MAJOR ADVERTISING CAMPAIGN TERM ASSIGNMENT 

Fall 2006  

Background:

This assignment sees how you can apply advertising to a real life company.

In a group of 4, select a company of your choice which is Canadian and which must be approved by me. I suggest you read the whole assignment before you finalize your choice. There is specific information you need to find.

Written Assignment:
 Follow the guidelines below to create a major report and sample ads.:

   1. Do a Situation Analysis of Target Audience and Product Concept

   2. Develop general Advertising campaign objectives for the product

   3. Produce Copy Platforms (Creative Briefs) for the various objectives

   4. Produce print & other advertising concepts

Part 1 Situation Analysis

Target Audience Profile

Review all of the factors discussed in class and in the various exercises. Determine which are valid and important to your campaign, which are invalid, which would require further research.  Prepare a written Target Audience Profile with a checklist and 2 profile templates (primary & secondary). Where possible, determine quantitative data. For example, if your product is intended for a specific gender or audience, provide those numbers from the Statistics Canada.

Product Concept

Evaluate the product concept as it is now and make recommendations for any changes. Using a table format FAB might make this comparison easier. Be particularly specific about the position the product occupies in the mind of the consumer.

Some of the key areas to consider are:

·  Industry sector

·  Product Life Cycle (PLC)

·  brand name & logo (who owns them)

·  Model name & specifications & photo

·  tangible vs intangible & durability

·  arrow diagram

·  FAB

·  Unique Selling Proposition

·  Positioning Strategy (head on, defensive, differentiation)

·  positioning grid

· positioning statement or brand promise

·  Price (comparative price, value, premium price?)

   Tip: some of the marketing diagrams (product life cycle) can be drawn in Visio.

General Advertising Campaign Objectives

With a full understanding of the  Product and its Customer Segments;  develop spefic objectives  that will complete the communication link between product and buyer. Objectives are a way of stating to the client what the specific results of the ad campaign will be. The client will use these objectives to evaluate the effectiveness of your advertising.  Use the objectives checklist from either the objectives/tactics matrix.

 For this assignment, you should focus on a specific client product.  Objectives should be general and should cover all of the communications possibilities : media advertising, sales promotion, relationship communications, etc.

Part 2 Advertising Strategies

Each group member will produce:

    * 1 print ad, magazine, newspaper, outdoor, transit

    * 1 paid search tile for Google

 For each ad produced, provide a creative brief/copy platform which relates to the target audiences and objectives included in the report.

Part 3 Media Strategies

Review part 2 to see the ads you'll be producing.

See costing link for further information

Justify the media you slected.  Prepare a blocking chart and full budget breakdown

When consdiering magazines…

   1. Select one magazine that will give your product national US or Canadian exposure.

   2. Use the Internet or CARD to obtain rates.

   3. Determine the circulation of the magazine

   4. Determine the cost of placing your ad 6 times

 Report Format.

      1. Submit one report per group.

      2. Reports should have a cover page alphabetically listing member names and due date. Please follow all the principles of good design and copywriting in your report.

      3. All reports will be typed in the same internal type style with the same consistencies: font, layout, spacing, margins etc.

      4. Reports must be bound (print shop or CSI will do this for you). Reports will contain:

          * Executive summary

          * Situation Analysis section

          * Creative briefs and ads in sequence arranged by group member

      5. Please note sources of information in footnotes, endnotes or bibliography.

      6. Include a self-evaluation  sheet for the group.

      7. If you need to, you may do group evaluation as well

Due Date:

The completed assignment is due at the start of the Thursday class November 30th.  The project is worth 25% of your final mark.
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