
ADVERTISING

Chapter 11.1



Define Advertising:

Paid, non-personal communication 
between an identified sponsor and a 
potential customer about a product or 
service.

 Includes TV, radio, billboards, Internet pop-ups, 
etc.

 Advertising provides revenue for teams.



7 steps of the advertising process

1. Set a measurable advertising goal.
 What do you want to accomplish?

 The goal must be measureable (ex: increase sales by 10%)

 Brand Recognition: 

 Refers to the number of people who recognize the brand name of 
the product.



Can you identify the company?



2. Develop the advertising budget.

 Methods used to determine the advertising budget:

 Marginal Analysis: Setting an advertising 
budget assuming a dollar spent on advertising 
equals additional profit.

 Percent of Sales:  Determines your ad budget 
based on a percentage of past sales and the forecast 
of future sales.



 Develop the advertising budget continued:

Bartering:  Exchanging something other than 
money (merchandise) for ad time or space.

A company might supply t-shirts for a little 
league team, if they put the company’s name on 
them

Fixed Sum per Unit:  A method of determining 
an ad budget based on the number of units of a 
product sold



 Payout Planning:  An approach to 
advertising budgeting in which the dollars 
spent to advertise are considered an 
investment toward sales and profits.

 Competitive Parity:  Maintaining a 
current “share of voice” or spending the 
same amount as your competitors.



3. Create an advertising theme
Define Tag Line:

The theme of an ad, it is usually a slogan that 
conveys the main message of the ad.

“Just do it.”  

“Have it your way.”

“I’m loving it.”

“M’m!  M’m!  Good! “



 4.  Choose the advertising media.

Define Media:

 The vehicles used to convey the advertising messages.

 Print Media:  newspapers, magazines, plastic bags, billboards,

 Broadcast/Cable  Media– radio, TV, and the Internet

 Based primarily on the advertising budget and the target 
audience

 Define Media Strategy:
 Choosing the media that will bring the most effective 

advertising message to the targeted consumer.

 Define Reach Strategy:
 Which targeted demographic segments are most likely to 

be reached.



5. Create the advertisement.
 Define Copy:
The spoken or printed words in an advertisement.

 Define Wear out:
Occurs when an ad loses it effectiveness due to 

overexposure or poor message quality.
Can you think of any commercials that you hate?

 Artwork  or photographs are added to copy to 
enhance viewers’ interest and grab their 
attention.



6. Develop an advertising schedule.
 Define Frequency:

The number of times the targeted customer is exposed to the 
media.

 Define Concentration Strategy:

Buying space in or time on a single medium

Example:  Radio or TV commercials

 Define Dominance Strategy:

When a firm buys the maximum reach and frequency in one 
medium and purchases additional space in or time on other 
media.



7. Measure the effectiveness 
of the advertisement.

Define Response Rate:

Refers to the number of 
customers who connect with and 
act in relation to the 
advertisement.



List some of the marketing strategies used by Axe.

1. Sending product samples to college kids

2. Invitations and holding a huge party

3. Young ladies spaying free samples on 
gentlemen

4. Print and broadcast media 
advertisements



Ad firms buy time slots on the TV shows 
based on the compatibility of the target
customers and the potential viewing
audiences.

Primetime, or when the largest viewing 
audiences are watching TV, is the most 
expensive time to advertise.  The time slots 
are priced based on expected audience 
ratings.



Activity 11-1 (Part A)

 Go on the Internet and search for 3 TV 
shows that charge the most for ad space.

 Advertising Age

 Write the target demographic of the 3 TV 
shows you have found charge high prices for 
ad space (age/gender/interests)

 What is your favorite TV show/why?  What 
advertisements do you usually see on that 
show?

http://adage.com/article/media/tv-ad-prices-football-king/244832/


Activity 11–1 (Part B)

Go on the Internet and search for good 
taglines.  Find 4 famous ones that you 
personally like.

 List the 4 Taglines and what company they 
represent

 Write 2-3 sentences about each telling me 
why they are effective for that product.


