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marketing communicadon is processed and in
Chapter 9, we examined the process for message development. Now we look at
the creative tactics involved in executing the creative idea and how they are used
in order to optimize the likelihood that a message will be processed. First, we

discuss some general principles and creative tactics that reflect our understanding

of how certain aspects of 2 message execution can significantly affect how well it
and pictures used inan

will be processed. We address the waysin which the words
execution can maximize attention and learning. Reesearch in psycholinguisucs

and visual imagery have yielded a great deal of knowledge of how the way in
which something is said, ot the characteristics and the images used in visual
communication, can affect the likelihood that someone will pay atcention and
lean something from the message. We will be reviewing 2 number of these
findings that have a direct bearing on marketing communication.

Following this, we look more specifically, at the creative tactics needed to
address brand awareness and brand atdtude objectives, and how consistency
across different integrated marketing communication (IMC) executions will
enhance the overall power of 2 brand’s marketing communication.

In Chapter 8, we locked at how

1-|,._.'_..~:;',._. L

gt t EBRE T Bl

Gaining attention

How much attention someone is likely to pay to marketing communication is a
function of the way words and visual images {pictures and illustrations) are used in
the execution. Addidionally, for print, the size of the execution and its focus will
influence the degree of attention paid, and for broadcast (both television and
radio), the length of the commetcial. But atrracting arention is only the first step.
Executions must also fold arrention so the message can be processed. In this
section we will be discussing some of the creative tactics that can help atrract and

hold attention (summarized in Table 10.1).

Unexpected elements

. one of the easiest ways to attract attention in print is

According to Myers {1994)
elling of words. A good

to use letters in unexpected ways of by altering the sp
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Creative execution

Table 10.1 Creagve tactics for gaining artention

Unexpected elements

Colour

Larger pictures

Correct placement in print
Motive-dependent structure for commercials

example of this is the provocative logo for French Connection UK (FCUK). In
broadcast, the repetition of particular sounds can help draw atention to a brand
name or slogan and reinforce it in memory-

The reason unexpected things attract attention is that people are accustomed to
experiencing things in certain ways and when there is a departure from the norm,
interest is aroused. People tend to notice changes in things that are out of the
ordinary. If you were t0 hear someone say, you placed the emphasis on the Wrong
syllable’, stressing the second syllable rather than the firstin emphasis and syllable,
your attention would be immediately drawn to what was said. In marketing
communication this can easily be done in the voice mack by simply placing more
emphasis on a particular word where it would not be expected.

Colour

For all print media, four-colour (1.e. full colour) attracts more attention than
cwo-colour, which atracts more attention than black and white. This is true
for both consumer a5 well as business and trade marketing communication.
One sometimes hears arguments from marketing practitioners that black-and-
white advertisements will acract attention because they ‘stand out' from
clutter. However, there is nothing to support this idea. In fact, attention to
black-and-white advertisements in consurner magazines is about 30 per cent
less than full colour advertisements, 2nd the advantage is even greater in
newspapers. With business-to-business advertising, colour advertisements
draw about 50 per cent more attention than black and white (Roossiter and

Bellman, 2005).

Size of picture oF illustration

In print advertising, the piceure of {llustration will draw most of the attention of a
reader. For example, about 70 per cent of the dme spent Jooking at print
advertisements is Jooking at the picture (Roossiter, 1999). Research has consist-
ently found that the larger the pictre size in an advertisement, the more it will be
processed {ct. Franke et al,, 2004). There is an old ‘rule of ghumb’ in advertsing
that attention to 3 print advertisement will increase at a rate of about the square
root of its size. This would mean that an advertisement with a picture of ilhus-
rration four times larger than that in anothet advertisemnent should receive twice

the atrention (the square root of [our being two).
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Picture size is especially important for low-involvement transformational
advertising where rraditionally the picrure is the most important element of the

execution. Butakey point to bearin rind is that when talking about picture size,

we are referring to a picrure ot illustration with a single dominant focal point
al, making up the

(Franke etal., 2004). In other words, a single picture, not sever
size and the visual content and in that single picture, only one central image.

Print placement

While not strictly 3 creative tactic, where advertisements are placed within 2
magazine can have a significant effect on how much attention will be paid to
them. Back cover placement will gain the highest Jrrention, followed by the
inside covers, and cover position in business-to-business publications will have
very high-atrention value (Roossiter and Bellman, 2005). Paradoxically, having
another advertsement on 2 facing page Will incease attention slighdy, while
editorial content will significandy huort artention to 3 nearby adverdsement.

Format

With print advertising, the end to smaller newspaper page size does not appear
to have any effecton atrention to advertisements within, nor does the page size of
magazines impact the attention paid to an advertisernent. Interesdngly, the size of
2 banner advertisement on the internet does not affect ateention (Ahn and

Edwards, 2002).
The length of commercials, for both radio and television, 15 directly related o

atrention. The longer the commercial, the greater the atrention (Ritson, 2003).
The number of cuts in a commercial does not seem to affect attention, even
though as the number of cuts rises above the average of 13 per 30-second

commercial, the level of arousal does increase. While this does not seem to affect

atzention, it does negatively Impact learning.

The key to holding atrention with television commercials is a functon of the

pattern or structuré of the execution. Communication for informationally driven

commercials should usea two-peaked pattern where the category need is presented

first, the brand is identified in berween and the benefit provided isin the second

peak. In this way, the target audience recognizes the need, associates the brand
with that need, then ‘stays tuned’ to learn how the brand can satisfy that need.
ecution should reflect a

With transformationally driven commercials, the eX
raising pattern, beginning with brand identification and followed by 2 building of
posiave emotion, ending with a definite ‘kick’ (Rossiter and Percy, 1997).

Facilitating learning

It is, of course, not enough to simply pay attention to marketing communicadon ~
one must also ‘learn’ what it is trying to s3y. Critically, this means learning the
brand and its pamary benefit. There are 3 number of ways to facilitae Jearning
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Table 10.2 Creative tactics for facilitating learning

e

o Keep it simple
o avoid negatives
s avoid passive constructions

o  avoid puns

o Headlines fewer than 67 words

o Use picrurc-wo:d sequence
e Visual cuts in commercials consistent with brand

attitude strategy

based on the way words and pictures ot {Jlustrations are used within the creatve
in which attention to how

execution. In this section, we reviewa number of ways
words and picrures are used in an execution can increase the likelihood that
<omeone will continue 1o process the message (after attending to it) and leamn the

brand and its benefit (summarized in Table 10.2).

Keep it simple
There is a large body of research that has found that using famniliar words in
familiar ways will facilitate \earning (Paivio, 197 1). The more complex or difficult
a sentence, the greater the likelihood there will be difficultes in processing, and
hence leamning. This means avo ces and long or complicated
sentence structures. You should avoid the use of puns (verbal or visual) unless you
are cerrain they will dience. The British are

be readily understood by the target aw
fond of using punsin advertising, but to be effective the point must be understood
immediately.

The headline for a BMW adverusement reads: ‘Bigger boots. More Welly.’
What is the benefit here? In the UK ‘welly’ would be understood as short for
wellington boots, which is the generic term for rubber boots. What associations
are being activated from memory by the words ‘boots” and ‘welly'? How does this
relate to ‘bigger boots'? Does this reinforce the benefit of *1,395 lizre of boot
space’ in the BMW, where ‘this large, uncluctered space provides 2 vanety O
flexible storage options’ (as detailed well into the copy)? One must be very care
with puns. If used, they must quickly be seen as conveying the ‘real’ meaning.
Tt is also a good idea t0 avoid using negarives. A greatdeal of research has been
done that says it is more diffcult to process negatives used in phrases OF SENLENCEs.
The problem is that £ correctly understand a sentence using a negarive requires

rwo-step processing. One must first process the negative word, then ‘reverse’ the
at one should never use negatives, but it

meaning. This 1s certainly not to 53y th
does mean that one to ensure that the meaning is quickly and

must be careful
easily understood. In addition to the potential problem associated with two-Step
processing, when negatives such as ‘pot’ are embedded in a sentence, it is easy for

the eye to simply miss them unless one 15 carefully paying attengon.
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Use short headlines
Using short headlines is important because of the way people read. They do not g be_

read each word oneata cime, but rather process groups of words. Those groupsare i
f fewer than six or seven words, depending on their length (Wearing, 4 nl-l:
the

made up @
1973). Look at the following headline: i "
[t el
Just Beautiful Skin ?\r cla
The moment you glanced at the headline, you processed it at once. It was not 3 P:
| necessary to ‘read’ the words, it was understood asa unit. Onthe otherhand, with '
larger headlines the eye will initially only register group of words, with perhaps - In
\ taking meaning from a few scattered words near the edge of the group. Look at L pf
the following headline: b Pt
al
jE Confidence is Everything 3 !
B b c
g But a Lirde Makeup Can't Hurt £l c
i3 o
To understand what it says requires one be motivated t© spend tme processing it. e
The implications of this for advertising € obvious. 1f someon¢ is flicking !
tion in order to \

through a magazine, each page will artractat {east mornentary aren

see if there is anything there worth holding their atrention. But if there is a short E
headline, fewer than six or seven words, even with brief exposure, if the eye falls on 1 '
the headline its content will be processed and communicated. Copy on posters an I ;
outdoor, as well ason packages, should also be short to ensure processingata glance. ‘_

Picture-word sequence
Hustractions and words in

The order in which the eye attends to the picrures of

marketing communication will affect learning. In 3 study reported by Brainerd
et al. (1997}, it was found that when people confront 2 picture—word sequence 4
rather than 2 word-picture sequence, learning iNCreases. Contributing to this :
phenomenon could be the fact that picrures are known to have superiority over
words in leamning (Eyesenk, 1977; Bryce and Yalch, 1993). People tend to i
automatically engage with picrures, and they seem to elicit more claboration from &
memory than words. Myers (1994) has rmade this point with 2 good example. ¥ B
you were t0 read about a neW s03p that would make you beautiful, you wouldno 5
doubt be a bit sceptical. But if you saw 2 picture of 2 beautiful woman holding 2
bar of that new s03p, the image of the beaunful woman would help reinforce the
claim and you would be more inclined to believe it.

But one must be careful not to take this idea of a picrure—-word sequence
literally, at least for print, and this includes the internet. It does not mean, for
example, that a picture or Jlustration must be at the top of the page, with the
headline and copy at the bottorn. What it means is that the eye should be drawn @
the picture ot Jlustration frst, then the headline. This is not 2 problem because

I T
ks

iir

S ol Tt




o not
psare
aring,

ras NOL
i, with
erhaps
.ook at

essing it-
fiicking
order to
is a short
e falls on
ssters and
a glance.

words in

- Brainerd
sequence
ng to this
ority over
le tend to
ation from
:xample. If
1would no
n holding 2
inforce the

d sequence
it mean, for
re, with the
be drawn to
lemn because

i ok S

s o

= i o b e e
S A 2 _1#"_*_-1-.1_“ L

e By an et

e oy

Fune

A et REY

the eye is more likely to be
be checked with eye-mcking.

made by people in 2

Creative execution 205

initially drawn to the visual. However, this can always

This same idea also applies tO television. When important points are to be
commercial, by voice-over of printed boards on screct,
ual element that

they should be immediately preceded by an appropriaté vis
il help facilitate the processing of the verbal

clicits reinforcing memories that
claims (Young and Robinson, 1992, 1999; Rossiter and Percy, 1997).

Pacing of commercials
we talked about the optmumm

rmat and attention,
ect of this concermns the

In earlier our discussion of fo
ining actention. Another asp

patternsin commercials for gainil
pacing, Of the number of visual cuts in the execution. While the increase in

arousal sssociated with more than the average of 13 cuts per 30 commercials may
be good for rransformational advertising where the emotional ‘feeling’ 1s SO
critical, it definitely is not for informational executions. With higher numbers of
cuts only peripheral, executonal content is likely to be Jearned. This is fine for
rransformational srategies where the benefit is in the emotional response t© the
execution jrself. But W 1 3 jes, it is necessary 10 process and
learn the content of the message, and this cannot happen when the number of
visual cuts s much more than the average.
Interestingly, it 18 often argued that viewers today, and especially younger
viewers of the so-called ‘MTV—generation’. are conditioned t@ fast-cut visuals.
That may be Tus, but it does not mean they are processing much beyond senst
¢t an MTV-raté of 20 or more cuts Pet 30 commercials, loss

stimuladon. In fact, a
of attention among 1934 year olds 1s actually greater than among older adults

(MacLachlan and Logan, 1993)-

Consistency in IMC executions
n most difficult, tasks for IMC 1s ensuring

One of the most important, and ofte

consistency 10 execurions within and across the different types of marketing

communication 2 brand is using, as well as over ume- Everything connected with

an IMC campaign should have 2 similar ‘look and feel’. That means everything
a1, to packaging, © posters, t0 the

from advertisements, to direct mail, t0 collater:
ks, to business cards and letterheads — everything.

sides of delivery truc

The target audience should be able o immediately jdendfy any exec

within a campaigh, and over time, s belonging to the brand. Thisisan important
the more

part of 2 brand’s identiry, consistent the executions,
readily brand awareness an jcating the brand benefit will e achieved.

Vet it is surprising how nderstand this. Too
often abrand’s advertising ch ien, and it is not at
all unusual for 2 brand’s promonons to hav ith i
advertising {or in €
mean that everythin

ugon

arketers do not seem o U

rms of the
g must look exactly

FEten LS el ey
e



everything together, and this evolves over dme. In fact, some variation in k
i jal to maintain attention and interest, and to help forestall

thin an IMC campaign, and over time, is important for
brand awareness. When the look and feel of a brand’s execution is consistent OVer
time, thatalone ‘uiggers’ the brand in memoxy, along with the appropriate linkto

the need. In fact, just this ‘lock’ or ‘feel’ can be enough,

the brand name itself.

The long-running campaign for Gilk Cut tobacco in the UK (up untl all

tobacco advertising was banned in the early 2000s) was one of the best examples
included the

of what we are talking about. For years, the brand’s advertising never
brand name. The advertisements Were always some variation of scarlet silk and a
‘cut’. Of course, it took many years of advertising following this ‘look’ with the i

i i d be dropped from i

brand name to seed the association 1n memory before 1t coul
the advertising. oal should necessanly be to L

We are not advocaang that one’s g
reach a point where the brand name is 00 Jonger used (after all, there are always :
new people entering the mar B

ked), only that it reaches the point where the target
audience would know it was the brand advertising

even if the brand name Was o
not used. '
The key to consistency is the visual feel. This is because the visual memory for
th the brand actually elicits faster brand identdficadion i

the imagery associated wi
than the brand name iself, Studies have found that a consistent look and feel
provides 2 faster trigger than the actual brand pame Of logo because visual

| memories are superiot to those for encoded verbal stimuli such as words. This ?
may be because OVer half of the brain’s cortex is used for processing visual images. i
Eye-tracking studies of print adverts consistently show that around 70 per cent of B

the time spent looking at 3z advert is spent with the visual.

Consistency also helps in building brand amude. The key here is to make sure
that this visual look and feel islinked to the primary benefit beng communicated.
\When the visual imagery i also associated in memory with the benefit, or if the
associations reinforce the nature of the benefit, the consistency OVer time Wi

enisure COMMuUMICanon of the brand and its benefit with even a brief glance.
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Visual look must be unique

onsistent look among all the parts of an IMC campaign argue
s any chance chat the target audience may confuse the

pication with a competitor’s, the problem is obvious.

milarity between compettive brands’ advertising.

will see how similar the look and feel of advertising

ank, car, fashion and

The reasons forac
for its uniqueness. iftherei
brand's marketing comumu
Yet there is an incredible st
Pick up any magazine and you
for competng brands is. This is especially true of retail, b

cosmetic advertising.
cutions that have the same look and feel, and

What ate needed are unique exe
become frmly associated in memory with the brand. 1f compettors
d's ‘look’ aferitis firmly associated with that brand, misattribution is

r's similar looking advertising will merely

over tme

likely to occur, and the competito
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of the nature of memory, oncea

prand 15 associated with a particular look or feel, any ome that imagery is
encountered it will stimulate associations with the brand. Good IMC planning
can help ensure a unique and consistent look and feel for all a brand’s marketing

commurﬁcation.

Audio branding

1n addition to the obvious need for visual and themanc consistency Over Qme,
music can be used to provide consistency within an IMC campaign. This s often
referred to as ‘audio branding’. A good example of this is AXA, a financial
service group operating in some 56 countries. They created a library of specially
composed music that could be rmixed-and-matched by their many groups

and agencies around the world. But the key is using an ‘audio logo’ for all their

marketing communication (Hayzlets, 2014).

Specific creative tactics for brand awareness

and brand attitude
In Chapter 4 we introduced brand awareness and brand atdrude strategies. Now
 that should be used in developing

we are going to explore the creative tactic
to optimize the likelihood that they will be correctly pro-
talk in terms

executions in order

cessed to effectively implement the appropriate strategy. While we

of traditional advertising, it should be remembered that the same creative tactics
d brand atirude) and

apply to promotion—like messages (in terms of awareness an
ical advertisement, brochure, in-store

also that it does not mattel if it is a typ!
tics necessary to ensure that brand

display or package. These are the creative tac
awareness and brand attitude communication objectives are reached.

Brand awareness creative tactics

You will recall from our earlier discussion of brand awareness strategies that the

correct brand awarencss objective depends on the role awareness plays at the time
the purchase decision is made. The brand will cither be recognized at the point-of-
purchase, reminding the consumer of the need, or a need will come up and the
brand must be recalled from memory prior t0 the actual purchase: recognition
brand awareness Versus recall brand awareness. The creative tactics involved will be
different, depending on the specific brand awareness objective {see Table 10.3).

Table 10.3 Brand awareness creative Lactics

Package must be shown as it will appear at the point-

purchase

Brand recognition
Need must be linked to brand, in that order, and repeated
e —

Brand recall
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Brand recogmition

With recognition brand awareness, the package (or2 symbolor logo forthe brand
ifthatishowitis recognizedat the po'mt-of—purchase) rnust be dearly presented in
the execution to ensure visual iconic learning (Kosstyn and Thompson, 2003). 1t
is not enough tO only show the product, unless the product is sold without 2
package- This can become 2 difficult creative problem when dealing with
rransformational products, where the package ¢an casily get in the Way of
emotional presentation of the benefit. Nevertheless, it s critical because that

visualimage ofhow the product will be recognized at the point—of—purchase st

be stored in memory and linked to the appropriate need so that when it is seen1n

the store it will mgger that need.
Advert 10.1 for Fentimans pink grapefruit ronic water does an excellentjob in

avoiding this problem. There is obviously good package recogninon, and the

emotional benefit follows from the image of the ‘product 10 use’, the refreshing-
looking drink side-by-side with the bottle. As we shall see shortly, with low-

involvement rransformational products like this, the benefit is in the execution,

and it must be able © elicit a posiave emotional response.

does all of this. In this execunon, We have strong package identficatdon linked to
the positive emotion aroused by the visual image of 2 drink. When you se€ the
botde in the store, you recognize 1t and that posiive feeling associated with it,

how good the drink looked, and because it is a low-involvement product with

lirtle or no risk in the trial, you give itauy.

1f the package 1s 0ot sufficiently exposed, there is every chance that one’s

marketing comrnunication will not be associated with the brand, or evexn mis-
rakenly linked to another brand. This is especially mue for new product inTo-
Juctions, or when ing to reach new users. As a rule of thumb, the package
should be attended to for two seconds if it is to be “eamned’ and recognized later.
This means being Jble to hold attention in print, and t0 be exposed for at least two
seconds in 2 television or internet advertisement (or a0 other new media). In
1ddition to visual recognition, you will remember from Chapter 4 that
ditory recognition may be needed. The ractics are the same,

occasionally au
a5 it will be heard during the sales process, and

except that the name must be heard

repeated to enSULE exposure ame.
Regardless of whether it is visual or auditory brand recognition, one must be

cure that the category need is obvious. With established product categories, the
appropuiate need is usually understood. But with new products, of new brands in

an established categorys the need must be clearly evident. In eicher case, within
the execution the package should

migger the need, not the other Way around,
because it will be the package thatis recognized firstat the point—of-purchase and
‘remind’ the consumet of the need for the product.

As a footnote 10 the discussion of the creative ractics needed for effectve
recognition brand awareness, 2 study by

four visual elernents that significantly increase the likelihood that something

be recogniz

Henderson and Cote (1999) idendfied

ed. First, there <hould be some sense of curvature. Second, generally,

e g T T LA

A
o
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f repetition in the d
¢. In designing pac
uld be kept in min

trical. Third, some

but not exactly, symme
Fourth, that it represe
and brand symbo
recognition brand

these points sho
awareness 5 involved.

and the brand must be recalled
stablish in memory 2
ed arises, the brand
at the association is
on etal., 2003). This
this is a more

the need occuts first,
at the creative

With recall brand awareness,
from memory.
link becween
pame will come
learned in that direc
is generally done in
difficult learning proces
association must
A visual could
to do because the need
be immediately and co
see it in the advertiseme
used in working memory wh
need. If you de
thinking about
some images may
Advertising fora C
food with the name
Chinese food,
(obviously mu
visual images 0
brand attitude. T
One way to help boost
the execution. F
audience easily re
them. If they are
shown that the visibili
and Hecker, 1993), That, howev
linked to the brand.

execution must €
that when the ne
d. Thekeyist
followed by brand (Ne
in the body. Because
s than that involved with recognition
d o ensure learning:

sh the category 0
diately apparent.
elled’ in the t
e it is that verb
en the need actually occurs,
to eat in a Chin
not seeing visual

This means th

tion: need first,
the headline and repeated

not always easy
The visual would nee
dience’s mind when they
at is most likely to be
not the image of the
are likely to be

be used to establi eed, but this is

must be imme

ese restaurant, you
images of Chin
likely to be co
ant to associate the
mategically, ‘when
link that should be ¢
appropriate (O use strong

this will primarily operate oo

cide to go out
Chinese food,
follow. But the initial
hinese restaurant will w
of the restaurant: §
about us'. This is the
ely). While it is ce
the advertisement,

nsidered verbally.
desire for Chinese
you think about

h more creagv
fChinese food mn
he need should be 1

2 celebrity presenter in
dis whether the target
held in high regard by
e, then research has

the brand (Holman
ibility must be

mansferred 0
The celebrity's vis

er, is the key.
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formational) motives. The reaso
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In Chapter 4,
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Table 10.4 Brand artitude creative tactcs
presentcd in the exeme

Use one simple benefit,

Emotionally authentic presentation in the
execution becomes the benefit

Benefit must be consistent with the target
audience’s current atritude towards the brand

and without over-claiming

with which the

E ]_,ow-involvement infomational
. L ow-involvement sransformational
High—muoluemenl infam:atioml

and category,

Emotionally authentd¢ presentaton

rmational

ed ngh-invo!ucment transfo
i; target audience pcrsoml'ly identifies
11s
his considerations are s0 ymportantis thateachis directly related to the way in whicha
ore message will be processed, and that means that creative tactics needed to facilitate
this the processing of the message will differ for each quadrant (see Table 10.4).
The specific creative tactics associated with ecach quadrant of the grid are
sasy designed to optimize the likelihood of a person successfully processing the
dto message. This means being able t0 communicate the benefit around which a
hey brand is positioned within its marketng communication, and ensuring that the
E’be L optimal emotional associatons are miggered t© facilitate message processing in
fthe S working memory- We will first take 2 Jook at the creative tactics appropriate for
obe the brand attitde strategy quadrants, and then review how emotion 15 handled
ugh S within an execution 0 encourage processing.
sally. I
inese . _ i
bout 18 i Low-involvement informational
ished & i'r This is the quadrant for low-involvement decisions involving negative motves.
wong M- Because the decision 1s low involvement, on¢ simple benefit in the message is
e on - enough. This benefit should be prescnted in the extreme because the target
E B audience does 1Ot really need to believe the claim. All that is necessary is
aer in <omething Maloney (1962) has called ‘curious disbelief. This 1 2 perfect
target 8 description of what one is tryingto accomplish with low-involvingbrand attitude
ard by : i strategies, and especially low-involving informational markedng communi~
ch has E cation. One is looking for the consurner to chink: ‘1 wonder ifit can really do that?
olman o & would be great ifit did’ Because it is 2 low-involvement decision, there 15 10
nust be L sk in trying.
i Thisis exactly what we have with theDeep Heat/Deep Freeze advertshownin
4 Advert 10.2. The benefit should be clear, presented in 3 simple Way. and
immediately evident, and it is. The ‘prob\ems' to be solved are obvious in both
Hi cases, as 18 the solutdon: Deep Heator Deep Freeze. Each half of the advert could
ted out & effectively stand on its own, but together like this it adds synergy that helps build
tion by ] an even stronger positive attitude for the brands.
i?ﬂying ; With informational messages, the rarget audience does not even need to like
sin four ] the execunon. One of the classic cxamples of chis is a long-running Charmin
negative ] toilet tissue campaign in the US duning the 1990s. in this series of commercials,
women would attempt to SqUeEZe packages of Charmin becausé it was
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but it nevertheless moved the brand to number one in the category
(Freeman, 1699). How cansucha thoroughly disliked campaign still be effective
cused on

for the brand? By using such an extreme presentation, it also sharply fo
the benefit. uch more likely to se¢ Chartnin

When shopping, CONSUMELs were
and wonder whether itreally was than think about the obnoxious

that soft, rather
Mr Whipple-

Benefit focus.
must be consistent

n, how one focuses on the benefit

with the underlying motivation. Informational versus {ans-
formational brand attitude strategies require different ways of supportng of
drawing attention 0 the key benefit claim. When dealing with low-involvement
informational brand ateitude strategies, the focus is directly on the key benefit claim
which is expressed in terms of the subjective characteristic of the brand: for
example, ‘fast acting’, ‘the latest technology’, ‘softer skin’, etc.

Source characteristic. When dealing with low-involvement informational brand

Jtritude strategies, the percenv must be seen as credible, and

ed source of the message
asan ‘expert . Weput the word ‘expert’ in inverted commas because We are using it
in its broadest sense here, not just

In all marketng communicatio

in terms of technical expertise. For example, 3
motherisan ‘expert at getting children's clothes clean. When there are people inan
advertisement, they will generally be seen as the source of the message, and, in this

* in the product category- When there

guadrant, should be perceived as an ‘expert
are no people, the company or brand itself will be seen 33 the source.

Low-involvement transformational
are dealing with low-involvement decisions, but the

driving behaviour in the category is positive. The real key *
here is getting 3 positive emotonal response 0 the execution, because in a very
real sense the brand benefit is in the execution itself. This requires 2 presentation
of the benefit in an emotionally authentic way. 1f there are people in the advert-
isement, they must look real and natural, not posed. if they do not, the emotional

response to them will not seem real.
The target audience must immediately connect emotionally with what they
; the benefit for the brand.

see, and the feeling they getina very real sense become
At the point-of—purchase or when the brand decision 1s made, you want the

consumer to re-experence that same positive feeling for the brand. Because itisa

low-involvement decision, that should be enough t© drive purchase. Only one
the benefitis tied so closely tothe emotion

benefit should be presented, because

response. 1t would be impossible to process two independent emotional

responses at the same fme. The advertisement shown in Advert 10.3 for
Jack Daniel’s is 2 good example of a low-involvement, wansformational strategy.
The underlying benefit of ‘great taste’ following from the cave spring water is
presented with compelling authentic emotional imagery, consistent with the

long history of Jack Daniel’s advertsing.
ae ‘look and feel’ to their marketng

While all brands should seek 2 uniqg
tical for cransformational brand atritude strategies.

In this quadrant, We
underlying motivation

communication, it is cri
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likeability component of attractiveness. This sho
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High-involvement infonnational

As we already know from Chap
purchase decisions i
and learn something
most important creative ta
consistent with the target audience’
and the brand. Unlike with {ow-involve
likely to suspen ]

high-involvcment decision to0
nced that the benefit claim {

ter 8, when

from the message: they
cuic for

acceptable but also
anderstand what the consumer isors
claims, or 1§ inconsistent with the targ

consumer will countes-argue the @

be made that fall within what Shenif

o often advertising for

s fashion magazine

ave to hav
w could you experienc

is that the targe
i 4 associates it I memory Wi

posidve experienc

tve characteristic ©
(for example,
on of the positive Mo

teristic for transfo
ow-involvement quadrant,

“ike’ what you se&

¢is necessary for the target andience ©

this quadrant is to m
5 current atarudes
ment decisio

or claims) 1s Ve

et qudience’s

essage an
and Hovland {1961) calla person’s lati

Creative execution 215
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ance, as discussed in Chapte things we readily
a5 where we are not quite sure whether wedo

ornotbelieve, butare open-minded (what Sheriffand Hovland cali the laritude of
indifference). Beyond that, we reject the claim {our latitude of rejection)- Thejob
1 i i ication is to ensure that

nd of the fagrude of

accept
believe, and then there are grey are

the key benefit claim used in

acceptance (do not inadvertently underclaim), and that any ©

ased in support also fll at the upper end, oF within the latitude of indifference.
fnterms of executon, the key benefit claim shouldbe immediately apparent, in

both headline and visual. Reegardless of where the key benefit claim 18 placed

within the execution, it and any
confronts the target audience’s atte i {1l acrract their attention because
i . 1f they are in the market, it

it will be addressing some
will be this key benefit, communicated through the headline and visual, that will

encourage processing the entire message to Se¢ whatit is all about. 1t must ‘hook’
the target audience immediately, while the additional benefit claims in the body
copy will help convince them of the Jesirability of the brand.

e convinced by the

With high involvement advertising, the consumes must b
message that the brand is likely to deliver the benefit. It must ‘involve’ the reader,
and provide support for why the benefit is likely t© be mue. But finding 2 good

example of advertising for high-'mvolvement informational strategies is never €asy.
hown in Advert 10.4 does an excellent job of this.

The Savoir Beds advertisement s
d in bed, and links the brand to a ‘first-

It reminds you of how much tme you spen
class' sleep. Support is supplied als, all well-recognized symbols of luxury,

by the visw:
and a reminder that marketed since 1905, reinforcing its
¢ informational

the brand has been
credibility.

Benefit focus. The focus on the key benefit for high-involvemen
executions, a8 in the low-involvement case, will be to either draw attention
directlyto 2 subjective characteristic of the brand that is seen as important by the
rarget audience, OF to use the key penefit claim as the soludon to3 problem thatis
known to be important to the target audience. The focus on the other important
benefits used in the copy ‘putes of the brand in support of

should use specific attnt
the subjective characteristic: for example, ‘with2 5.9-litre engine you have all the
pawer you need’ (the objective artribute, 2 5.9-litre engine, supports the sub-
jective characteristic of 441 the power you need’).

Source characteristic. Credibility is the key characteristic for the perceived source.
Asinthe low-involvement informational case, the source must be seen a8 an expert,
hmical expertorasa (user’ expert. Butbecause the message must

£ objectivity 15 also required.

again as eitheratec
be accepted, the additional credibility component ©

High-involvement transformational

Just as with low-involvement transformatio
execution here mustbeseenas emotionally authe
informational executons, eVen though the decist

nal marketing communication,

the

ntic. Butunlike h.igh-mvolvement
on is high involvement the benefit
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SAVOIR BEDS

SINCE 19

Creative: Savoir Beds; photography: Dominic Blackmore.

i i . Here, you want to over-claim in the sense
uld be expressed in the extreme . rar
Z?:;}L:unicadn};pan intense and personal feeling, T};]s ls‘the 1l:eyJr Whir: the target
ink, * t [ want.
i tion, they must think, Yes, that is wha _ .
auihencets;f ‘trll:]?fzctl-l‘]c individual, not necessarily in the sense c_\f reahtylzutfm
ten;smgi' their wishes, dreams or desires. Most four-wheel-drive trucks, for
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example, are purchased by men who never drive them off-road. But they wantto

experience the ‘feeling’ of masculine adventure portrayed in the advertising for

such vehicles. Women who see glamorous images portrayed in advertising for

high-fashion perfume purchase it to experience the ‘fecling’ thatis elicited by the

imagery in the advertsement. In neither case is the image in the advertising likely

to reflect their reality, but it is nevertheless ‘real’ for them. High-involvement
rransformational advertising must elicit such highly authentic emotional
responses. Idencifying personally with the image is, in effect, their acceptance of
the key benefit claim.

The advertisement from Hyundai shown in Advert 10.5 isa good example of
what we are talking about. Car advertising must obviously address a high-
involvement purchase decision, and while the actual decision will involve certain
practical considerations, the vehicle must first of all satisfy 2 ‘dream’. This
Hyundai advertisement does an excellent job of placing Hyundai firmly within
this dream. The strong visual experience helps create an emotionally authentic

owing the target audience to dream of ‘living brilliant’.

experience, alk
Because the decision is high involvement, for some ransformationally driven
d. This will not be the

purchase decisions some information may also be neede
case for high-imagery products like fashion or jewellery, but could be for such
things as a cruise holiday. Inan IMC sense, for such cases the scrong imagery may
be conveyed via television with the same imagery reflected in print, along with
some functional support penefit to help facilitate message acceptance, Just as with
high—involvement informational executions, the key benefit (here in terms ofthe
strong emotionally arousing imagery) must be noticed first, attracting attention
via a sense of, “They are talking directly to me.’ That will 1ead them into whatever
brief copy might be needed. Ideally, this copy will direct them to a website, toll-
free number or retail location for more detailed information. Wherever they
might be directed, the information there must be consistent with the emotional
response aroused by the original message.

Benefit focus. In high-involvement mansformational executions, as with low-
involvement rransformational, the benefit focus will be either 2 subjectve
characteristic in support of the positive emotion, O simply the emotion. If some
additional information 1 needed to help with the acceptance of the message,
present eithera straight expression of a subjective characteristic or use the specific
atribute in support of 2 subjective characteristic.

Source characteristics. As with fow-involvement transformational strategies, the
key source characteristic here is Jttractiveness, which means the source should be
likable. But in this case, it must slso be seen as similar to the target audience in their
perceived emotional state. This is what helps the target audience personally

identfy with the message. The perceived source either implies the way they wish
to see themselves (for example, someone who wears Chanel perfume if only the
package is shown), or the people in the execution reflect their perceived image of
‘hemselves using the brand. Again, their ‘similarity” is unlikely to reflect reality,
but rather the ‘feeling’ they wish to experience. How Louis Vuitton successfully

dealt with this is discussed in the box below.

L
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Eliciting the correct emotional response

In Chapter 8, we discussed the important role emotion plays in the processing of
marketing communication. To help facilitate the correct emotional association
with the key benefit, the emodonal response to an execution must be consistent
with the underlying motivation involved. Depending on whether it is a positive
or negative emotion that is driving behaviour, the nondeclarative emotional
mermory associated with the category need will differ. In fact, given the nature of
how we experience life, the emotions associated with satisfying a behavioural
motivation will follow a sequence Of change in emotional response, and mar-
keting comumunication should reflect this (see Figure 10.1).

The idea of a sequence of emotions being involved in the processing of
marketing communication was first introduced by Rossiter and Percy (1987),
and is based on Hammond’s (1 970) re-conceptualization of Mower's theoretical
work in the area. Mower (1960) looked at how unlearned emotional states
relate to motivating behaviour in terms of a simple pleasure—pain dichotomy.
Hammond then builton this idea, considering the relationship between emotion
and motivation in terms of approach and avoidance behaviour. When people
find themselves in 2 ‘painful’ situation, as it increases, fear is excited; as the
situation decreases, it is inhibited, and one feels relief. On the other band, when
someone is experiencing ‘pleasure’, as it increases hope is excited, but if it
decreases that hope is inhibited and they feel disappointment.

This distinction has a direct bearing on what creative tactics should be used
in marketing communication because it implies that different tactics will be

necessary, depending on whether posiave or negative tmotivations are involved.
The emotional portrayal of the motivation in an execution must not only be
consistent with the motivation-driving behaviour but it should also reflect the
sequence of emotions involved in the elicitory behaviour driven by positve
motivations as positive feelings are incressed, and in the inhibitory behaviour
resulting from negative motivatons as negative feelings are decreased, leading toa
positive feeling.

All of this is actually a lot simpler than it may seem from this brief theoretical
discussion. 1f we think about informational brand attitude strategies, the negative
motivations involve solving or avoiding a problem of some kind — addressing a
particular need. There will be negative emotions like fear or anxiety associated with
the category need, and the brand as the solution will ‘solve’ the problem. In doing
so, using the brand changes the negative feclings associated with the problemto 2
positive emotion like relief, For years, Michelin tyres has run television com-
mercials that begin with a situaton fraught with fear and anxiety, such as a woman
with 2 baby ina car driving at night in a storm. Having built this fearful situadon, itls
then resolved by reminding us that with Michelin tyres, they will be safe (relief).

Itis 2 sequence of emotions that parailels the emotional experience that should
be reflected in marketing communication. The same thing applies to trans-
formational brand atdtude strategies. Moving fom a neutral, or dull, state
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ebrity sources

Since 2007, Louis Vuitton, a part of the LVMH loxury goods
conglomerate, has featured more than a dozen famous people 1n their
handbag advertisements. This list has included Andre Agassi with Steffi
Graf, Catherine Deneuve, Sean Connery, Buzz Aldrin, Mikhail Bar-
yshnikov, Pelé, Angelina Jolie, and, for 2012, Muhammad Al. Mikhail
Gorbachev was the brand’s first famous face, back in 2007. He was seated in

£ the Berlin Wall visible

the back seat of a limousine with a remnant ©
outside the window. On the seat beside him was 2 Louis Vuitton Keepall

50 bag.

While not many people may realize it, Louis Vuitton beganasa French

luggage maker in the nineteenth century. Given this heritage, the company

sees the central message of their marketing as travel and journeys, with a
Their advertsements have

Louis Vuitton bag a part of any great tip-
fearured what might be considered iconic individuals whose lives might be
seen as extraordinary journeys. yves Carcelle, Louis Vuigton’s chairman

and chiefexecutive believes, ‘Weareavery special brand. We are the only

one bound with travel.’

The idea for the campaign €
i Bernard Arnault. The original listo
from a meeting of Louis Vuitton executives, where
own heroes. Known at the company as the
stands out from most high-
accomplished people, and notp

product.

Source: The Wall Streetjouma!, 7 June 2012.

ame from Antoine Arnault, the son of
f*icons’ was compiled
they offered up their
‘Core Values' campaign, it
fashion advertising because it features very
eople likely to be seen endorsing any other

Informational strategy
{negative motivation)

negative feeling

positive feeling
] leads® lj such as ralief

such as anxiaty
Transtormational strategy
{postiive moativation) positive feeting
neutral of such as joy
dull state Ej loads 10 :> {sensory gratilicalion)
or pride {social approval)

Figure 10.1 Emotional response sequence
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Jdvertising for expensive chocolate should excite a feeling of joy or happiness at
the prospect of eaung some (sensory gratification), ot with social approval,
peginning froma feeling of perhaps shame ot apprehension; being motivated to
puy jewellery fora wife or girlfriend, or a sports car for yourself, to excite within
yourself feelings of pride or being fartered.

In terms of creative execuron, for informational brand attitude strategies the
emotional response will follow indirectly from an evaluation of the benefit claim.
The negative emotion associated with the category need should be initiated first
in the sequence, underscoring the feelings associated with the problem to be
solved or avoided. Then, move the target audience (0 2 positive emotional
response linked to the brand’s benefit as the solution.

With transformational brand attitude strategies, as we have seen, the emotional
response will follow directly from executional elements within the advertising. In
print, the emotional association with the need is necessarily assumed in most
cases, with a strong feeling elicited by the emotional authenticity of the imagery
used, providing a sense of the positive emotional consequences of using the
brand. Advert 10.6 for L'Occitane’s new fragrance provides a very good example
of this. The visual image evokes a very particular emotional response, unique to
the brand, and nicely tied o the headline. Together, they create a positive
‘“feeling’ that will be linked to the brand. It is this positive emotional association
with the brand that provides the benefit. With television, especially when social
approval is the underlying motive, it will be possible to establish the prior neutral
or negative feelings that are resolved by the brand and replaced with positve
emotions.

Summary

In this chapter, we have explored a number of creative tactics that may be used in
marketing communicaton in order to facilitate message processing. These tacacs
are based on work by psychologists in psycholinguistics and visual imaging that
has revealed ways in which the written word and pictures should be used in
communication to increase the likelihood of it being positively processed.
Specific tactics to help attract and hold attention include using unexpected
elements in print and visual, colour rather than black-and-white wlustrations,
larger pictures where possible, attention to placement in media and format.

Perhaps the most important creative tactic for facilitating learning is to keep
everything simple. This is at the heart of all learning. Use familiar words and
simple sentences, avoiding compound sentences and inverted clauses, passive
constructions, puns and negatives. Headlines should be held to less than six to
seven words so they may be fully processed ata glance without the need to ‘read’
them. In television commercials, the pacing is important, minimizing the number
of visual cuts, especially for informationally driven strategies.

One of the most important creative considerations for IMC is the need for
consistency across messages and over time. This consistency does not require
2 ‘cookie-cutter’ approach where everything looks exactly like everything else,
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but rather a look and feel that is clearly associated with the brand. The key to this
consistent look is the visual feel, and this requires a unique visual look.

It was pointed out that different brand awareness and brand attitude strategies
require different creative tactics. Recognition brand awareness requires 2 clear
visual of the package as it will appear at the point-of-purchase. Recall brand
awareness requires establishing a link between the need and the brand, in that
order, and repeated within the execution. This is necessary so that when the need
occurs, it will be linked in memory with the brand, and the brand will come to
mind as satisfying that need.

Brand attitude creative tactics are dependent on the brand attitude strategy as
indicated by the Rossiter—Percy Grid. Each quadrant demands particular creative
tactics in order to accommodate the processing requirements associated with the
involvement and motivation dnving brand choice. With low-involvement
informational messages, the key is to use one simple benefit, presented in the

extreme. For low-involvement transformational messages, the cntical creative
consideration is the emotional authenticity of the execution, because this in effect
becomes the benefit. Because of the risk involved, high-involvement informa-
tional messages must be believed and accepted. This means the message must
present an initial benefit claim in the headline and visual that is consistent with the
target audience’s existing beliefs about the brand in relation to the benefit, and
presented at the upper level of acceptance, careful not to over-claim. High-
involvement transformational messages, like low-involvement transformational,
must also be seen as emotionally authentc, but additionally the target audience
must personally identify with that feeling.

Review questions

1 What are the key creative tactics for gaining atzendon?
2 Find examples of advertising that is likely to hold attention and discuss why.
3 What is the key to facilitating learning in marketing communication?
4 Identify advertisements that do a good job of facilitating learning and ones
that do not, and discuss why.
Why is consistency in IMC executions so important?
6 What is the fundamental difference in the creative tactics needed for recog-
nition versus recall brand awareness?
7 Find examples of advertisements that you feel do a good job establishing the
category need — brand awareness links needed for recall brand awareness.
8 What is the key difference in the way the benefit is presented in informa-
tional versus transformational executions?
9 Find good examples of advertisements for each of the four quadrants of the
Ruossiter-Percy Grid and discuss why you feel they are good executions.
10 Why are the characteristics of a source used in marketing communication
important for its effectiveness?
11 Why would it be inappropriate to use the head of a company as a spokes-
person for a high-involvement product?
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