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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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Strategy

▪ Brand Name Recognition?
✓ Repetition and frequency
✓ Broaden appeal to new segments
✓ Rhyming games

▪ Trial Use Stimulation?
✓ Introductory offers
✓ Product guarantees

▪ Brand Switching?
✓ Value Propositions
✓ Product comparisons
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What  is the strategy in this ad?

WhatsApp– #ItsBetweenYou, Apna Sa Lagta Hai Apno
Ke Beech
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Advertising Plan Components: Execution

✓ Creative Brief

✓ Copy Strategy

✓ Media Plan

✓ Integrated Brand Promotion
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Advertising Plan Components: Evaluation

✓ What was expected to happen?
✓ What did happen?
✓ What was the effect of each of the marketing communications

elements as well as their collective effect? Can these effects be
separated from other factors?

✓ What were the reasons for success or failure?
✓ What was learnt from the campaign?
✓ What should happen next? What does this tell us that we can learn

for the next planning period?
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Advertising Plan Components: Evaluation Methods 

Methods Relevant research 

Retail sales Retail audit/Consumer audit

Retail sales %response to direct communications
% conversion to sales

Consumer buying behaviour Panel data/ Own transactional data

Attitude to brand Survey research/qualitative research

Perceptions/image of brand Survey research/qualitative research

Awareness of brand Survey/qualitative research

Recall of advertising Survey research

Exposure to advertising Media research

7



BIBLIOGRAPHY 

• Semenik, R. J., Allen, C., O'Guinn, T. C., & Kaufmann, H. R. (2012). 
Advertising and promotions: An integrated brand approach. China: 
Couth-Western Cengage Learning.

• Belch, G.E., & Belch, M.A. (2017). Advertising and Promotion: An 
Integrated Marketing Communications Perspective (11th Ed.). McGraw 
Hill Higher Education.

• Kotler, P., & Keller, K. L. (2017). Marketing management. (15th Ed.). 
Pearson India

• Ries, A., & Trout, J. (2001). Positioning: The battle for your mind. New 
York: McGraw-Hill.

8


