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!Effective Advertising is both art and science 
!Art: The creative dimension 
!Science: The strategic dimension 

!Your Advertising needs to 
! be heard above the ÒnoiseÓ 
!Make a connection with the audience 
!Do so in an unexpected way 
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!The R-O-I of effective advertising 
!In this case, not the standard definition of ROI 
!Relevant: The ad must mean something to the audience 
!Original*: The ad should be one-of-a-kind, novel, 

unusual, etc 
!Impact: Break through the noise, sticks in the memory, 

something that stops a person in their tracks 

! Never use this ROI when talking to a businessperson. 

ROI to most people is return on investment.   



Getting Creative Advertising 
Chestnut Hill College 

!The Creative Concept 
!The big idea Ð a creative concept is the artistic strategy 

! In ÒGot MilkÓ ads, thirsty people eating cookies, etc 
! In ÒGottaHavaWawaÓ ads, craving a Wawa hoagie 

!Metaphores, Juxtapositions & analogies help 

!50% of advertising is truly unique, according to an ad 
expert.  

!The challenge is coming up with a real unique idea that 
hasnÕt been done before.     
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!The challenge 
!Not every advertising campaign you work on will be an 

easy one, nor will it have the WOW factor of working 
on Nike or Coke products 

!Many are b-2-b adverts, or very boring products 

!You can still infuse creativity in spots like that, and 
niche markets can sometimes allow for inside jokes that 
your target will get 

!How would you creatively market Òincubator shakers?Ó 



Getting Creative Advertising 
Chestnut Hill College 

! Tips for creating original ideas 
! Use an unexpected twist 
! Create an unexpected association 
! Use a catchy phrase 
! Perform a play on words 
! Create an analogy/metaphor 
! Pair the familiar with the strange 

! Tips for avoiding unoriginal ideas 
! Avoid the common 

! DonÕt copy someone elseÕs* 

! Avoid the clichŽ 

! Avoid the tasteless 

! These rules are meant to be 
broken: Make 7up YourÕs 

! You can parody these 
SOMETIMES 
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!The Creative Leap 
!The jump from strategy to art 

! 76 adsÉ creating an association with 76 products to Americana 
! Apple Ads: Different, special, etc.  
! Pepsi Ads: Creating an association with Cool & Refreshing 

! The client says, ÒMy brand exudes this feature or that.Ó Your goal 
is to create images that reinforce that. How will you do it? 
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!The Creative: 
!Use techniques (beyond basic talent) to stimulate ideas 

! Free Association: Think of a word, what comes to mind.  
! Divergent Thinking: Playing around with ideas. 
! Analogies/Metaphors: Using patterns and relationships. 
! Right-brain Thinking: Use your emotions, not your logic.  

!Creative Aerobics 
! Facts: Write down a list, work the list into something Ð orange has seeds 
! New Names: Create ÒnamesÓ for the product Ð Òkiss of sunshineÓ 
! Similarities: WhatÕs similar with dissimilar products? Ð Oranges & Florida, 

refreshing 
! New Definitions: (create a pun) Ð C the light with a kiss of Florida sunshine! 

! That might be overdone, but itÕs a good example and may even focus well.      
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!So you want to be a creative 
!Are youÉ. 

! Very open-minded 
! Able to not only think of an idea, but communicate it 
! Able to fight through a major block Ð able to fight the fog 
! Able to think up crazy scenarios  
! One of those people with a great sense of humor 



Getting Creative Advertising 
Chestnut Hill College 

!Steps to the creative process 
1.! Immersion: Research, learning, understanding the problem 
2.! Ideation: Think inside the box, think outside the box, think 

from someone elseÕs box, think from the hut. See the 
problem from every angle. 

3.! Creative Block: I hate this step. It almost always happens 
4.! Incubation: Take a break, do something else, the problem is 

still in your subconscious 
5.! Illumination: I call this the epiphinal moment. When the 

light bulb goes on. When you have that epiphany. It tends to 
happen at the gym or in the shower.  

6.! Evaluation: You know I love this step. Will it work, does it 
work, is it on key and most importantly, does the client love 
it. Focus groups and surveys! 
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!Brainstorming 
! Work in groups 
! Ask a friend 
! Get away 

! Some companies get a hotel room 
! Others allow working from unusual locations 
! Et cetera 
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!The creative strategy 
!Even creativity needs a plan 

!Message Objectives 
! Perception: create awareness/attention/interest/recollection/etc 
! Cognition: deliver information & understanding 
! Affective: touch emotions or create feelings 
! Persuasion: change or create attitudes, convictions, preference 
! Transformation: establish brand identity/equity associations 
! Behavior: use a call to action, create an action (buy, call, click) 
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!Head & Heart Strategies 
! Remember how Thinking (head) and Feeling (heart) affect the do (action) 

! Cognative: Think 
! Affective: Feel 

!Use the facets model from before  [p104]  

!Combine your approach: p109 American Airlines 

! It should best work for the product 
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!Hard Sell Vs. Soft Sell 
!Hard Sell: Informational/Logic/Mind/Head/etc 
!Soft Sell: Emotion/appeal/attitudes/opinions/moods/etc 

!Combine! 
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! Lecture vs. Drama 
!Lecture: Talking to the audience 
!Drama: A story Ð you make assumptions and infer.  
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!Facets of the creative Strategy 
!Perception Messages 
!Cognition Messages 
!Emotional Messages 
!Persuasion Messages 
!Association Messages 
!Call-To-Action Messages 
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!Perception Messages 
!Attention & Awareness: Ads that are very effective 

! Good for fighting brand parity Ð when thereÕs little difference 
between brands 

! Use unexpected media Ð guerilla marketing, viral marketing 
! Can be bold or subtle 

!Interest 
! An ad that has Òpull power,Ó Keeps the viewer interested, teased 
! Remember Burma shave 

!Memory 
! Repetition, Taglines, key visuals help memory 
!   
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!Cognition Messages (auto industry examples) 

!Focus on Features/attributes 
! Luxurious interiors, 6 point speaker system, sleek look 

!Show the point of differentiation 
! Comparing safety ratings, gas mileage, awards 

!Claim about the product 
! Slick handling, great performance 

!Use Infomercials, Òlong copy,Ó demonstrations 
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!Emotion Messages (soft-sell) 
! Any message that might cause an emotional response that ends up 

supporting the product 
! i.e.: the VW commercials with the accident 
! i.e.: NAPA commercial with a truck stopping before it hits a dog 

! Emotional messages: Ethical? Manipulative? What do you think? 
•! For Extra Credit, write a blog and email me to let me know. Justify your 

thoughts on the situation. 
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!Persuasion Messages 
! Affect attitudes, create belief 

!Appeal: connect to make the product more appealingÉ  
! Can be logical but is usually emotional 

!Selling Premise: State the logic behind the sales offer 
! Benefit, promise, reason why, USP (Unique Selling Position) 
! Most selling premises should have some proof 

!Conviction: Get the consumer to commit  
! The end result 
! Endorsements/Testimonials/PP help intensify conviction 

! Give the audience permission to believe 
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!Action Messages 
!Drive a change in behavior 
!Call to Action 

! Do it now! 

!Generate the sale, get them to do something/stop doing 
something 
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!Some message approaches 
!Straightforward 

! No gimmicks, emotions or 
special effects 

!Demonstration 
! Showing the product being 

used, either as a how to or 
reinforcement 

!Comparison 
! Direct or indirect: competitors 

can be mentioned by name or in 
general terms 

!Problem solution/Avoidance 
! Òproduct-as-heroÓ (Advil) 
! Òslice-of-lifeÓ typical people in 

typical situations 

!Humor 
! Self-explanatory, but NOT easy 

to do well and can backfire. 

!Spokesperson 
! Celebrity or otherwise 

!Teasers 
! DoesnÕt mention the product, 

builds anticipation 

!Shockvertising 
! Generates buzz using a reaction 

(Benneton) 
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Creative 
Brief 

(Figure12.3) 

Message 
Strategy 

Go/No Go 
Evaluation 

Planning and Creative Strategy 
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!For Monday  
!Submit a creative brief for your product 


