how they appeal to their 
target. McDonald’s campaign using the theme and tagline “I’m lovin’ it” appealed to 
people in a positive manner. Typically, McDonald’s ads include music and positive inter-
actions among family members.

Kraft Canada launched a campaign for Kraft peanut butter that shows a variety of 
symbols drawn into the peanut butter spread on toast. A heart, happy face, and peace 
symbol are among 10 symbols used in the campaign. Kraft is reminding people of all the 
good feelings they get when eating peanut butter and telling them they should “spread 
the feeling.”

NEGATIVE APPEALS Unless you are Buckley’s cough mixture, you don’t say bad things 
about your product. “Tastes awful, but it works” is now a famous slogan coined by 
Buckley’s. Following a philosophy of “do what your momma says and you will get bet-
ter,” Buckley’s has experienced new popularity and a positive increase in market share, 
based solely on its negative advertising style.

For other products, though, negative appeals usually present a situation the con-
sumer would prefer to avoid. Nobody wants to be in a car collision. But to dramatize the 
safety features of the Jetta, Volkswagen created a TV spot in which two young men sud-
denly collide with a truck backing out of a driveway. In a split second the front of the car 
implodes, and the men’s heads snap forward, making contact with the exploding airbags. 
The dramatic demonstration makes its point: In another car they would be dead.

HUMOROUS APPEALS Taking a light-hearted approach to communicating benefits can 
work effectively. In fact, many critics believe that for advertising to be successful it must 
entertain the audience. If true, then an advertisement that causes the audience to break 
into a smile or giggle should break through the clutter.
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At Scotiabank, “Richer”  
Means “New and Improved”

You have probably seen television ads for Scotiabank 

creative strategy that is enjoying its intended impact. 
The initial objective of the campaign was to spread a 
sense of optimism throughout the country during trou-
bled economic times. The ads encouraged people to 
visit Scotiabank for a second opinion on their financial 
situation. When people visited the bank, they learned 

The campaign was based on insights gained from 
consumer research that revealed people were con-
cerned about their financial struggles—struggles that 

was the impetus for a marketing communications 
 campaign to make people feel more comfortable and 
confident about their finances.

-
ness level significantly and attracted new customers to 

to give new meaning to the term “richer.” Canadians 
define their own wealth. The new strategy was based on 
research that revealed “richness” meant different things 

stage in life, for example, having a baby, retiring, strik-
ing out on your own, or paying off a mortgage—events 

For example, in a commercial where a woman gives 

fresh perspective.”
The “Richer than you think” strategy is sound, but 

it continues to evolve. The latest installment integrates a 
new tagline: “financially new and improved.” One televi-
sion commercial shows a young couple discovering 
they have enough money to send their two kids to sum-
mer camp—the joy for them, two weeks of freedom. 

celebration by the parents.
Commercials throughout the campaign focused on 

the personalized service offered by the bank. They 
show friendly bank representatives sitting down, dis-

marketing strategy focuses on the human side of bank-
ing rather than specific bank products. It is the dialogue 
between the banker and the customer that makes 
things work.

is working, resist the temptation to change it. Find new 
ways to keep it fresh.

Marketing, 

Marketing

I M C  H I G H L I G H T

Volkswagen uses a “dry” style of humour in many of its television commercials. 
One recent commercial showed a young man behind the wheel of a Volkswagen in a 
parking garage. He glances to his right and notices a beautiful young woman in a 
short skirt carting a few grocery bags. Eager to see her legs as she passes by, he fumbles 
to get the backup camera working. By the time he can see things the woman has 
passed by and a view of a hairy-legged male appears on the screen. The driver’s 
expression is priceless.
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A major weakness of using humour is that it can wear out prematurely. After a few 
exposures, the audience may not find the message funny. Advertisers must also be wary 
of sarcastic humour that could insult cultural groups. Humour can backfire and bring on 
unwanted negative publicity. Since the use of humour allows for creative latitude, the 
creative team must ensure that the humour does not get more attention than the product. 
To keep the message fresh, a pool of commercials is needed so that individual spots can 
be rotated in and out of a media schedule.

SEXUAL APPEALS Sex in advertising! It will spark controversy: some good, some not so 
good. When sexual appeals are used in advertising, certain values and attitudes toward 
sex are being sold to consumers along with the products. To demonstrate, consider the 
images that Diesel shows in its jean advertisements. Diesel uses sexual imagery effectively 
to market jeans to 20-something males and females. Diesel’s ads typically show lots of 
skin and couples enjoying each other’s company; the ads are provocative and attention-
grabbing. Refer to the image in Figure 4.15.

Sex is a strong physiological need, just behind self-preservation, so why not use it in 
advertising? The only real issue is the way in which it is used. Clearly, explicit sex 
increases the risks for the advertiser, since it may alienate consumers at large. However, if 
core customers do not find it offensive, the advertiser may truly be onto something.

EMOTIONAL APPEALS Emotional appeals presented effectively will arouse the feelings 
of an audience. To demonstrate, consider the style of advertising used to promote social 
causes: anything from drinking and driving to spousal abuse to quitting smoking. In one 
TV ad that encourages people to stop smoking, a mature woman talks about the perils of 
second-hand smoke. Her husband, a smoker, is dead, and she suffers from emphysema 
due to second-hand smoke. Such a message leaves the viewer with a disturbing feeling.

On a more positive note, people have an emotional connection to animals, and their 
presence in advertising can have a persuasive influence. Budweiser beer, for example, has 
used their iconic Clydesdale horses in television commercials for years. The horses are 
synonymous with the brand. However, it’s the relationship between the horses and their 

FIGURE 

4.15
Diesel Effectively Uses Sexual 

Imagery in Print Ads to Market 
Its Jeans

Source: Diesel “East Meets West”  
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handlers that bring out the emotion. More recently, it’s the relationship between one of 
the horses and a puppy that stirred the emotional juices. An initial commercial portrayed 
the loving relationship developing between a horse and a Labrador puppy—they played 
together in the field and rubbed noses in the barn. The second commercial called “Lost 
Dog” shows the puppy escaping from his master’s truck when he hears a loud sound. The 
puppy faces several dangerous situations as he tries to find his way back home. When the 
master sees the puppy slowly trotting up the farm laneway in a ragged-looking condition 
followed by the four horses, the viewer’s tears start flowing. Both of these ads were 
judged the best in two successive Super Bowls. They show the power of emotional 
appeals in connecting a brand with consumers. Refer to the image in Figure 4.16.

LIFESTYLE APPEALS Advertisers using lifestyle appeal techniques try to associate their 
brand with the lifestyle or desired lifestyle of the audience they are trying to reach. Some 
of the appeals already discussed, such as sexual appeals and emotional appeals, are frequently 
included as elements of a lifestyle campaign. Other elements may include action, adven-
ture, and excitement to stimulate desire. Lifestyle appeals are popular among advertisers 
owing to the greater availability of psychographic information about Canadian consumers. 
Many beer brands use lifestyle appeals to establish an image firmly in the minds of drinkers 
19 to 29 years of age. If you are what you drink, then there is a brand of beer for you.

The automobile industry uses lifestyle messages extensively. The need to experience 
adventure, for example, is effectively portrayed by simply placing a vehicle in an exciting 
situation. As shown in Figure 4.17, the Ram truck projects an image of strength, power, 
and toughness. It is a truck ideally suited for a hardworking male in any kind of physical 
occupation or pursuit. The slogan “Guts. Glory. Ram.” aptly summarizes the positioning 
strategy of the brand.

COMPARATIVE APPEALS In comparative advertisements, the promise and proof are 
shown by comparing the attributes of a given product with those of competing 
 products—attributes that are important to the target market. The comparison should 
focus on the primary reason for buying the product. Comparisons can be direct, such as 
when the other brand is mentioned and shown, or they can be indirect, with only a ref-
erence to another leading brand or brands.

FIGURE 

4.16
Budweiser Uses Emotional 
Appeal to Connect with 
Consumers

Anheuser-Busch, LLC. All rights reserved.
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The battle among leading truck brands is fierce so comparisons are often used to 
demonstrate some aspect of superiority. A commercial for a Chevy Silverado showed a 
handful of Silverado truck owners make it through a disaster (the scene looked like it was 
right out of 9/11 showing lots of dust and debris), but pause for a moment to mourn a 
friend who didn’t make it because “he drove a Ford.” Naturally, Ford didn’t like the ad 
and didn’t agree with some of the claims Silverado made about durability.8 For the 
record, the Ford F-150 is the top-selling truck in the United States and Canada, well 
ahead of Silverado. The entire matter is now in the hands of lawyers.

Comparative campaigns are usually undertaken by a “challenger” brand, a brand that 
ranks behind the category leader in market share, as in the Ford F-150–Silverado situa-
tion. Showing comparisons where the challenger performs better than the market leader 
is a convincing presentation. It will make consumers think more about the brand they 
currently use. There are risks, however. The leader could fight back and force the chal-
lenger to spend more money on advertising than originally intended. As well, any claims 
made must not mislead the public. If they do, legal proceedings can occur. Critics of 

FIGURE 

4.17
Ram Trucks Are Positioned to 

Fit the Lifestyle of Hardworking 
Males

Source: Ram and Guts. Glory. Ram. are 
registered trademarks of Chrysler Group 
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comparative appeals firmly believe a brand should stand on its own merits. Why cloud 
the issue by bringing in competing brands?

FACTUAL APPEALS Certain product categories lend themselves to a straightforward 
style of advertising. The ads simply state what the product will do and back it up with 
information that is easy for the customer to understand. Over-the-counter pharmaceuti-
cals use this technique frequently. Brands in this category rely on technical information 
or scientific data to validate claims. Advil says it’s for “today’s kind of pain.” Advil offers 
fast relief for the things that slow you down. Phrases such as “safe, reliable, and doctor 
recommended” verify the claim. Category leader Tylenol says, “Doctors recommend 
Tylenol more than all other brands combined to reduce fever and temporarily relieve 
minor aches and pains.” The third-party endorsement by doctors has a definite impact. 
These competitive examples aptly depict the intent of factual appeals.

CREATIVE  EXECUTION
In the creative execution stage of creative planning, specific decisions are made 
regarding how to best present the message. If product comparisons are used, what kind of 
demonstration technique will be employed? Will sexual appeals be subtle or blatant? If 
lifestyle appeals are used, what kind of backdrops and settings will be needed? If music is 
called for, what kind of music will it be? If it is a print campaign, will the ads be copy 
dominated or image dominated? Will artwork or photography be the key visual element? 
How big will the ads be? There are a host of decisions to be made.

The agency creative team evaluates specific ideas that it thinks have the potential to 
convert its vision of an ad into reality. In doing so, the team must answer two basic questions:

1. What is the best or most convincing way to present the brand’s benefits to motivate 
the consumer to take action?

2. Is there a specific technique that will effectively convince consumers that this is the 
right brand for them?

For example, if a decision is made to use a celebrity as a spokesperson, who will the 
celebrity be? Will it be a famous rock star, movie star, or sports personality? A lot of 
behind-the-scenes discussion goes on for decisions of this magnitude. The following are 
some of the more commonly used presentation tactics.

PRODUCT DEMONSTRATIONS For products that want to make claims regarding perfor-
mance (for example, dependability, reliability, speed), demonstrations work well. As 
mentioned above, the simplest appeal is to say or show the product and what it will do. 
On television, showing the product in use is often the simplest and most direct way to 
make a claim. In print advertising, “a picture says a thousand words.” The image in 
Figure 4.17 could be a still from a television commercial. The truck demonstrates its 
strength and reliability when performing a certain task.

TESTIMONIALS Advertisers that follow a traditional approach to advertising frequently use 
testimonials. In a testimonial, a typical user of the product presents the message. Real 
people in ads are often perceived to be more credible than models and celebrities who are paid 
handsomely to sell a certain brand. Walmart, for example, will use people of various ethnic 
backgrounds to make the point that Walmart offers the value that their respective families are 
looking for. Such a tactic broadens the reach of Walmart in cosmopolitan markets. Tim 
Hortons has established an emotional connection with Canadians partly based on a  campaign 

creative execution The stage of 
creative planning at which specific 
decisions are made regarding how to  
best present the message.

testimonial An ad in which a typical 
user of the product presents the 
message.
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that featured real Canadians travelling across Canada, stopping at Tim Hortons shops along 
the way. The people tell their story about the role Tim Hortons plays in their lives.

ENDORSEMENTS Star power is the heart of an endorsement execution. Stars from 
stage, screen, music, and sports form the nucleus of celebrity endorsers.

When celebrity is used, the advertiser capitalizes on the popularity of the star. Brands 
such as Gatorade, Tim Hortons, SportChek, and adidas certainly see star potential in 
Sidney Crosby. His lofty position as an NHL superstar along with his pleasant personality 
makes him an ideal fit for these brands. Mark King, Group North America President for 
adidas, says, “There is no one like Sidney in the game. He’s an iconic athlete who tran-
scends his sport and will go down as one of the best ever to play. When an athlete like 
that wants to join your brand it means something.” Refer to the image in Figure 4.18.9

Chanel No 5, a luxury brand of perfume, recently signed movie actor Brad Pitt as an 
endorser. He was the first male to ever endorse the brand. According to Chanel, the 
perfume brand is the most iconic fragrance of our time and Brad Pitt is the most iconic 
actor of our time.10 Chanel sees it as a good marriage.

Do celebrities work? That’s a tough question to answer, but one asked frequently by 
clients. There isn’t a definitive answer, but let’s look at a situation and try to pass judg-
ment. Where would Nike be in the golf business without Tiger Woods? Nike has 
invested millions in Woods, and in return, he alone has put Nike on the golf map. The 
association of Chanel with Brad Pitt may seem like an odd one on the surface, but buy-
ing perfume is an emotional choice. Will the Chanel–Brad Pitt relationship work? Is 
using a man to sell women’s perfume a wise choice? It’s too early to tell.

TAGLINES AND SLOGANS Despite all the time, energy, and money that go into devel-
oping an ad campaign, consumers remember only bits and pieces of the message. 

endorsement A situation where a 
celebrity speaks highly of an advertised 
product.

Source: Hand-out/adidas Canada Limited/Newscom

FIGURE 

4.18 Celebrities Matched with the Right Product Can Be an Effective Advertising Combination
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The!most important thing for them to remember is the brand name and the primary 
benefit. To reinforce the primary benefit and the central theme of a campaign, and to 
reflect the positioning strategy of the brand, the creative team develops a tagline for 
individual ads or a slogan that will appear in all forms of advertising. The slogan pro-
vides continuity within an advertising campaign. The purpose of a slogan is to summa-
rize the intention of the message. Various slogans appear in ads in this chapter, including 
“I’m lovin’ it” for McDonald’s; “I am what I am” for Reebok; and “Guts. Glory. Ram.” 
for Ram trucks.

Of the things that consumers remember about a brand, the slogan is something they 
have a tendency to recall. The repetition of messages over an extended period helps 
ingrain the slogan in the customer’s mind. From time to time the slogan will change, 
especially when a brand or company wants to change its image. However, it is more 
common for the slogan to remain in place even if the creative strategy and creative exe-
cution are completely new.

The best slogans are short, powerful summations that companies use alongside their 
logos to drive the brand message home to consumers. Some of the more popular and 
longstanding slogans appear in Figure 4.19.

NATIVE  ADVERTISING
In an era where the potential audience receiving an advertising message is fragmented, 
based on the abundance of options people can choose from, advertisers are concerned 
about whether or not their message is breaking through the clutter, and, when it does 
break through, what impact does it have? At the same time, the audiences for traditional 
media (newspapers, magazines, and television networks) are declining. Readers and 
viewers are spending more time online and with their mobile devices. The competition 
for consumers has forced companies to look at communications options beyond tradi-
tional forms of advertising.

As a result of these trends, the media are introducing new options to deliver  messages—
options that may have more impact than traditional advertising. One of those options is 
called native advertising. Native advertising is a sub-component of a marketing strategy 
called content marketing. Content marketing is defined as the marketing process of 
creating and distributing relevant content to attract, acquire, and engage a  target audience. 
Typically, it involves the creation of detailed information in an environment where time and 
space are not factors. Traditional advertising faces time and space  constraints. A marketing 

tagline A short phrase that captures 
the essence of an advertised message.

slogan A short phrase that captures 
the essence of an entire advertising 
campaign; it reflects the positioning 
strategy of the brand and is shown in all 
ads in all media.

FIGURE 

4.19

A slogan is a key element of brand identification. Many of these slogans have stood the test of time. They are strongly 
associated with the brand name and appear in all forms of advertising.

Some Popular Brands and Slogans

content marketing The marketing 
process of creating and distributing 

engage a target audience.
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organization that uses blogs, webcasts, podcasts, social media, newsletters, video messaging, 
and mobile applications is following a content marketing strategy.

Red Bull demonstrated the power of content marketing. It produces its own content 
that often is not about the brand, but rather about an event or happening that can be 
aligned with the characteristics and values of the brand. The Red Bull Skydive from 
space was a media happening. With so much advance publicity it became a must-watch 
event. It generated 8 million live views on YouTube, was broadcast in 40 networks in 
50!countries, and generated more than 3 million tweets.11

Native advertising is a form of paid advertising that matches the form and func-
tion of the user experience in the platform on which it appears. It does not look like 
advertising and is identified as sponsored content. In a newspaper or magazine it will look 
similar to the editorial content appearing on the same page or adjoining page. When 
readers look at it (and, hopefully, read some of it), they won’t realize immediately that it 
is advertising content. Typically, native advertising in print media is long copy oriented—
it is the execution of a factual appeal technique. Refer to the image in Figure 4.20.

In social media, it will be identified as a sponsored post. No doubt you have noticed 
that there are many more sponsored posts in your news feed these days. Clicking on a 
sponsored post on Facebook leads the viewer to another page where more detailed infor-
mation is presented. On Twitter, native ads appear as promoted tweets.

In television, what looks like a program is actually content marketing produced by a 
marketing organization. It is identified as paid programming. The Ford Motor Company 
and Cottage Life Television have partnered in a content marketing venture. The 12-part 
web series housed at Ford.CottageLife.com features TV host Tara Gaucher visiting various 
off-the-beaten-path locales across Canada in a Ford Escape. According to Ryan Fuss, 
senior vice-president of Blue Ant Media (owner of the Cottage Life brand), “The partner-
ship between Cottage Life and the Ford Escape seemed natural, as our readers and Escape 
owners enjoy exploration.”12 It’s a great way to extol the merits of owning a Ford Escape.

native advertising A form of paid 
advertising that matches the form and 
function of the user experience in the 
platform on which it appears.

FIGURE 

4.20
Native Advertising: Sponsored 

Content in Print Media 

Note: The native advertising on the right 
side page looks similar to the editorial 

content on the left side page.

Source: © Keith Tuckwell
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The increasing use of native advertising has met with criticism. Critics cite the blur-
ring of the division between news and advertising. Is it fair to consumers if they can’t 
readily distinguish between news and advertising? From a media perspective there is no 
other option. Revenue generated from native advertising is absolutely necessary in order 
for those outlets to survive in a very competitive environment. The media believe that if 
the advertising content is relevant, consumers won’t object to it.

The marketing communications process begins with a sender 
(the advertiser) developing a message to be sent by the media 
to the receiver (the consumer or business customer). The goal 

-
sages are trying to do the same. When messages are developed, 
consideration is given to how consumers receive and interpret 

stages: awareness, comprehension, conviction, and action.
-

lyzing market and customer information, identifying problems and 
opportunities, setting goals and objectives, and developing cre-
ative strategies and tactics. The planning cycle starts with a cre-
ative brief, a document prepared by the client for discussion with 
the advertising agency. The brief includes relevant background 
information and identifies problems, goals, and advertising objec-
tives. The document acts as a guideline for the creative team 
when it is brainstorming for new ideas.

Once the advertising objectives are identified, the creative 
team begins work on creative objectives, strategies, and execu-
tion. Advertising objectives provide focus to the creative challenge 
(for example, the objective is to create awareness, build prefer-
ence, alter perceptions, encourage trial purchase, and so on). 
Creative objectives are statements that clearly identify the informa-
tion to be communicated to the target market. They include a key 
benefit statement (a promise) and a support claims statement 

finalizing these statements.
Creative strategy is concerned with the theme, tone, style, 

take action. Among the more commonly used strategies are posi-
tive and negative approaches using humorous, sexual, emotional, 
and lifestyle appeals; offering factual information; and compari-
sons with other products.

At the creative execution stage, specific decisions are made 

that are commonly used include product demonstrations, testimo-
nials from everyday users of the product, and celebrity endorse-
ments. A good campaign will include a slogan. The slogan serves 
two essential roles. First, it communicates the essential idea the 
advertiser wants associated with the product; and second, it main-
tains continuity within an advertising campaign. In combination 

Advertisers also take advantage of a new execution tech-
-

mat similar to the editorial content of the medium in which it 
appears. For example, a printed article identified as sponsored 
material appears in a newspaper or magazine. A sponsored post 
on Facebook and or a promoted tweet on Twitter are also exam-
ples of native advertising. Native ads provide advertisers a new 
means of breaking through the clutter of traditional advertising 
while publishers benefit from a new revenue stream.

SUMMARY

KEY TERMS
advertising  
advertising objectives  
central theme  
communication  
content marketing  
creative brief  
creative concept  
creative execution  

creative objective  
creative strategy  
encoding  
endorsement  
key benefit statement  
native advertising  
noise  
overall goal  

problem statement  
slogan  
support claims statement  
tagline  
testimonial  
transmission  
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Briefly explain the behavioural stages a consumer 
passes through prior to making the decision to buy a 
particular product.

2. What is a creative brief, and what role does it play in the 
development of an advertising campaign?
In the context of creative planning, what is meant by the 
“big idea”?
Ad campaigns should have focus and aim toward an 
overall goal. Identify and briefly explain three specific 
goals a campaign may try to achieve.

How important is a positioning strategy statement, and 
what role does it play in creative planning?

6. What is the difference between a key benefit statement 
and a support claims statement?

-
monly used in advertising.

8. Briefly explain the following creative execution terms:
a) testimonial and endorsement
b) tagline and slogan

What is native advertising? Briefly explain how it works.

REVIEW QUESTIONS

Are humorous advertising campaigns effective? Conduct 
some online secondary research on humour in advertis-
ing and present a case for or against the use of humour.

2. “Lifestyle advertising strategies are ineffective because they 
communicate little about the product.” Is this statement true 
or false? Conduct some online secondary research about 
lifestyle advertising and present a position on this issue.
From a magazine in your household, clip out an ad that 
catches your attention. After assessing the ad, try to 
determine the advertising objective, the creative objective 
(key benefit statement), and the creative strategy (appeal 

intended when the ad was in the development stages?
Assess a series of advertisements for one brand (pick a 
popular brand that uses several media). Based on what 
you know of the brand and its marketing communica-
tions, prepare a positioning strategy statement that reflects 
the intentions of the brand. What message or image does 

Select two brands that compete directly against one 
another. Assess the creative strategies and creative 
executions used by each brand. Since both brands are 
trying to reach and influence the same target market 
using advertising, which brand has more impact on 
consumers? Which style of advertising is more effec-
tive? Justify your position.

6. Find separate products or services that use the following 

a) negative appeals
b) humorous appeals
c) emotional appeals
d) lifestyle appeals

Assess a brand advertising campaign that features a 
celebrity spokesperson. Will that spokesperson have an 
influence on the intended target? What are the benefits 
and drawbacks of using a celebrity spokesperson?
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