Part 4: Effective Advertising Messages

Chapter 12: The Creative Side and Message Strategy
Chapter 8
The Creative Side and Message Strategy




1.0	THE ART AND SCIENCE OF CREATIVE ADVERTISING
There is both a science (the way a message is persuasive, convincing, and relevant) and an art (the way a message is an unexpected idea) driving effective advertising.

1.1	The ROI of Effective Advertising
According to the DDB Needham agency, an effective ad is relevant, original, and has impact—which is referred to metaphorically as ROI.[footnoteRef:2] Ideas have to be relevant or mean something to an audience. An idea that is creative is novel, fresh, unexpected, and unusual. Original means one of a kind. To be effective, the ideas also must have impact. [2:  Jerri Moore and William D. Wells, R.O.I. Guidebook: Planning for Relevance, Originality and Impact in Advertising and Other Marketing Communications (New York: DDB Needham, 1991).] 


1.1.1	The Big Idea
Behind every effective advertisement is a Big Idea, a creative concept that implements the advertising strategy so that the message is both attention-getting and memorable. 

The essence of a creative idea is that no one else has thought of it before. In an industry that prides itself on creativity, copycat advertising—that is, using an idea that someone else has originated—is a concern.

The challenge is to come up with novel, interesting ideas for products that might appear to be rather boring.

1.1.2	The Creative Leap
A Big Idea that expresses an original advertising thought involves a mind-shift. Instead of seeing the obvious, a creative idea looks at something in a different way or from a different angle.

A creative leap means moving from the safety of a predictable strategy statement to an unusual idea that hasn’t been tried before. This leap is often referred to as the creative risk: If it hasn’t been tried before, then it’s a gamble. All creative ideas in advertising involve this element of risk, and that’s why copytesting is used to test the idea before it runs, to try to determine whether it works.

1.2	Creative Thinking
A common technique advertisers use to force the creative leap is to make unusual associations. Following is a list of common techniques that creative thinkers use to stimulate new ideas.

· Free association
· Divergent thinking
· Analogies and metaphors
· Right-brain thinking

Another approach is called creative aerobics. Creative aerobics is a thought-starter process that works well in advertising because it uses both the head and the heart, which we refer to in strategy development as rational and emotional appeals. 

1.2.1	Creative Roles
All agencies have copywriters and art directors who are responsible for developing the creative concept and crafting the execution of the advertising idea. They often work in teams, are sometimes hired and fired as a team, and may work together successfully for a number of years. The creative director manages the creative process; copywriters and art directors work together to generate concept, word, and picture ideas.

1.2.2	The Creative Person
Creative people are found in business, science, engineering, advertising, and many other fields. But in advertising, creativity is both a job description and a goal. A current view of creativity suggests that the area of personality most related to creativity is how open you are to new experiences. Creative advertising people may be zany, weird, off-the-wall, and unconventional, but they can’t be eccentric. 

Research indicates that creative people tend to be independent, assertive, self-sufficient, persistent, and self-disciplined, with a high tolerance for ambiguity. They are also risk takers with powerful egos that are internally driven. They don’t care much about group standards and opinions and typically have inborn skepticism and strong curiosity. Following is a list of key characteristics of creative people who do well in advertising:

· Problem solving
· Ability to visualize
· Openness to new experiences
· Conceptual thinking

As important as creative thinking is for advertising professionals, strategic thinking is just as important.

1.3	The Creative Process: How to Get an Idea
People who are good at thinking up new ideas will tell you that it is hard work. They read, study, analyze, test and retest, sweat, curse, and worry. 

1.31.	Steps and Stages
The creative process usually is portrayed as a series of steps. Following is a list of steps:

· Immersion
· Ideation
· Brainfog
· Incubation
· Illumination
· Evaluation

1.3.2	Brainstorming
As part of the creative process, some agencies use a thinking technique known as brainstorming, where a group of six to ten people work together to come up with ideas. One person’s idea stimulates someone else’s, and the combined power of the group associations stimulates far more ideas than any one person could think of alone. The secret to brainstorming is to remain positive and defer judgment.


2.0	CREATIVE STRATEGY
The art and science of advertising come together in the phrase creative strategy. A Big Idea must be both creative and strategic. 

People who create advertisements also make a distinction between creative strategy and creative executions. Creative strategy, or message strategy, is what the advertisement says and execution is how it is said.

2.1	Message Objectives
In planning creative strategies, it is important to have an idea of what you want that message to accomplish. Here are some of the more common advertising objectives that drive creative strategy as they relate to the critical facets of effectiveness:

· Perception: create attention, awareness, interest, recognition, and recall
· Cognitive: deliver information and understanding
· Affective: touch emotions and create feelings
· Persuasion: change attitudes and create conviction and preference
· Transformation: establish brand identity and associations
· Behavior: stimulate trial, purchase, repurchase, or some other form of action.

2.2	Head and Heart Strategies
Two basic approaches to translating objectives into strategy are sometimes referred to as head and heart strategies. Think and feel dimensions are sometimes referred to as rational and emotional or what we are calling the head and heart factors. In the Facets model the cognitive and persuasion objectives on the left generally speak to the head and the affective and transformational objectives on the right are more likely to speak to the heart.

The decision to use a head or heart strategy is also affected by the product situation.

2.2.1	Hard and Soft Sell Strategies
A hard sell is an informational message that is designed to touch the mind and create a response based on logic. The assumption is that the target audience wants information and will make a rational product decision. A soft sell uses emotional appeals or images to create a response based on attitudes, moods, dreams, and feelings. The assumption with soft-sell strategies is that the target audience has little interest in an information search and will respond more favorably to a message that touches their emotions or presents an attractive brand image.

2.2.2	Lectures and Dramas
A lecture is a serious instruction given verbally. The advantages of lectures are many: They are (relatively speaking) not expensive to produce and are compact and efficient. A lecture can deliver a dozen selling points in seconds, get right to the point, and make the point explicitly. 

Drama relies on the viewer to make inferences. When a drama rings true, viewers join in, draw conclusions from it, and apply those conclusions to their product decisions.

3.0	FACETS OF CREATIVE STRATEGY
The idea behind creative strategy is that there are a number of different ways to deliver a message. The approach to use will vary with the target audience, the marketing situation, the product itself, and its category. The goal is to match the objective with the best possible way to deliver the message.

3.1	Messages That Drive Perception
To be effective, advertisements need to get exposure through the media buy. The message, however, needs to get attention and build awareness. It also needs to get consumers’ interest. Then, advertisers hope consumers will remember the message. Following are some suggestions on how to do that.

3.1.1	Attention and Awareness
Getting consumers’ attention requires stopping power. Intrusiveness is important in cluttered markets and media and for products that have a small share of mind—those that are not very well know or not very interesting.

The function of originality is to capture attention by breaking old patterns.

3.1.2	Interest
Keeping attention is the pulling power of an ad—it keeps pulling the reader or viewer through to the end of the message. Advertisers stimulate interest by speaking to the personal interest of their target audience. Another way is to elicit curiosity, such as using a teaser campaign where the message unfolds over time. 

3.1.3	Memory
Effective advertising has to stick (or be committed to memory). One technique to ensure memorability is repetition. Clever phrases, shape, key visuals, and color also intensify memorability.

Memorability also depends on the ad’s structure. The beginning of an advertising message is the most important part for attracting attention and the end or closing of a message is the most important part for memorability.

3.2	Messages That Drive Cognition
To have a practical effect on customers, managers must identify the product characteristics or features (also called attributes), that are most important to the target audience. In addition to importance to the consumer, the advertising might also point to the product’s point of differentiation relative to the competition, which reflects its position.

Attributes can be both tangible and intangible. 

One type of informational strategy is a claim: which is a product-focused strategy that is based on a statement about how the product will perform. 

3.3	Messages That Touch Emotions
Emotional strategies highlight the psychological attraction of the product to the target audience through such responses as love, fear, anxiety or envy. These are all soft-sell strategies because they aren’t using a rational approach to present information or reasons. A soft-sell strategy can be used for hard products. 

A general emotional goal is to deliver a message that people like in order to create liking for the product. 

3.4	Messages That Persuade
Persuasive advertising is designed to affect attitudes and create belief. Strategies that are particularly good are testimonials and messages that generate word of mouth about the product. A referral from someone who is not affiliated with the product will have more persuasiveness than an ad that everyone knows is paid for by its sponsor.

3.4.1	Appeals
An appeal connects with some emotion that makes the product particularly attractive or interesting, such as security, esteem, or fear. Although emotion is at the base of most appeals, in some situations appeals can also be logical. Appeals generally pinpoint the anticipated response of the audience to the product and the message. 

3.4.2	Selling Premises
A selling premise states the logic behind the sales offer. A premise is a proposition on which an argument is based or a conclusion is drawn. It is usually a rational approach. Following is a list of rational, customer-focused selling premises.

· Benefit
· Promise
· Reason why
· Unique selling proposition

An important part of a selling premise is the proof given for the claim or benefit statement. The proof, or substantiation needed to make a claim believable, is called support. 

3.4.3	Conviction
The end result of persuasion is conviction, which means the consumer is committed to something, prefers it, and probably intends to buy it or respond in some way. Conviction is often built on strong, rational arguments that use such techniques in their creative strategies as test results, before-and-after visuals, testimonials by users and experts, and demonstrations to prove something.

Celebrity endorsements are also used to intensify conviction in the target audience.

Product placements can be persuasive because they show a product in use in the context of a movie and in use by stars. Celebrities, product placements, and other credibility techniques are used to give the consumer permission to believe a claim or selling premise. 

3.5	Messages That Transform a Product into a Brand
The transformative power of branding, where the brand takes on character and meaning, is one of advertising’s most important functions. Image advertising is used to create a representation in a consumer’s mind. The image takes on a particular meaning based on the ideas, feelings, and attitudes that a consumer has about a product, as well as the consumer’s past experiences with the product and its advertising.

3.5.1	Associations
An association message strategy delivers information symbolically by connecting a brand with a certain type of person, lifestyle, or other characteristic. This link is often created through visuals. 

The objective of many branding campaigns is to create a brand relationship, which gives a sense of ownership or affiliation to the user. Loyalty programs, such as frequent flyer and frequent buyer clubs, are relationship marketing programs that lock customers into an ongoing brand relationship.

Self-image appeals are also delivered through symbolism and association.

3.6	Messages That Drive Action
Even harder to accomplish than conviction is a change in behavior. Many of the strategies advertisers use to encourage behavior come from marketing communication areas other than advertising, such as direct marketing and sales promotions. 

Most ads end with a signature of some kind that serves to identify the company or brand, but it can also serve as a call to action if it gives direction to the consumer about how to respond.

Another challenge is to find interesting and original ways to generate word of mouth and get people talking about the product. Trade shows can do this. This is sometimes called viral marketing or buzz and it takes advantage of the fact that personal communication is generally seen as more persuasive than mass media advertising and more likely to motivate action. Viral marketing, which refers to messages being passed through an online network, is another way to create buzz.

Ultimately, advertisers want loyal customers who purchase and repurchase the product as a matter of habit or preference. Simply keeping the brand name in front of customers goes a long way toward reinforcing continued use of that brand by customers who have had a positive brand experience. That’s what reminder advertising strategies are designed to do.

3.7	Message Approaches
There is no one right way to do advertising. However, there are some common message formats or “formulas.” Following is a list of common formulas:

· Straightforward
· Demonstration
· Comparison
· Problem solution/problem avoidance
· Humor
· Slice of life
· Spokesperson
· Teasers
· Shockvertising

3.8	Delivering on the Objectives and Strategies
Table 12.1 pulls together information on objectives, strategies, and techniques that deliver on strategies. The underlying logic is the same as the original Facets model from Chapter 4.


4.0	PLANNING AND MANAGING CREATIVE STRATEGY
The next section looks at the process and planning document creative teams use to express their ideas and includes a discussion of how executions follow from the creative brief and how the creative strategy is evaluated.

4.1	The Creative Brief
The creative strategy and the key execution details are spelled out in a document called a creative brief. The brief is the document prepared by the account planner to summarize the basic marketing and advertising strategy. It gives direction to the creative team as they search for a creative concept. The formats of these briefs vary, but most combine the basic advertising strategy decisions:

· The problem to be solved
· The objectives
· The target market
· The positioning strategy
· The type of creative strategy
· The selling premise
· Suggestions about the ad’s execution, such as tone of voice

4.2	Message Execution
An execution is the form in which the ad’s message is presented. The execution details are the specifics about how the message will look, read, and sound in its finished form. 

Because ad copy is written as if it were a conversation, it can also be described in terms of tone of voice. 

4.3	Managing the Global Creative Effort
Global campaigns, like domestic campaigns, require ad work that addresses the advertising objectives and reflects the product’s positioning. The opportunity for standardizing the campaign across multiple markets exists only if the objectives and strategic position are essentially the same. 

Even if the campaign theme, slogan, or visual elements are the same across markets, it is usually desirable to adapt the creative execution to the local market. Adaptation is especially important if the advertiser wants its product identified with the local market rather than as a foreign import.

4.4	The Go/No Go Decision
An important part of managing creative work is evaluation, which happens at several stages in the creative process. Although evaluation is based on research, at some point there is a personal go/no go decision, either by the creative team or the client. 

A particular problem that Big Ideas face is that the message is sometimes so creative that the ad is remembered but not the product. That’s called vampire creativity and it is one of the reasons some advertisers shy away from really novel or entertaining strategies. 

4.4.1	Structural Analysis
The Leo Burnett agency has an approach for analyzing the logic of the creative strategy as it is being developed. The Burnett creatives use it to keep the message strategy and creative concept working together, as well as the head and the heart appeals. This method, called structural analysis, relies on these three steps:

· Evaluate the power of the narrative or story line (heart).
· Evaluate the strength of the product claim (head).
· Consider how well the two aspects are integrated—that is, how the story line brings the claim to life.

4.4.2	Copytesting
A more formal method of evaluating the effectiveness of an ad, either in a draft form or after it has been used, is called copytesting. To evaluate the results of the advertising, the objectives need to be measurable—which means they can be evaluated to determine the effectiveness of the creative strategy

Simile vs. Metaphor vs. Allegory

Simile: A simile is a figure of speech that directly compares two different things in order to create a new meaning, usually by employing the words "like" or "as”. 
· He fights like a lion.
· He runs like a cheetah.
· He was as tough as a bull.
· She walks as gracefully as a cat.
· Brand xyz makes teeth as white as pearls. 

A metaphor is a literary figure of speech that describes a subject by asserting that it is, on some point of comparison, the same as another otherwise unrelated object. Metaphor is a type of analogy and is closely related to other rhetorical figures of speech that achieve their effects via association, comparison or resemblance. 

· All the world’s a stage.
A simile states that A is like B, a metaphor states that A is B or substitutes B for A.
· You are a couch potato. This refers to someone who sits and does nothing.
· He’s a diamond in the rough. This means he is better than he appears and maybe needs more experiences or training to show his true nature.

· Simile: Your eyes are like sunshine. Metaphor: You are my sunshine.
· Simile: He eats like a pig. Metaphor: He is a pig.
· Simile: You are like a rock. Metaphor: You are a rock.
· Simile: You are as happy as a clown. Metaphor: You are a clown.
· Simile: He is as stubborn as a mule. Metaphor: He is a mule.
· Simile: The world is like a stage. Metaphor: The world is a stage.
· Simile: The noise is like music to my ears. Metaphor: The noise is music to my ears
· Simile: Her heart is like gold. Metaphor: Her heart is gold.
· Similie: Your thoughts are like a storm. Metaphor: Your thoughts are a storm.

Allegory representation of abstract ideas or principles by characters, figures, or events in narrative, dramatic, or pictorial form.
Examples:"There are obvious layers of allegory in the movie Avatar. The Pandora woods is a lot like the Amazon rainforest (the movie stops in its tracks for a heavy ecological speech or two), and the attempt to get the Na'vi to 'cooperate' carries overtones of the U.S. involvement in Iraq and Afghanistan."
(Owen Gleiberman, review of Avatar. Entertainment Weekly, Dec. 30, 2009) 
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