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The Production Century

Inventory Cost + Market Promotion
Products Pricing Place monolog /

The Customer Century
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l International Advertising

1.
2.
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Perform marketing research
Specify the goals of the communication

Develop the most effective message(s) for the market
segments selected

Select effective media
Compose and secure a budget
Execute the campaign

Evaluate the campaign relative to the goals specified

Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserve
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Advertising Strategy and Goals

Product Attribute and Benefit Segmentation I
Regional Segmentation I

Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.



Major Decisions in Advertising [k

IR
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Objectives setting

Communication
objectives

Sales
objectives

HOLRT

Message decisions

Budget decisions

Affordable approach
Percent of sales
Competitive parity
Objective and task

Message strategy
Message execution

L
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Campaign evaluation

Media decisions

Reach, frequency, impact
Major media types
Specific media vehicles
Media timing

Communication
impact

Sales impact




Components of Global Advertlsmg Strategy

(AR B T RS FR i 2 2R)

Message (content) and Creative (form- the way the message gets across)
Media (radio, TV, outdoor, print, point of purchase, cinema. internet)
Target Audience (cross-cultural, provincial, demographic)

Product Nature (industrial.consumer, durable, non-durable)

Corporate Mentality (global, multinational)

o g kW D oE

Advertising Objective (awareness, understanding, interest, purchase)

L L 20800, 3.F VR, 4.7 1, 5. I ((R ), 5 IR



Product/Promotion Strategic
Alternatives
PRODUCT

Different

PROMOTION

Same

Same

Different

Product
Extension

Communication
Adaptation

Dual Adaptation

Dual Extension

Product
Adaptation

Communication
Extension
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Global Advertising
Continuum

Adapted

Standardized



Standardization vs. Adaptation of
International Advertising (#23% {“g¥ 2 4 [*)

Area of strategies and tactics

,AE['I %ﬁfﬁ[ ﬁ;\\ Standardization of creative itrategy and tactics
Local Environmental Determinants
Cultural Environment
Economic Conditions A o A spectrum
Legal Conditions R L_T’[ ek v
Competition NN F M5 of various
Advertising Infrastructure /m’ R J &
Consumer Profile % S degrees of The
Country of Origin Image _
( ﬂ\—ﬁf ,iij?‘f{f’*ii) 1 y adaptation International
Firm Environmental Determinants influenced by N
st Managerial and Financial Characteristics R advertising
1=K fﬁﬁ[é - Corporate Strategy the presence
¥ Iw,ﬂ{_'gz— - Internal Culture ' strategy
R - Decision-making authority or absence _
;Ttﬁl?[‘% . - Financial condition of organization continuum
(2 o er{;‘:‘u[re or‘product of the local,
i Y VEE (5
% F i Intrinsic Determinants o firm and (@@ P—Z[:j
Tﬁ Interqatlongl advertising ot_)JecFlves _ IE:P-’"'%J' )
Relationship between multinational advertisen intrinsic H
and advertising agency (ies)
Creative Strategies determinants
Media Strategy
Other elements of the communication mix
Support activities and barriers
@‘II@;@[ ?L[ E [@.d’ i ?‘GE‘E?.&%‘%%?‘GUE? .. Adaptation of creative
L ' o strategy and tactics
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 The “Standardization” versus “Adaptation
Debate”

e Merits of Standardization (¥ (> [&F%’!D
— Scale Economies(FEysiE)
—Consistent Image(— Fp9754)

—Global Consumer Segments( = 5415 [)
—Creative Talent(é,ﬂiﬁ[‘éK 1)
— Cross-Fertilization(%4 ~ TE?%)
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e Barriers to Standardization (£82¥= (= [V [Eifs).
— Cultural Differences (¥ | ijs:')
—Advertising Regulations (% [l )
—Market Maturity ({355 5% )
—"Not-Invented-Here” (NIH) Syndrome (fpj= 14
B )




Standardized Advertising(1&¥& (™)

 Assumption: Consumers everywhere share
tbe ia}mewawants i‘r]o n\eecili (Fjr]?ﬂ@?;“: ?‘,i"“J
HIFSH E| ﬁl[ﬁjﬁwﬁﬁ,ﬂ\ﬂlﬁx tH)
— Maintaining consistent image
— Reducing confusion among world travelers

— Implementing single-coordinated campaign
across countries

— Reducing development, media, and other costs

RO — O G RERDIT UL i (S5 4 BT R
%pﬁﬂﬁg@_




Products Suitable for Standardized

Advertising (i f [’?l f A

+ Luxury products (# (%)

» High-tech products (g
« Experiential products (%

:&'DF“E*PFF#I)
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» Favorable country image (B4 ™44 1L+)
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Adapted Advertising(#4 =+ {*)

e Assumption: Insurmountable cultural,
economic, Infrastructural, and politica
differences across countries (Fi[f ﬁs?‘:

[~ ;:l'\:ﬁ?‘r;jf[ Y El% BN
Increasmg effectiveness by tailoring ads to
local conditions (?E’E, | E[R)

— Giving more freedom to sub5|d|ar|es (=

- PG )




Coca-Cola: “Pattern Advertising”(4l' &5

S ?4 LFI)

 Basic approach
—Specific communication strategy
—Specific Audience

e Local adjustments
—Words and the lyrics are translated
—Basic adjustments made to the copy
—Visual adjustments made to the copy

p—y




Tailoring Global Campaigns

Coca-Cola

A thousand children singing the praises of Coca-Cola

21 localized versions with
a youngster from the local market
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You've heard #liRwvo { 4
You may not® e‘ﬂéa d tﬁe name

SPEECH PROCESSING SYSTEMS

European office Te 476 594207 Email interalia@etgate.co.uk
Further inforrg be found at www.interalia.com
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Growing and Processing with Precision and Pertection
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Nonpareil Nonpareil
Inshell Cross Section and Shelled  Typie: achlthkans

Carmel Carmel Carmel
Inshell Cross Section and Shelled  Typical Width/Thickness

Y W.O

California California California
Inshell, Cross Section and Shelled  Typical Width/Thickness

0c 00 %

Mission Mission Mission
Inshell, Cross Section and Shelled  Typical Width/Thickness

Kemels per Ounce
12420 through 3640

Kermels per Ounce
18720 through 36/40

Eermels per Ounce
18720 through 36140

Kemels per Ounice
20 /22 through 4050

BLUE

Nonpareil Supreme
Split & Broken 1% Maximum
Chipped & Scratched 10%
IMazimum
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Coordinating International Advertising
[ ‘i)_‘ /N — B
(DB%F[F[_F F[gf[_ \)

* Global or pan-regional advertising

approaches require a great deal of
coordination. The following mechanisms can

help:

—Monetary Incentives (£ %?ﬁ? [~J; cooperative
advertising- ﬁ“ﬁ‘[?[ﬁ).

— Advertising Manuals (brand book;={)

—Lead-Country Concept(}; thj; i Rl




Coordinating International Advertising ([B'[5%
B A R
— Global or Pan-Regional Meetings: Six guidelines to

Implement a global or pan-regional advertising approach
Include:

e (1). Top management must be dedicated to going
global.(ﬁ,'JBE = ?’fﬁ'lf‘iﬁ» ﬁ o)

e (2). Use a third party (e.g., the ad agency) to help sell
key managers the | benefits of a global advertising

%%proach (FIJ5' 3= IEB[‘FFT, = E’rn'ﬁ;w: [ﬂgm-v £
S|

* (3). A global brief based on cross-border consumer
research can help persuade managers to think in terms
of global consumers (#[J*' |*=[g .‘?éfﬁj’ﬁlﬁ SRS %[‘FFT, W =




Coordinating International
Advertising -# -+ i FU)

— Global or Pan-Regional Meetings: Six guidelines to
Implement a global or pan-regional advertising approach
Include:

* (4). Find product champions and give them a charter
for the success of the global marketlng program (F5 ¢}

BRI =T e e s, 2 JE A ).
e (5). Convince Iocal staff that they have an opportunity
in developing a global campaign (Fy 1 A22E).

 (6). Get local managers on the global marketing team
-- have them do the job themselves (foIif~ Pl A% =

. EETEFER)

S f o P
e e




Advertising Intensity in Selected Countries

United Kingdom

1.35

S D R jz-‘ ¥
[ 4 o8 s o 2 (o o S ER B N A s )
Advertising as
Country percent of gross domestic product

North America

Canada 1.17%

United States 2.49
Latin America

Argentina 1.08

Mexico 0.16
Asia

India 0.28

Indonesia 0.39

Japan 0.82

Malaysia 0.85

South Korea 1.21
Australia 1.20
Europe

Belgium 0.54

France 0.65

Germany 0.82 (1990)

Italy 0.57

Sweden 0.63
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TOTALTLS.
AD.
RANK. 1 SPENDING .| ESTIMATED. | MEASTURED|CONSUMER YELLOW
0. ‘01 ADVERTISEE. 'HEADQUARTERS| 2001, % |UNMEASURED MEDIA. MAGAZINENFWSPAPER OUTDOOE TV. RADIQ INTERENET PAGES .
CHG
1. General Motors Detroif . 3,052.2 85 12052 24470 400G, 245 20,2, 1505 45 48 204
Corp. -
2, AOL Tine M Tork . '2,922.3 3.3' 1,1.10.7' 17124 o0ef 00 1.9, | Bad oo 2OET 0.0
Warner .
3. Procter & Gamble Jincinnat . 2,0m3.q o7 tatl 2omA eyl = R L O L Y 172 0.0
Co..
t. Pfizer . M Tork . 2,500.2 104 17450 BzLz 155, o R = b =r=T 43 0.0
4 Ford Motor Co.. Dearbam, Mich.. 22508 -4.5 Baded 14074 2044 194 8.0, | Bggo = 28 224
G, DaimlerChrysler . fubum Hills, '2,031.3 2.5' E-;u:u.E. 1,410 35qu 1408 10.0, . B 245 108 140
Mi':h'flgmt@artj
JENTIALY
7. Walt Disney Co.. Burbenk,Calif.. 11,8030 3.0 G404 11530 1141 ool 3303, | O7Ld 45 WE 0.0
7. Johnson & Mew Brumswick,  1/100.00 153 (=N al S W . e 2005 03 1.0, | TR 195 04 0.0
Johnson . M.
11. 8ears, Roebuck & Hofftran Estates, | 1,061z og 0405 A 1004 1950 1.0, | 487 297 16,2 14,7
Co. . [lL..
8. Unilever . London/Rotterdarea 6g0.0 4.5 QoLz G8R.5 1704 14 1.0. | 4959 37 iy 0.0



2 R
:~Ifl ?IFIF ]

BRI, 5~ Ry
%Jgﬁlﬁffﬂ@ b A5
F?ﬂifﬂ?r , muww@ﬁw AR
o BEHIE lfl FJ[ [%Mdiﬂw__xﬂi%ﬁ% T%}{E&f
4—5\“ SV TEJI—JCP—JTT P AR R A
. fﬁiﬂiﬁ%p + PR RIET ] b il I e
. Tﬁj@"l‘fﬁ%f ¢ I AR R SR R RS
- %7 : ﬂi”ﬁ%ﬂ[ﬁw | AY ER— [ iii[wug JT—FIFA
N/ F HFr ﬁim“?l 3 DDFAYE“%QZJ-J\HR




?, 3 ?l : = ARE ]

HH [Flyﬂ?‘y Direct Response
‘lj% JE) Vs. Institutional Advertising

(%’ifrfl) M.

BT R A

. @l%}?@ %iiglf . :Headline that catches the
reader's att Eon Text (copy) that builds
rapport with the reader; Benefits of what it
IS that you are offering; Call to action
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B [ p) ’?ﬂ i Settmg Advemsmg Objectives
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Advertising Objective
Specific Communication 7ask
Accomplished with a Specific

PR Target Audience PR
During a Specific Period of 7/ime
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. 1 = i[l'[‘ﬂr?ﬂ (Informative Advertising) :
Rl F‘Jr%% AR R o B E TR
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LR+ (Persuasive Advertising) :
FE/IF'JHr WA i fL s AR IPRE
§' @j{/\ \_,ﬁﬁlﬁh @lﬁgﬂ‘ i
Tﬁj@[i%[ (Remlnder Advertlsmg)
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Establish
Communication Objectives

Develop brand
awareness

Increase
product/service
category demand

Change customer
beliefs or attitudes.

Enhance purchase
actions

Encourage repeat
purchases

Build customer traffic
Enhance firm image

Increase market
share

Increase sales

Reinforce purchase
decisions



Advertising Campaign Objectives

e Local
. e Awareness
 Regional
e |Interest
e Global _
e Desire
e Action

e Advocacy
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AEROFLOT

-Young man: Flying to Moscow?
7 S A
EIIR?)

-- Old man: Uh-huh.

- Young man: It's all so primitive
there, yes (B[ HI % ix 17).

- Old man: But life's changing so
fast, it's hard to keep up.

- Young man: Nothing will ever
change in Russia (g -~ &
).

- Old man: Why(£% {1 fg)?

- Young man: Why don't
elephants fly (547 [i; UJFEPF?
B #%#

(...)

- Old man: Another cognac,
please. (1= dE ¥ HpuEiH...)
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: This Mew Year's, Win a Trip to Mars %_\L— ] L[ E ITEI I: |
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http://www.hp.com/hpinfo/newsroom/press_kits/2003/disney/ad_culdesac.pdf
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Adopting Times Square-like @[[ lF“
outdoor tactics, Louis Vuitton this

summer used a gigantic display to

promote its chic luggage lines to

the newly rich in Shanghai's

business district. LVJE{‘\J‘TLB F‘@ ,—ﬁ[ FL-[
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Good call.

Miller Liteh sk 22 725 |1 J% “I =
R P FF‘B Y% (Good Call)”

L.gf
1%
? ,i ET, ﬂler lite EU[AR B .

EITE"JBud Light[io/di

LR A A a2 4h 4 2h 2 2 dh 2 db b 2

[ o 4h 4 b db db b 4 db db 4 4b db db db b 4 b ob b db 4 4 db b b b 4

=72\ THE MAJORITY OF BUD LIGHT
v </ DRINKERS SAID...

% MILLER LITE HAS MORE TASTE
)} THAN BUD LIGHT."

Testing conducted by the Institute for Perception, Richmond, VA SKIP INTRO >
L. b b &b b 4 4b 4 4b db b b db db db 4b b db 4 b b b b db g 2b ob db 4
b dh db db 2 db dh g b db 4 ah db b db db b gt 2 oh db S dh b dh db o

% Good call.

LA db dh b 2 Ab db db db db db db b db 2 b A 4h b 4b b b dh b 4h 2 g 4
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"This is your brain. This is your brain on
drugs"
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(Braln on Drugs)

This is your BRAIN

| ETHIS IS ¥0ij

BRAIN! |

This 18 your BRAIN
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T (rational

Jared tipped the scales at 435
pounds while a student at Indiana
University. After unsuccessfully
attempting numerous diets, Jared
grabbed a nutritional information
brochure at his local SUBWAY®
restaurant and started a 2,000-
calorie-a-day diet by eating two
SUBWAY® submarine sandwiches
a day. In a year’s time, and by
Incorporating exercise into his daily
routine, Jared lost 245 pounds.


http://www.subway.com/subwayroot/MenuNutrition/index.aspx
http://images.google.com/imgres?imgurl=http://www.channel955.com/timages/page/subway.gif&imgrefurl=http://www.channel955.com/jacor-common/globalcontestfinder.html%3Fcontest%3D7699&h=144&w=144&sz=6&tbnid=I2xiPmErBb0J:&tbnh=89&tbnw=89&start=27&prev=/images%3Fq%3DSubway%2527s%2B%26start%3D20%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN
http://images.google.com/imgres?imgurl=http://www.doi.cs.keio.ac.jp/~fukuda/art/subway.jpg&imgrefurl=http://www.doi.cs.keio.ac.jp/~fukuda/subway.html&h=207&w=229&sz=6&tbnid=9Xo4nGEhsb0J:&tbnh=93&tbnw=102&start=23&prev=/images%3Fq%3DSubway%2527s%2B%26start%3D20%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN
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Do the Zenith people really build
abetter colorTV?

Mew Hi-Lite Color Tube with Perma-Chrome.

TVservice technicians say yes. Again.

. |
Mationwide survey names Zenith, by more than 2 to | over the next best brand,
as the color TV needing fewest repairs.
QUESTION: *‘In general, of the - How the survey wos made. doein’t Hive up Lo your expectations
brands you are famillar with, which For the second consecutive year,  —or if you would like additional VAN >
one would you say regquires the fewest  one of the best known research details of the service technicians’ E [ \ I J —_—
repalrs?™ firms in Ametica conducied survey—we wanl 1o hear from l ;l\
ANSWERS: Zenith telephone interviews with you, Write 1o the Vice President, i
3 i R independentl TV service technicians - Consumer Affnirs, Zenith Radio
""""" in maore than 170 cities from coast  Corporation, 1900 N. Austin Ave,, r AY l’

10 eoast. To eliminate the factor Chicago, 111, 50634, We'll give your I IV \ d

of loyalty to a single brand, the redquest our personal atiention.

study included only shops which - -

serviced more than ane

Other Brands., ..., . 3%
Abowt Equal. .....13%
Don’t Kaow. .. ... 01%

products. Bud if it shoubd ever
happen that a Zenith product

brand of TV. . .
We want (o hear from youw, !M —a 11|~ » 7/ I_
We're proud of our record ol e \
building dependable, quality o e Ly DY N = [ l

MOTE: Anvsars (o1a meeg than (007 Booiune womes servis drohfiou i e Maes 1R $ and Nemstared B putee



International Communication Process

BRI (0

Cultural Context A Cultural Context B

=

Al
Enccrding

Message channel &

message

_ | Advertising
Message V4 _ > | Mediaand or
translated into Noise ﬁzgl personal
appropriate Competitive acti- sales force
meaning vities, other sales- _
people, confusion Decoding
a}d >0 on Encoded
= I /' Feedback [FIIES message
_E}ng_“_‘kiFI cvaluation of [F interpreted
Information valuation o z into meaning
source communications %{‘L[srﬁ{?{
process and Receiver
measure of action
Markerer with by receiver Action by
a product consumer
responding to
decoded
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Advertising-F 5 s (H04) 12
e The 7 Steps in Creating Message (the
international communication process;ﬁjiﬁ?*

BUAU- [ R IR S )

— 1. Aninformation source (sYFHV7F)

— 2. Encoding (§\|n} =)
e From source

— 3. A message channel (?J«E;L*F?iﬁ)
 Who or what media conveys message

— 4. Decoding (B&E)
e Interpretation by receiver




Ll

Advertising-[s/ [ xp] (8 )

e The 7 Steps In Creating Message (the
International communication process)
— 5. Receiver (f1*¥)

e Consumer action taken by receivers

— 6. Feedback ([n'&#)

e How effective message was
— 7. Noise (?EF”,;j &)
e Uncontrollable and unpredictable influences
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Growing and Processing with Precision and Pertection R
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ONLY Colgate Total? T

with its 12 hour protection,
fights 12 teeth and gum problems.
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PEF psif™
_. " Come Alive!”
3 _” _ﬁ[‘: [}_\"_‘::E[ X R99 ()
Board members A=y

of the Pepsi generation.
&mmhﬁﬂm the heach all over America.

R )

Pepsi's "Come Alive With the Pepsi
Generation" translated into "Pepsi Brings
Your Ancestors Back From the Grave" in
Chinese.



International Communications Process
BRI S (R )

Al

EiZA

Awareness— Understanding —Interest—— Purchase

R

t

+| Producer/
)@ marketer/
advertiser Sets
objectives and

budget(s)
§':F worldwide

Marketing
coordination
and control

R

Advertising
agency
Develops the
message
(Cultural
Encoding)
and selects
the media

Generate

—

\E'f

Mass Media
Carries the
message
(Available
Acceptable
Media In
Each
Countr

L

Target Market 2
Receives the 7@[
message and %

>
V—

interprets its
content from
media/ peers
(Cultural
Decodin

o

ol

el R

SR

feedback
on effects

Revisit Ads & Objectives (4 Results Vs. Ad Objectives

Recipients
Think & feel
(Cognition &
Emotion); act
& react to the
message
(hierarchy

of effects

mm| =y
iy



Developing Advertising Strategy
P

BRI EEAIES ﬁﬂ’i(?lfm kL), A_TEJ?E[F[ZI%’EZ

Advertising Strategy Consists of Two Major Elements

and Companies are Realizing the Benefits of Planning
These Two Elements Jointly.

By 2 (P EQ 52 il

Creating the
Advertisin

(QM esSages

Selecting the
Advertising Media

S~




Creating the Advertising I\/Iessage'
Message Strategysi sV % (?, F SN

(AU [ AR e R
Develop a Message

Focus on
Customer Benefits

Creative Concept
“Big Idea” =} ,
: : . HEEY J’EI_E'JE;}’#\I]EU
Visualization or Phrase [iasssy
™ 1 4

Advertlsmg Appeals
Meaningful, Believable
& Distinctive



Developing Advertising Strategy:
Message Execution

Message

Execution
Styles

i Rl (Y RV




Creative Strategy (7' EL. ¥V %)

 Approaches to Creating Advertising Copy(l%?r
Rl Y TR
—“Laissez Faire” (FIflihvis)
— Export Advertising (i = = [ [fiv)
— Global Prototype Advertising (= = )
— Prototype Standardization
—Regional Approach (B iss#k— )
— Pattern Standardization
 Modular Approach




Creative Strategy (contd.) (G EL. ¥ X))

« Approaches to Creating Advertising Copy (I%“%?*EL.@
IR
— (1)Export Advertising(jii 1 = [ |y @@#9
-Benefits are include:
1)The same brand image and identity worldwide — 3=}%

5

2)No confusion to customers #EB%?EJ‘Z%J.

3)Substantial savings &7 4175 2.

4)Strict control over the planning and execution of your
- global communication strategy fﬁlﬁé‘j@tﬁﬂ.




Creative Strategy (contd.) (G EL. ¥ X))

— (2)Global Prototype Advertising

-Guidelines are given to the local affiliates concerning
the execution of the advertising.

-Guidelines can be in the form of manuals or tapes.
— (3)Pattern Standardization Advertising

-Guidelines usually center around the positioning theme
to be used in the ads rather than the execution.

-Execution is left to local offices.
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“Be All You Can be”

E [FJ‘I'JE—JIE['SZ‘J—_I&}:
"An Army of One."
WY ET .

"TARMY.
BEALLYOU CAN BE.
8004214422
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Just Do It




201|501 2 SRA S H T 1 B
5 ﬂf”fizﬁ'GE

L 0N

(dlile]

We bring good things to life .

@ CEFXKRGFLES

ZHPIRL 2 3F i SV T (We bring
good thing to life. ) [L upJﬁH[ S
GERYTRRLIFIZEE < ;é%pj]? BRI LT

(Imagination at work.)
@ imagination at work
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Always Coca-Cola

Enjoy the moment

E KIS3
o l‘

p ik ing e girl?
....-f.- - | 1': .-."-:xl. \m‘. Hn A ]

First Experience
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i Miller Lite

| Grest Toste...Lass fiing.*

LML Just over 25 years ago, Miller created the original ight beer - Miller Life. Made
% from onlythe finest malted barley and choicest hops, 2 frosty 12-ounce Miller Lite
58 contains only 96 calories of refreshing goodness. And, Miler Lite has only 3.2
grams of carbohydrates per 12-ounce serving - haff the carbs of Bud Light (66
A grams), one-third less carbs then Coors Light (5 grams) and 70% less carbs than
[ Michelob Light (1.7 grams). In 2002, Wille Lite won s third gokd award at e
{  World Beer Cup for Best American-Style Light Lager and was awarded a siver
¥ medal gt this year's Great American Beer Festivel. You know it's great - butdo
3 yourfriends? Find out with the Miller Taste Chalienge!

I Greatlaste.. Lessling... Miler Lte. Good Cal*

@

Great taste.. Less Filling


http://images.google.com/imgres?imgurl=http://www.famousfoto.com/tin-signs/1080.jpg&imgrefurl=http://www.famousfoto.com/tin-signs/1080.htm&h=215&w=275&sz=24&tbnid=sxpnfFHoAY0J:&tbnh=85&tbnw=108&start=5&prev=/images%3Fq%3DMiller%2Blite%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8
http://images.google.com/imgres?imgurl=http://oemsites.com/J80Worlds/images/Miller%2520Lite.jpg&imgrefurl=http://oemsites.com/OEM/Sponsors/index.cfm%3Fevent_id%3D7%26menu_id%3D174&h=430&w=509&sz=229&tbnid=QRYNQvb9t4IJ:&tbnh=108&tbnw=127&start=33&prev=/images%3Fq%3DMiller%2Blite%26start%3D20%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN

201 el = SF Jfl§fF'E [+ %5{ F«*
[#Ef|-Apple's 1984

Apple's 1984: The
Introduction of the
Macintosh .

Advertising Age
named it the 1980s'
Commercial of the
Decade.

Think different.



http://www.apple-history.com/movies/1984.mov
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E,-,Izﬂ\pple's 1984 F
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AN v TN R —
— ||||:| :_
fmfwril!.rumdmgum provesiing program for Macitomh

I8 can be uied L0 write mediod, Teports, elc Charts, tabies, graphs and
pxtum frem <iner applicaivnt can be pasted inte MacWrile

ecuments 1o addition, wirdi can be smphasised by m

{onts. phanging styles - changing sizes.

mpmwmmmmmupﬂmdwmmm
cormmands You Will #ver nesd 1 yau can paind, click, cul 453 paite,
you can use MacWrile P intance, (o roplace cae word With
mn-rmmw seléct. 1w flem named Thangs” from the “arch’

Wond m‘:'ry kjﬁ'}n'.lkmr.'m'a == Madlte



Global denken, lokal handeln.

Egal wio Sie gerade ein Fahizeug hendtigen,
eine van 370 Avis Stationen ist garantier
in lhrer Mahe.

Bei unsfinden Sie leicht
fir die werschiedensten
Anlasse das passende Fahizeud.

Stationen

We try harder
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| 954 A vear ,. 1+l 8% (Melts in Your
of Introductions 7 g Mouth, Not in
M&M'S” Peanut Chocolate Your Hands. )
Candies first appear on the scene;
the line, "Melts in Your Mouth, Not A
in Your Hands" s borm, and the a2 iﬁ !
world famous MEM'S” Brand ’\f“\~ N
characters debut to the public
in TV commercials. %‘EILJ L.

SR

(Chocblate IS
Better in Color)

@ S9L0-F

TVIV-Lrib W h ‘%!' MEM'S25 X

b“-b . - L
@%@

MEM'S®lcOWVWT Frun—|5%

BRAND
CHODOLATE CANDIES




January 1984

“Where's the Beef®&?™ These three word
became a national zlogan... Mare
November 1984

£ Wendy's celebrated its 1gth bitthday swith
mare than 2 900 restaurants in the United
States and 14 courtries.
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Diamonds are forever

AS PURE AND BEAUTIFUL AS
THE ARCTIC ITSELF
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A DIAMOND IS FOREVER
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that it is "Good to the Last Drop."
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ere are some thlngs money can't buy. For
everything else, there's MasterCard."
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MasER) TR AT WA ETEO ﬂ asterCard
Dﬂ@ B THALZHNS S,

! HASb08 MasterCard T,

Es gibt Dinge, die kann man nicht kaufen
Fiir alles andere gibt es MasterCerd.

s gibt Dinge, die kann man nicht kaufen. .
Fiir alles andere gilt es MasterCard.
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bay ciertas cosas gue el dinero no fede ¢
Jera todo lo demas existe MasterCard
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1 x Days Wages: $63.37
1 x Tin of Paint: $29.99
Realising that you are too stupid and you should

have EtEyEd In :SCHOOL: President of the USA $1 mill p.a.
PRICELESSIII 111 World Travel Free
"""" Groundkeepers Free
Guecei Suits $ 900

Having a dog called MONICA
PRICELESS
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Cost of Joining Mom's old sorority: | $1,300.00
Monthly Sorority dues: $ 250.00
New Black dress for the Fall Bash: $ 175.50

Photo of you and your Sorority sisters with YOUR TIT hanging out:
PRICELESS
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1 x Bull: $1427
1 x Hot Pink Bull Fighting : . 1
Costume: $299 ammunition $12
Copping it up the ass from an

angry Bull:
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http://www.adforum.com/creative_archive/2004/AW37_ANDY/reel_detail2.asp?ID=34698&TDI=VDauODSz&PAGE=1&bShop=&awcat=&ob=intlevel&awid=

The Miracle of Molson Twin Advertising™ Technology

HUNDREDS OF THOUSANDS OF WOMEN.
PRE-PROGRAMMED FOR YOUR CONVENIENCE.

As you read this. women across America are reading
something very different: an advertisement (fig. 1)
scientifically formulated to enhance their perception
of men who drink MolSon. The ad shown below. currently running in
Cosmopolitan magarine, is a perfectly tuned combination of words and images

il by traimed pr innals. whi are exp to it experience a
wery positive feeling. & feeling which they will later project directly onto you
Triggering the process ic as simple as ordering a Molson Canadian (fig. 2).

The game is about to change, and you're the heavy fTavorite.

Extravagant dinners. Subtitled movies. Floral arrangements tied together with
little pieces of hay. It gets old. And it gets expensive, depleting funds that could
go to a new set of 20-inch rims. But thanks to the miracle of Twin Advertising
Technology. you can achieve success withowt putting in any time or effert. So
drop the bowguet and pick up a Melson Canadian. That's not just a crisp, clean
mpart from Canada you're tasting. IU's victory, my friend.

+# MOLSONM

T A M e £ THE ALK,

This ad appeansd in The May ssue of Cosmopoltan wihile: This ad appeand in the May ssue of Playboy, FHM and offer men's magazines.
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Foundation (Magazine Ad)
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"Chest" for IKEA
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Billboard
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"The Jordan Love
Campaign"

The campaign -- which
included print, Out-of-Home
(OOH) and billboard
campaigns, along with films,
concerts, basketball games,
and a monumental four-
month, 13-city Love Truck
tour -- was designed to
strengthen the brand on a
national, regional and
individual level.

DID WE SHOW °
YOU THE LOVE?

TAKE THE SURVEY AND
LET US KNOW »

13,010 MILES
ON 18 WHEELS.


http://www.adforum.com/creative_archive/2004/AW37_ANDY/reel_detail2.asp?ID=37841&TDI=VDRuIREk&PAGE=1&bShop=&awcat=&ob=intlevel&awid=
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2 < million dollars a day is spent on marketing tobacco. A deadly, addictive product.

If | Should Fall To The Field

70 percent of smokers want to qult. Only about 5% actually succeed every year.
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2 ( Tho year a tobacco report said that without ricotine, “thera would b no smoking”
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80 The year a tobacce company considered looking at itself as a“drug company”
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8 ( The year a tobacco company sald that ncotine *ls considered to bo the most toxic of al poisons.”
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% The year a former tobacco executive sald, “of course it's addictive. That's why you smoke the stuft”

"Arrows" for American
Legacy Foundation
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Mutant steals
Mini Cooper car
for joy ride!

"Weekly World
News" for BMW
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N4 BUSH TO A DUEL

‘Why go to war when we can
'# settle this like gentlemen?”

MINI peoduc placement in Weekdy World Mews using cover as national Oul of Home buy.
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reative Challenges of
Global Advertising

Legal Constraints I
Linguistic Limitations I
Cultural Diversity I
Media Limitations I
Production and Cost Limitations I

1 Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.



Legal Constraints on Advertisingi:k &[4 juie

— Varies from one country to another where limits can

be on(IELHIF IR T )

e Types of products/services that can or can not be
advertised (%[ 31% FFF TH EF'E, .» Cigarettes, alcohol..)

e Amount of tlme glven to advertlse products/services on tv,

radloetc( = IJE Fg%[%& UW“%JEJ:F\F,J - 1%
327}%“pj fiﬁ«'*f'i IEgF: ZOJJ’#?“ 5 %

S0 i Jp@ﬁ% ) Ei 575
%%%H%H Fil- PP?IFI ng Lf 1[04 ﬁ J
é?rézj 0~

« \Who the advertising can be targeted to (f #5577, ﬁﬂﬁ’l

_ AL ?Jxxx?ﬁ[f’[ ..)(children, etc)
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Advertising Regulationsi* & fi piael

 The major types of advertising regulations include(=

SRR )

— Advertising of “Vice Products” and Pharmaceuticals
SRR LGl ﬁLﬁj FU’EIF[)

— Comparative Advertising(- 4% rﬁ[ﬁrD«l Pﬂjﬁﬁ i
AREEE B Ul R L TR0 R Pf/v s (P R
SHYED

— Content of Advertising Messages (?ﬁ[ f’[ K J?&[’;i/p,j-rqg,;
BT )

— Advertising Targeting Children (FF¥%})d Elfj?ﬁlb'[)

— Other Advertising Regulations: Issues of Iocai
languages, tax issues, and advertising rates (&l &

B P A ),




Advertising Regulationsy: 51 U7l E]

In the U.K., all advertising is allowed if not
specifically forbidden (UPHy= T 2 1, Rl T

#0).

In Germany, everything is forbidden if not
specifically allowed (f&Z &, F\, HIHERL T ﬁil’é@

In Italy everything Is allowed, even if forbidden

(P FF R AR URRL ) ), and

In Belgium, nobody knows what’s forbidden

(2 * HEREIERLAS (),



Advertising Regulationsi 1[I p 7%

o Strategies to deal with advertising

requlations(j& [+ F '&J SARMISEN=U)

—Keep track of regulations and pending
legislation (i pi= ok 44 Epva )

— Screen the campaign early on (J[J&'7E, 26!
i)

— Lobbylng activities (50)

—Challenge regulations in court (j%[ﬁ?t’f’,)

— Adapt marketing mix strategy (ﬁ#@% B /‘)
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Global Advertising and Culture = =,
F“, pfjﬁjﬁ-jwi - [pYE B
» Language Barriers (7 & [Eife)
— Language is one o;t e most formidable
barriers in global marketing.
— Three types of translation errors can occur in
international marketing(ﬁfjﬁipﬂf @ﬁﬂ%%ﬁ?i)
e Simple carelessness
e Multiple-meaning words
* |dioms




Global Advertising and Culture
e 4“?[\151]1% JIPE-Y (AU R

- Other Cultural Barriers(! L[*_\D ﬁﬁlﬁ%@
— Religion (F5%)

— Cultural traps/cultural dimensions

» Geert Hofstede’s cultural grid can be used to assess the
appropriateness of comparative advertising campaigns (see
Exhibit 14-2). The five cultural dimensions include:

— Power distance

— Uncertainty avoidance
— Individualism

— Masculinity

— Long-termism




Global Advertising and Culture "*T\% F|
E\jgﬂlﬂ JJPRE-Y [MEE E(contd

= Solutions to the language:
1)Involve to local advertising agencies.
2)Don’t translate into the local language.
Use the English slogan worldwide.
3)Use voice-overs to incorporate local slang.
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Media Planning & Analysis

e Tactical Considerations
= e Availability

e Cost

e Coverage

e Lack of Market Data

Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.



Media Usage in Various Countries

Nation TV Print Radio Cinema Transit
Argentina 148 155 43 16 47
Brazil 126 77 10 — 4
France 2,712 4,717 611 57 1,108
Germany 2,826 13,423 641 157 550
Japan 133,434 12,900 1,913 — 5,231
South Korea 1,083 1,755 188 — 708
Spain 2,386 4,569 873 62 384
Sweden 143 1,560 — 13 82
United Kingdom 4,621 9,071 287 84 530
United States 45,410 67,536 14,022 — 1,672




Global Media Decisions = ?T*ZI%?’E}H{?QT

 Media Infrastructure (ﬁ%ﬁ%ﬁﬂ:ﬁﬁ)
— Media Infrastructure differs from
country to country
 Media Limitations(ﬁ%?%ﬁﬂﬁjﬂ)
— The major limitation in many
markets Is media availability.




Global Media Decisions

« Recent Developments in the Global Media

Landscape(f:ﬂ‘%a%é@F HRS):

— Growing commercialization and deregulation of
mass media(ﬁ‘i"rr?ﬁ[;’ (=, 50 ﬁfﬂ#—ﬁ\ B L)
— Shift from radio and print to TV advertising (& &
% - FP R D REE T )
— Rise of global and regional media ([5 k4, == S

P IRESE)
— Growing spread of interactive marketing

— Growing
— Improvec

popularity of text messaging
monitoring

— Improvec

TV-viewership measurement
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16-8

Media Selection

e Newspapers

e Magazines

e Radio & Television

o Satellite and Cable Television
e Direct Mail

e Internet

e Other Media

Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.



Advertising Strategy:
Selecting Advertising Medlaﬁ%PE'Ei

Deciding on reach, frequency, and impact.

Choosing among the major media types.
— Media habits of target customers,

— Nature of the product,

— Types and costs of messages.

Selecting specific media vehicles.

— Specific media within each general media type.
Deciding on media timing.

— Scheduling advertising over the course of a year.
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MEDIA 5 i

* Print Media
— Magazines
— Newspapers
— Yellow Pages
— Newsletters
— Programs

e Electronic Media
— Radio
— Television

 Digital Interactive Media

"N /\/_._.

e I»I
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: continued

I\/Iediaﬁ [t PR

— 5T

e Qut-of-Home Media

— Outdoor advertising
 Billboards

— Transit advertising

e Direct Mall
— Mailed directly to prospective customers

e Other Media

— Videos
— Computer disks/CDs



° QP_; }% 2} J—'"":FII
— Banners
—Buttons * 3 P2 TR
— Key words : #aefgssi gz g £
— Portals, hot corners, and other Ad

Oroducts... : #F 1 EF| N F iRz AZ4a L BT ~F R
MR E

— Offline Ads : 4rPointCast#-3 £ ¥ 3 client:
— Sponsored content © et 5

— Direct E-mail and ‘Push’ service

— Intelligent Agents : &« i g £




INTERNATIONAL & FOREIGN
MEDIA

e |International Media
— Covers several countries

* Foreign Media
— Local media of a country




Media and Selection Criteria

 Availability e Television
 Viability e Radio
 Coverage  Magazines
e Cost  Newspapers
e Quality e Catalogs
e Direct Mall
 Billboards
 Cinemas
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Setting the Advertising Budget:3
Fg‘ & fﬁ'ﬁ'ﬁ

Affordable Percentage-of-Sales
Based on What the Based on a Certain
Company Can Afford  Percentage of Current

or Forecasted Sales

Objective-and-Task Competitive-Parity
Based on Determining Based on the Competitors’
Objectives & Tasks, Promotion Budget
Then Estimating Costs




Methods used to set the

Promotion Budget%i{%‘{,f’[

1. Percentage of Sales
2. Competitive Parity
3. All You Can Afford

4.  Objective and Task




Setting the Global Advertlsmg Budget
F:i‘w\_ IFI FIET

e Advertising budgeting methods :
— (1)Percentage of Sales(*fﬁj 123 )

-To sets the overall ad budget as a percent
of sales.

-The base Is either past or expected sales
revenues.

-The advantage is simplicity.
-The downside is faulty reasoning-
advertising generates sales not the reverse.

/', o ¥




Setting the Global Advertising Budget

A

! F TH R (contd.)

— (2)Competitive Parity (f-Lzasi =i 5= pusgign)
-1)Use your competitors’ spending as a benchmark by
simply matching their spending amounts.

-2)Rationale—the competitor’s collective wisdom
signals the “optimal” spending amount.

-3)Shortcomings:

-Competitor’s spending might be faulty.
-New entrants should spend more than established

competitors.




Setting the Global Advertising Budget
l?;“l-_ ,~ “H Rl (contd.)

. %))Objective -and- Task Method (FEUE<E 1422, 1(7’% F@'%

-Promotional efforts are treated as a means to achieve
the advertiser’s stated objectives.

-Steps:

1)Spell out the goals of the communication strategy.

2)Determine the tasks that are needed to achieve the
desired objectives.

3)The planned budget is the the overall costs that the
completion of these tasks will amount to.

4)Experimentation helps to refine the method.




The Objective and Task Approach =Lz} 15,
AR
OBJECTIVE

[0 INCrease awareness among college students for a new
videogame. Awareness at the end of the semester should
be 20percent of all students from the existing O percent
today.

TASKS COSTS
A . .
college papers. $280,000
Direct-mail samples to student leaders on 500
college campuses 50,000
Sponsor a national contest for video-game players
100,000

Total Budget $430,000



Setting the Global Advertising Budget

l?;“l_ | F [ glET(contd )

= (4)Resource Allocation (¥¥i 53 fieli)

1)Bottom-up planning—each country subsidiary
iIndependently determines how much should be
spent within its market and then requests the
desired resources from headquarters.

2)Top-down planning—the opposite approach.

3)Regional angle—regions review needed
ces and submit requests to headguarters.




Advertising Campaign Budget

F& c’?lf FHET RN R

* Internal Conditions (|’ j‘ﬁ[ﬁ}[ﬂ’iﬂ}d)
— Management orientation
— Advertising objectives
— Resources available




Advertising Campaign Budget
PR R

e External conditions (¥} fiﬁiﬁ)
— Governmental regulations
— Competitors’ advertising strategies
— Market attractiveness
— Media restrictions
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Evaluating Advertlsmng‘{,f' ,

Advertising Program Evaluation

Communication Effects Sales Effects
(Copy Testing)
Is the Ad Communicating Is the Ad Increasing
Well? Sales?

3%?‘:] iﬁlp’lfj}k'srg\l aaj%'ﬁj p 14{/4%3
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- Bardok(@ﬁl“l%l% e %)
- Coca Cola (Sounds like bite the Wax Tadpole)

- Misair (EE | GET DF[FI Jﬁq"ﬁ&g’m )

16-10
o ﬁafﬁs
Ak [HZ
- BT - SRl
- BRI RENE
- LR - i it
- SR - T 17 AL
e Other Countries make mistakes too
- Zit (B> )
- Koff (FB37)
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Misfires in Advertising

Phonetic Problems with Brand Names

- Bardok (Sounds like Brothel in Russian)

- Coca Cola (Sounds like bite the Wax Tadpole)
- Misair (Sounds like Misery in French)

16-10

® Translations

Intent Translation
- Stepping Stone - Stumbling Block
- Car Wash - Car Enema
- Highly Rated - Over Rated
Symbols
- Owl - Bad Luck in India
e Other Countries make mistakes too
- Zit (Chocolate from Germany)
- Koff (Beer)

Irwin/McGraw-Hill Copyright © 2002 by The McGraw-Hill Companies, Inc. All rights reserved.
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