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DISCLAIMER

THE INFORMATION REGARDING PRODUCTS, COMPANIES, BRANDS MENTIONED IN THE LECTURES IS FOR

EDUCTIONAL PURPOSES ONLY. THE FACULTY DO NOT ENDORSE OR PROMOTE ANY

PRODUCTS/COMPANIES/BRANDS DISCUSSED HEREIN IN ANY MANNER. VIEWS EXPRESSED HEREIN

ABOUT THE PRODUCTS/COMPANIES/BRANDS ARE THE PERCEPTION OF INSTRUCTOR AND ARE IN NO

WAY INTENTED TO PROMOTE OR DAMAGE THE REPUTION OF MENTIONED PRODUCTS/COMPANIES/

BRANDS OR TO HURT ANYONES FEELINGS AND EMOTIONS . NO COMPENSATION WAS RECEIVED FROM

ANY OF ITS PRODUCERS/ MANUFACTURERS/ COMPANIES FOR THE PRODUCTION OF THIS VIDEO.
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Decisions Required for an Effective Communications 
Campaign

▪ What business are we in?

▪ Who are our competitors?

▪ What is the fundamental entity that we design communications for?

▪ What is our business goal?

▪ What is our marketing goal?
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How to foresee the effectiveness of communication? 

• Words

• Words and Pictures

• Story

• Emphasis

• Projection
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Priming and Rhyming

• How you are primed in the advertising.(words which prime you in 

communication).

• For example, Zindagi (Life), Kushi (Happiness), Desh (Nation), Maa 

(Mother), Hospital etc.,

• Sentence with rhyming words.  

• For example, Max Healthcare Advertisement 
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THANK YOU
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