
Communicating to the customer

LECTURE 8
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LECTURE THEMES

1.   Marketing, branding, and marketing communications

2.   How advertising works

3. The six-M model of marketing communication

4. Creativity in marketing communication

5. Constructing a creative brief

6. Best practices in marketing communication
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Players in advertising

Advertiser
(Client)

Media
companies

Advertising 
agency

Marketing, Branding, & Marketing Communications
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World’s Top Ad Agencies

Sources: Advertising Age

Marketing, Branding, & Marketing Communications
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ADVERTISING INPUT:
Message content, media 

scheduling, repetition

FILTERS:
Motivation, Opportunity, Ability

CONSUMER

CONSUMER BEHAVIOR:
Choice, consumption, loyalty, 

habit, and so forth

COGNITION AFFECT EXPERIENCE

Source: Vakratsas and Ambler (1999) 

How advertising works
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How advertising works

Sources: Belch and Belch (2009)
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How advertising works
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Sources: Belch and Belch (2009)
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How advertising works

• Standard Learning Hierarchy 
• Learn  Feel  Do
• High-involvement 
• Advertisements

• Providing detailed
information



How advertising works

• Dissonance/Attribution 
Hierarchy

• Do  Feel  Learn
• Two alternatives similar in 

quality 



How advertising works

• Low Involvement Hierarchy 
• Learn  Do  Feel
• Low consumer involvement in 

purchase situation
• Minimal difference in brand 

alternatives
• Mass media is important!



How advertising works
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How do consumers react to advertising efforts?

Awareness Consideration Attitude Trial RepeatDMP Stages

Product-promoting
ads

Brand-building 
ads

In-store 
promotions

Brand-building 
ads

LEARN FEEL DO DO/FEELType of 
response

Communication 
tools

CHOICE = SELF + SOCIAL + SALIENCE









1.19



1.20



No headline, no subhead, no body copy -
does this ad still work?



1.22



1.23
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How advertising works
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MOTIVATION
 Attend to the message by appealing to hedonic needs (appetite appeals, 

sex appeals)
 Using novel stimuli (unusual pictures)
 Using intense prominent cues (action, load music, colourful ads, 

celebrities)
 Using motion (complex pictures; edits and cuts)
 Increasing relevance of brand to the self (asking rhetorical question, using 

fear appeals or dramatic presentations)
 Increasing curiosity about the brand (opening with suspense or surprise, 

using humours, presenting little information in the message)
OPPORTUNITY
• Repeating brand information
• Repeating key scenes
• Creating Gestalt Processing (pictures & imagery)
ENHANCE CONSUMER’S ABILITY
• Providing a context
• Facilitating exemplar-based learning (using definite words and images, 

demonstrations, analogies)

ENHANCING MOTIVATION-OPPORTUNITY-ABILITY (MOA)
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Source: Cialdini (2001)

How advertising works

PERSUASION
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Science of Persuasion









fixed-action patterns

the trigger feature
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Excuse me, I have five pages.
May I use the Xerox machine?

Excuse me, I have five pages.
May I use the Xerox machine
because I am in a rush?

Excuse me, I have five pages.
May I use the Xerox machine
because I have to make some
copies?
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fixed-action patterns

the trigger feature



How advertising works

Source: Berger (2016)

SHARING
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If you create great content and no one know about
it to link to it, you’re spinning your wheels. A combination of
content as well as social networking, link networking, public relations,
and gaining editorial visibility as well as viral and individual link

solicitations will all work together synergistically. Building a
community of consumers of your content as well as

relationship with the media in your industry is the
distribution network necessary to gain the most link value out of
creating great content.

Lee Odden

Content without sharing is nothing
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Six principles that make content contagious

 Principle 1: Social Currency
Craft messages that help customers achieve desired impressions. Find our inner
remarkability and make people feel like insiders. Leverage game mechanics.

 Principle 2: Triggers
Design products and ideas frequently triggered by the environment and create new
triggers.

 Principle 3: Emotion
When we care we share. Pick the right emotions to evoke. Kindle the fire.

 Principle 4: Public
Making things more observable makes them easier to imitate, which makes them more
likely to be popular.

 Principle 5: Practical value
Highlight the incredible value of what we offer. Package content so that people can easily
pass it on.

 Principle 6: Stories
Build our own Trojan horses, embedding our products and ideas in stories that people
want to tell.

Source: Berger (2013)
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 Principle 1: Social Currency
Craft messages that help customers achieve desired impressions.
☼ Find our inner remarkability ☼ Make people feel like insiders ☼ Leverage game mechanics.

Source: Berger (2013)
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 Principle 2: Triggers
Design products and ideas frequently triggered by the environment and create
new triggers.

Source: Berger (2013)
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 Principle 3: Emotion
When we care we share. Pick the right emotions to evoke. Kindle the fire.

Diego Frazão
Torquato, 12 
year old 
Brazilian 
playing the 
violin at his 
teacher’s 
funeral. The 
teacher had 
helped him 
escape 
poverty and 
violence 
through 
music
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Prediction

Construction

Source: Laros and Steenkamp (2005)
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 Principle 4: Public
Making things more observable makes them easier to imitate, which makes them
more likely to be popular.

Opening a laptop from the wrong end is a self-
correct ing problem only lasts for a few seconds.
However, the upside-down logo is a problem that
lasts indefini tely.
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IF SOMETHING IS BUILT TO SHOW, IT’S BUILT TO GROW

THE POWER OF OBSERVABILITY
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THE PSYCHOLOGY OF IMITATION
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MAKING THE PRIVATE PUBLIC
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 Principle 5: Practical value
Highlight the incredible value of what we offer. Package content so that people can
easily pass it on.
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 Principle 6: Stories
Build our own Trojan horses, embedding our products and ideas in stories that people
want to tell.

Source: Berger (2013)



The 6-M Model of marketing communications

Source: Avery and Teixeira (2016)
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Mission

Communication Challenge :: In todays fast-paced 
world McDonald's have shifted focus to quality, service 
and value. But we lost a little something along the way, 
how could we resurrect the magic of McDonald's?

Communication Objective :: McDonalds hasn't shifted 
Brand Relevancy for years. Our goal was to shift this by 
8% in 3 months. A huge task to achieve!.
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Don’t care how bright or how catchy … nor how much general 
interest. The key is “does it sell?” What’s the profit of the ad 

investment?
L. Thomas of Lord and Thomas, the largest U.S. ad agency in 1905

Communications objectives tie the organization’s context, target 
markets, and positioning approaches to the ultimate selection of 

budget figures and IMC components (Clow and Baack 2018, p. 128).

Mission
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 Communications objectives guide account executives and
advertising creatives in designing the actual advertising messages

 Communications objectives are derived from overall marketing
objectives.

Marketing objectives
 Sales volume
 Market share
 Profits
 Return on investment

Communications objectives
 To create or maintain brand 

awareness. 
 To change consumer beliefs or 

attitudes. 
 To influence purchase intent. 
 To stimulate trial use. 
 To convert one-time users into repeat 

purchasers.
 To encourage brand switching. 

Mission



Objectives
Goal 1: Market Share - Grow McDonald’s
share of the Smoothie category from 0% to
5% by Q3 2020.
Goal 2: Awareness & Trial - Meet/exceed
McDonald’s benchmarks for New Product
Launch, Awareness and Trial: 3-month goal.
Awareness = 70%
Tried Past 4 Weeks = 7%
Goal 3: Perceptions - Increase quality
perceptions significantly via communication
and interaction with product.

Strategic Challenge
How does McDonald’s, a burger and fry joint
with poor quality and health perceptions,
convince consumers to forgo the places
normally associated with great tasting
smoothies, and spend their discretionary
income on a product that is brand new
territory for the brand?
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Market
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Message

The Big Idea :: As McDonalds approached its 40th 
Birthday we wanted to use this opportunity to un-lock the 
brand love of the past. Our big idea? Your favourites …� 
Back, by popular demand!
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Media

The Strategy :: Bring back the products demanded 
most by our fans, McFeast and Shaker Fries, and reignite 
memories through active participation. Partnering with hit 
music show X-Factor, we invited Australians to vote for 
their favourite party anthems and created a media first 
episode devoted to Macca's 'Back by Popular Demand‘.
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Media

Social chatter, 
online buzz

Daily deals, 
flash sales

eWOM, viral, 
review sites

Search engine ads, 
earned, owned 

media

Bluefin Labs, 
Facebook, 

Twitter

Groupon,
Gilte Group

Yelp, Trip 
Advisor, 

Amazon.com

Google search, 
YouTube, Facebook 

pages

Display ads, online 
video ads

NBC.com, 
NewYorkTimes.com, 
Google Display Ads

Firm-initiated
(outbound marketing)

Listen
(market research)

Offer deals
(promotion)

Consumer-to-
consumer

(create content)
Consumer-

initiated
(inbound marketing)

Talk
(persuade)

Offer arguments
(advertise)

Firm-to-consumer
(create and distribute content)

Sources: Teixeira (2013)



Media
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Media
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Money
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Measurement
Measuring the effectiveness of marketing communications

 Message delivery: reach, frequency, impressions, virality, shares, 
retweets, etc.

 Message impact: level of brand awareness, change in consumer 
attitudes, sales lift, etc.

STAGE EFFECT MEASURE
LEARNING
(Cognitive)

Ads provide 
information and facts

Attention, awareness, 
comprehension, 
perception, and knowledge

FEELING
(Affective)

Ads change attitude 
and feeling

Interest, desire, liking, 
preference, and attitude

DOING
(Conative)

Ads stimulate a direct 
desire

Conviction, purchase, trial, 
intention, and adoption
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 Communication message is one of the most important components 
of the IMC program

 Marketing communication creativity is the ability to generate fresh, 
unique and appropriate selling ideas that can be used as solutions to 
communication problems.

Creativity in marketing communication

 Message strategy
 Our proposition to 

consumers

 Execution
 What kind of appeals?
 What techniques? 

Message 
Strategy

‘What to say’

Major Selling 
Argument

The ad’s ‘Big Idea’

Execution

‘How to say it’
Appeals

Execution Techniques



Creativity in marketing communication

 Creative versus hard-sell marketing communication

 Move product?
 More selling points and information
 Many creative and award winning campaigns have failed in the 

marketplace

 Move people?
 Build emotional bonds
 Consumers do not want to be bombarded – they want to be 

entertained and inspired

Move 
product?

Move 
people?
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Source: Reinartz & Saffert (2013)



CocaCola – Content 2022 Part 1



Liquid & Linked

Creative Transformation
 Dynamic story telling
 Live positively

 Iterative production process
 70/20/10 content and budgeting 
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WINDOW OF 
OPPORTUNITY



Constructing a Creative Brief

A creative brief is a strategic plan that both the client and advertising 
agency agree upon and from which the creative team works as a 

strategic springboard. 
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Constructing a Creative Brief
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Communication challenge Rail Crossing Safety - Victoria

Best practices in advertising



Communication challenge Rail Crossing Safety - SA

Best practices in advertising



Communication challenge

 Traditional public service ads focusing on deaths and maiming caused by
such behaviors, together with instructions delivered over station
loudspeakers to stand back from the platform edge.

 Metro Trains Melbourne (MT) was increasingly concerned about the
number of passenger-related accidents on and around its train platforms:

o 2011: 27 incidents
o 2009-2010: 24 incidents
o 2008: 21 incidents

 It is hard to reach a young, skeptical audience, who often believe they are
invincible.

 But the budget is low ($200,000)

Best practices in advertising
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Creative Brief summary

The brief was to make something invisible visible . . . Metro had a problem
that there were accidents and deaths on the system due to unthinking
carelessness . . . No one was thinking that being careless around trains could
actually get you hurt. Our brief was to talk to a broad cross-section but mostly
young people to put the idea of rail safety on the agenda for them, to make it
part of their discussion . . . The brief was try to do something that would
actually work for once because nothing that had ever been done [before]
worked.

Best practices in advertising
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Dumb Ways To Die

Best practices in advertising
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Dumb Ways To Die

Best practices in advertising



Message strategies

• Affective

Advertising appeals

• Humour

• Music

Executional framework

• Animation

• Slice of life

• Storytelling
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Best practices in advertising



“Dumb Ways To Die” 
Lyrics

Best practices in advertising



Story board for
“Dumb Ways To Die”

Best practices in advertising



Story board for
“Dumb Ways To Die”
(continued)

Best practices in advertising



DWTD parody – Movies + Dumb Ways

Best practices in advertising



DWTD parody – Cool Things To Find

Best practices in advertising



DWTD parody – Advertising + Dumb Ways

Best practices in advertising



Best practices in advertising



DWTD – Will the campaign succeed?

Best practices in advertising





The Best Job in The World



1.106

 What was the purpose of the campaign?

To drive worldwide awareness of the Islands of the Great 
Barrier Reef as a tourism destination

 What was the Big Idea?

THE BEST JOB IN THE WORLD

 What was the executive strategy?

To generate mainstream media interest and produce new 
content for social media dissemination

(customer engagement and user-generated content)

 How media has been used in this campaign?
Technology plays a central role through enabling multichannel brand 

experiences (advertising budget $1.2 million vs. media attention 
worldwide valued at $368 million)

Best practices in advertising





Track My Maccas
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