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Chapter 10

Writing Advertising Copy

Lesson #10: “Advertising pervades every part of society… Most companies recognize the need to advertise and the benefits of doing so, and they are willing to pay a price for it.” (p.196)
Advertising

· Americans have a love/hate relationship with it

· they claim to ignore it but are really impacted by it

· is criticized as insulting or degrading

· creates desires and needs that are wasteful and unhealthy

· is a major way of getting information to consumers

· we are confronted by more than 1600 advertising messages per day 

· writing is different than journalistic writing
· is designed to persuade & motivate
· words can change thinking, attitudes, beliefs & behavior
Needs & Desires: effective advertising makes people act positively toward a product or idea

· food & drink – a basic need for daily sustenance

· shelter, security & comfort – a way to protect ourselves from the elements

· sex, intimacy & social contact – a need for contact with other people

· independence, privacy, self-fulfillment & power – for many, the highest self-fulfillment is the work we choose

· stimulation – one of our most important needs is to find life interesting

· acquisition – the instinct to acquire things beyond food, clothing & shelter
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Physiological – biological needs like hunger, thirst & basic bodily functions

Safety – shelter, bodily protection

Social –need for affiliation & affection…love

Esteem – need for recognition, status, respect & prestige

Self-actualization – maximum fulfillment of individual capabilities...only a small percentage of people achieve this

The Product
· what does it do? (facts that can be advertised)

· physical characteristics (size, color, choices etc.)

· history (good or bad reputation?)

· who makes it? (some manufacturers are known for reliability/stability)

· brand (many consumers have strong brand loyalty that makes them resistant to change)

· price (value for $$ spent)

· competition (advertising sets products apart from competitors; this is known as positioning)

· USP (unique selling proposition)
Audiences

(1) those that already use the product

(2) those who don’t
Demographics – a way of dividing people into groups based on obvious characteristics…people who share demographic characteristics are likely to share consumer behaviors.

Psychographics – a way of dividing people based on how they feel or their emotional outlooks.

Market researchers want to know what consumers believe is important and valuable.

When you use a product, marketers want to know (1) how you feel about it and (2) if you’ll use it again.

Common demographic/psychographic characteristics

· age – physical, psychological & emotional needs & desires change as we get older

· gender – men & women have different needs & desires because they have differing societal roles

· income – advertisers often appeal to consumers based on price

· education – higher educated people tend to have higher incomes

· marital status – married people exhibit different consumer behavior than single people_______________________________________________
· race

· home ownership

· numbers of adults/children in a household

· occupation

· place of residence 

· type of housing

Copy Platform – a form used to list product characteristics and possible approaches to advertising the product…a good starting point to answer the question “why is the product or service good for the consumer?” or  “what’s in it for me?”

[blank forms on p.201]
Writing an Ad

There are no dominant structures for ads as there are for newswriting.  An old copywriting formula is AIDA:

1. attention – an ad attracts the viewer, listener or reader’s attention

2. interest – an ad must hold the person’s interest

3. desire – an ad should create a desire for the product or service

4. action – an ad stimulates the consumer to action

Elements of Print Ads
· illustration – most likely to achieve “attention getting”

· headline – mostly likely to achieve “interest”

· subheads – an opportunity to expand on the main headline; not every print ad needs subheads

· body copy – where the reader is rewarded for taking the time to read the ad

· closing – makes a strong point for the reader by summarizing the body copy…and include:

· mandatories – items that the advertiser requires

· legals – items the law requires

· slogans – short phrases that become identified with a product

· logos – a visual design that represents a company or product

Elements of Broadcast Ads
· designed for maximum impact in short amount of time

· most common tools:

· voices

· sound effects

· music

· pictures (TV)

· visual effects

Commercial Formats
· dramatic – four types:

1. problem resolution – presenting & resolving a problem; the most common way to sell products

2. slice of life – shows people doing things with the advertised product… the situation must be identifiable for viewers/listeners

3. documentary/demonstration – how a product works…how a products stacks up in comparison to the competition

4. fantasy – people & products appear in unreal or abnormal situations to make a point about the product

· announcer – three types:

1. spokesperson – one particular individual always speaks on behalf of the product; they may or may not be known celebrities…FTC rules mean celebrity endorsers bear some personal responsibility for claims made in an ad

2. testimonial – a well-known individual brings personal credibility to the product (celebrities)

3. anonymous – announcer is heard but not seen…used to focus audience attention on the product

Online Advertising
· interactive

· users go to the web knowing what they want…and ready to purchase

· users expect fast loading speed

· immediacy – ads can be produced, changed and distributed quickly

· three most common types:

1. banner – horizontal, usually appear at top or bottom of page

2. sidebar – vertical, along sides of page

3. pop-ups – can appear anywhere on page…advertisers love them for the same reason users hate them – they can’t be ignored

· search engine marketing allows advertisers to sponsor search listings that might be relevant to users

· social media marketing matches advertisements to the interests that people identify on their SM pages

Other Media Types

· point-of-purchase – refers to the packaging & display of a product…as many as two thirds of buying decisions are made after a customer enters the store

· outdoor advertising – a multi million dollar business…messages must be brief, but the repetitive nature of exposure can be an asset

· direct-mail – tends to be expensive…includes techniques such as:

· sales letters

· postcards

· pamphlets

· brochures

· catalogues

· newsletters
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