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Presentation


UPPSSS, another advertising hand out…


Yes, another hand out. I will try to make this one different. To start (with Platon’s permission, of course!), it will be a book written in a structure of a question followed by an answer, almost like a conversation. By doing this we will try to make it a little more pleasant for you to read and even give it a humorous twist. An old colleague and friend of mine used to say (by the way, it’s been a while since I’ve called him) that fun is not the antonym of serious, it is the antonym of boring.


But beyond that, this is going to be a hand out written by (eight) advertising professionals, professionals who have been working for years in their respective postscreatives, agency directors, planners, marketing managers...- and each of them will be responsible for a chapter. Drawing theory from experience is never bad. Undoubtedly, these professionals will give a different approach to all the manuals that you have read so far, which I hope surely have been many.


Well, at least it sounds different.


And we hope that the result is different. We live in an era in which everything is changing, so it is worthwhile to also try to change the way we learn advertising communication.


Let’s change then. Why do you talk about communication if really, it is advertising? Are you trying to put more emphasis on the word?


Communication can be personal –from one person to another– or public –from one person to several people–. Advertising is a clear example of public communication. A manufacturer, a brand, a product, trying to reach millions of people using different means of communication. And, true to McLuhan, all the elements are involved in this conversation: the sender, the message, the medium and, finally, the receiver.


However, there is something that clearly defines advertising communication: persuasion. The goal of advertising is to persuade, to convince someone of something. We do not hide this nor should we.


How nice does it sound to persuade! But don’t you want to sell?


No, I do not want to sell. Sometimes it is not about selling a product, but simply about changing the consumer’s perception of it. Or to make a change in composition, packaging, price…


But (and I don’t mean to excuse myself) I will say that wanting to sell does not have to be pejorative. We live in a market economy and everyone wants to sell what they make, what they grow, what they create. There is nothing wrong with this. Advertising is another tool in this society, so let’s not kill the messenger, no matter how much we disagree with the message.


It’s true, sometimes advertising simply informs.


A common mistake. If advertising simply informs, it is not advertising. To make a good advertisement it is not enough to inform the consumer about the product or its features, however good they may be. Good advertising does not settle for simply giving out information, it has to seduce, persuade, or/and convince.


Let’s start from the beginning: can you give me a definition of advertising?


I can, but it’s complicated. There are so many definitions that it is difficult to reduce it to only one. I will start with my favorite: «Advertising is the love story of a product that finds its consumer». It belongs to José María Ricarte, the first Creativity Doctor in Spain, a wise man in creativity from whom a whole generation of advertisers has learned.


As usually happens in these cases, I will also tell you the definition of the Dictionary of the Royal Academy: «Disclosure of news or advertisements of a commercial nature to attract potential buyers, viewers, users...». Cold, but successful. And something curious: as important as we think our advertising industry is, it is only the third meaning of the word.


Surely online or in any advertising book you can find definitions that are much more academic, extensive and even unintelligible, so I will limit myself to giving you mine: «Advertising is any action of paid communication with the intention of persuasively influencing the possible consumers».


Three keywords: communication, remunerated and persuasion. Communication: although we have already said this before, it is worth repeating again that advertising communication does not stop being communication. Remunerated: although immersed as we are in a special moment when it comes to many media –some sink likes stones while others are triumphing– which makes it possible to easily get free advertising, the essence of advertising demands an issuer, a medium, and that costs the advertiser money. Persuasion: after seeing an advertisement we cannot feel the same as before, our perception of the product or service must have changed; If unsuccessful, it will be a unsuccessful advertisement.


Then, I am afraid, that there are many unsuccessful advertisements.


And you are right. There are many advertisements that say what the advertiser wants to say, but that does not interest the consumer or motivates them at all. There are others who ca not even get the attention of the recipient and then, as Bill Bernbach says –founder of DDB and repeatedly named as the father of modern advertising– «you will not sell if you are not being listened to». There are annoying ads that assail us every day from all media, boring ads in which so much happens that nothing happens, advertisements of children saying things that no child in the world would say, false advertisements with false consumers and false results, musical and colorful advertisements that are supposed to be for young people, advertisements that treat the recipient as if they were imbecile…


Luckily there are also good ads. And they cost the same. And they work much better.


And who’s to blame for this type of advertisements?


The customer is the one who makes the final decision to approve or disapprove a campaign, so he is responsible for the advertising, for good and bad. If an ad is very good, the merit belongs to the client who has managed to pass a good briefing and understand the proposal of the agency, has trusted it and has invested its budget in carrying it out. And if an ad is very unsuccessful…, too.


Any special reason to make unsuccessful advertising?


Fear. Afraid to be wrong. A mistake can cost a lot of money, a piece of the market pie, a reprimand from the boss, an opportunity for the competition and even it could cost someone a job. The easy, comfortable, or safe thing to do is doing what has always been done before, what everyone does, what the numbers, surveys, and tests endorse. The secure thing to do is to work with a large agency. The safe thing to do is to make a big campaign on television. The safe thing is to do pretest and posttest, qualitative and quantitative.


The problem is that again and again products are getting more similar to each other. They offer the same in the same channels and at the same price; they use the same budgets, the same media, the same agencies… And if we do what everyone does, our product will be like everyone else’s, in short, it will not be different.


Any special reason to make good advertising?


Many.


Cost-effectiveness. «Creativity that is used correctly can make an advertisement about ten times more valuable», Bernbach said. Another phrase of the founder of DDB on the matter: «Nobody counts the number of advertisements you make, they only remember the feeling that you leave them with».


Sales. Advertising sells. Good advertising works better, it sells more.


Image. Or, if you prefer, prestige and reputation.


Self-affirmation. Good advertising reaffirms the purchase decision to the consumer.


Professional recognition. In the end, marketing is measured in two coordinates: sales and image. And with the passage of time, it is easier to remember a marketing director for the successful reputation of the product than for the numbers.


Personal satisfaction. There are few more rewarding things in this world of advertising than sitting in your favorite chair watching a series or the news and the programming been interrupted by a good ad, your ad, an announcement that you feel responsible for, satisfied with or/and, proud of.


Shall I continue...?


No, I think I believe you. I just need to know what a good/successful advertisement is.


A good advertisement is one that sells. But once this premise is established, we can deepen a little more, because the first thing that has to be achieved, as I said before, is for it to be watched, to capture the recipient’s attention. And for that you need notoriety. The notoriety invites people to stop drinking coffee while reading the newspaper, not to get up from the couch, to raise the volume of the radio or to click on a banner. Notoriety is not a whim of the creative, it is a necessity of the message and the product. Without notoriety there is nothing.


Of course, notoriety is not everything. Because once you get the attention you have to give an interesting, credible, convincing and motivating message. Interesting to keep your ad pending. Credible for your brain to assimilate and accept your message. Convincing, to consider the possibility of buying the product. And motivating, to run out to buy it.


There are more factors: recollections, the ability of a brand or a product to empathize with the consumer, the immediacy or need of the answer..., sure they all appear later. But if an ad manages to sell, the lack of everything else will be forgiven.


Even the absence of advertising?


Indeed, there are companies, products, and brands that bet on not making advertisements or at least not doing conventional advertising. They invest most of their budgets in prescribers (official or covert), presentations or fairs. It is a fairly common resource, for example, in the fashion world, although many of these brands end up investing in advertising to increase their sales, increase their recognition or present themselves in new markets. But if they perform well without advertising, imagine what they could achieve with good advertising.


Alright, but advertising is expensive.


Expensive or cheap, everything is based on the results obtained. Investing in advertising is as important as investing in improving the product or achieving a good distribution. The problem lies in the fact that it is easy to make an immediate decision –we do not do this campaign, this year we do not advertise, we limit ourselves to the Internet...– which leads to immediate savings and apparently no cost. A product does not suffer from repeating the television spot or for suspending the sales campaign. This immediate saving does not have an immediate cost, but once the immediacy is over, the cost is already very difficult to reverse. In other words: nothing happens until it happens.


Anyway, let me add: and the research, is it not expensive?; And a good sales network, is this not expensive? And buying better quality raw materials, is it not expensive? As my grandmother used to say while walking on Madison Avenue, «what’s cheap is expensive, my son».


Gosh, you tell me about your grandmother in the 21st century.


Because, in the end, nothing has changed as much as we say so many times. The needs of human beings remain the same: food, survival, and recognition. And then, human beings create products to meet those needs; or to create them, according to others. And to sell those products you have to make them known to many more people, you have to advertise.


And what about the Internet, social networks and everything else?


It happens that the world is changing... continuously, and this is not going to stop. And we will have to adapt to the changes, but every time a new rule appears, no matter how innovative, we cannot stop and start all over again. We have to discover it, assimilating it little by little, integrating it into what we know works, to the point that it will eventually become the central axis until another novelty begins to displace it.


Well, for now, I cannot think of any more questions... Can we start now?


We can start now.


FIDEL DEL CASTILLO




Chapter 1


The client and marketing


GERARD RIBAS


Hello, Gerard.


Hello, nice to meet you.


On your card, it says you are a communication Manager. As a professional with a lot of experience in advertising, what do you think about your current position not using the word «advertising» in its definition, but the word «communication»? Please clarify the labels for us.


In fact, my previous card also did not use the word advertising, but «creative» and I did not like it. Between the two that you mention there is no duel, everything is simpler than it seems.


The way I see it, communication is science –like medicine or dermatology– and advertising is a technique like the sewing of a needle or laser cut. Communication is a broad knowledge without which advertising would not exist. On the other hand, advertising requires tremendous specialization and talent to be effective.


Communication is inherent to companies, to people and even to stones. Like it or not, it exists. We all transmit or mean something to others. That is, a person is likeable without forcing to be, just as a stone manages to attract the attention or not of a child passing by on the road. The science of communication can analyze whether you are likeable or not, what you pass on to those who pass, what you should pass on and to get the child who passes the road to pick you up, for example. Among the things you can do, advertising is the technique that has the most resources to achieve the goal you have set. There is no advertising without communication, while the other way around is possible.


Is that your way of thinking now, because you have gone over to the «dark side»?


No, not at all. I’m still working on the same things: to get a brand to be perceived in a certain way, to be preferred over others by consumers, or for a product to get more sales in a given channel. Although logically my day-to-day is completely different.


What are the differences between working with communication in a company or in an agency?


First of all, if you are the client, you are the one who pays and therefore you have the final decision. In the agency, you do not stop being a provider, which already implies a huge difference.


As for the advertising work, I have noticed that, in the agency, the proposals that I myself presented had a short-term vision in general. They were aligned to the values of the brand but with a will to immediate result, perhaps because working simultaneously for different clients does not immerse yourself so much in one, maybe because you do not stop being a supplier and you do not have a guarantee that there will be a very long relationship with the client, or maybe because of the desire to win prizes at the next festival.


With the client, the communication vision is a combination between the even shorter term because internally they demand immediate results, and the medium-long term, since, as guarantor of the brand that you are, the perspective of the repercussion of the actions has to be longer in time.


How is the marketing or advertising department of an advertiser?


Normally there is no advertising department in advertisers. This is already very significant. In almost all the companies there is the marketing department and in some the communication department. In most companies that have communication professionals in their workforce or even a communication department, the depend on marketing.


Why? Do you agree with it?


These are two good questions.


I think that communication almost always depends on marketing in business structures because it is easier to use a «technique» than to recognize another «science». And therefore, since the technique of advertising can mainly have the objective of «selling», it is included within the department that has as one of its 4P: promotion.


And to answer the second question, I’m going to divide the answer into two.


I think that if a customer only sees advertising as «shares to sell» he is having a very narrow view of advertising, but then he can be in marketing. The actions that are going to be carried out will only take place in this direction.


If we expand the field of vision and see communication as the science that, separated from tactical action, can influence the perception of the brand, which works in the medium and long term with the values of the brand to strengthen its positioning, yes, I should have an independent department. We are talking about something that influences directly in the business and in the income statement. The value of the brand has a quantifiable economic value.


As a summary, I think that the structures of companies should respond more to brand criteria and not so much to functional tasks.


Explain yourself better.


There are many types of business structures. They are usually divided by functional or business areas. Some put the client in the center of the company, others are simply hierarchical, in which the President or CEO is at the top and the area directors are below, etc.


EXAMPLE OF TRADITIONAL ORGANIZATIONAL STRUCTURE
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In my opinion, they are not the correct structures. The structure of the ENTIRE company should be based on the values of that same company and with the primary objectives of preserving them, which permeate everything the company carries out in all fields and in all workers.


And who is in charge?


Joan Roig, the founder of Mercadona, says that the «Boss» of Mercadona is «the client». In my view, the «boss» of any company should be «their values». And around it should be assembled the structure necessary to realize these values at all levels.


Here I give an example of a structure as I imagine it. In the center, those in charge of keeping the essence of the values of the brand and with decision-making capacity in all the departments. The departments, all, are intertwined with the brand central unit and the managers have the mission that these values are reflected in the performance of the department.
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And how would it improve the current structures?


The structure of the company would respond much more to the reality of a market in which winning the credibility of consumers is the key.


We are at a time when, for the Spanish consumer, 91% of the current brands could disappear and would not cause any problems or disgust. The rise of influencers shows that people give more credibility to a message of a person (although we know that he charges for it) than a direct message from the brand. We understand that we are in a context of total distrust of companies.


The value of a company is its reputation. Thanks to the Internet, social networks and general opinion, the opinions of people about a company or product make a difference.


Only companies that are 100% what they proclaim, will keep their reputation intact and may have the admiration and respect of consumers. And consequently, they will be able to continue selling and continue fulfilling their long-term business objectives. This environment forces companies to restructure in order to find the best ways to preserve these values and is no other option than putting them at the center of the company.


And how does a company get a good reputation?


We all accept variety and we understand that there are proposals for brands that we do not like or that are not to our liking. Reputation is basically the opinion that people have about a brand. And this reputation can occur mainly because of the difference between the values you communicate and your actions as a company, or because of the difference between the performance of your products and your promises, etc.


In the digital age, an action not in accordance with the principles of a company expands rapidly and reaches consumers around the world in a matter of minutes.


I begin to understand your structure...


The structure responds to the desire that the brand and the entire company live in its values. That these values are not just something to communicate or something that someone wants to use to sell. That the values are the most precious asset of the company, they are the company.


I mean that the financial director also has to respond to the values of the company. And the assistant of the human resources department. If your company has values such as the search for humanity or the welfare of people, it does not make sense for the company to have a line of credit with a bank that invests in arms companies, or that does not pay its fellows, for example.


To get the whole company to act according to their values, the only thing that can be done is to put them right in the center of the company, at the top according to the traditional structure.


Let’s go back to talking about advertising...


We have talked a lot about communication in global terms, but certainly, companies need advertising to meet these global objectives, and also to achieve more tactical or more precise objectives in the short term.


What objectives can an advertising action pursue?


Simplifying, the main objectives that an advertiser seeks when ordering an advertising action are three:


1. Sell more. That is, increase sales of a product or service, or all of the company.


2. Inform. To ensure that a target public knows about the existence of a product or service.


In both cases, we could make many subdivisions, such as drawing traffic to the store, getting contacts or records, etc.


3. Work brand values and create a link with the consumer. This objective is more related to what has been explained above. Getting a target audience to perceive the values of the brand and fall in love with them. Establish a link between the brand and consumers.


In all the objectives the advertising is equally effective?


No, not in the slightest.


The objective of selling more is not the best one given today’s market, let’s say it that way. And the funny thing is that it is the one that has traditionally been demanded the most. Direct marketing advertising actions sell, even most of the others also, but in a tangential or collateral manner.


For example, think of the loyalty card of a supermarket that we all have in our portfolio and that we swipe through the scanner every time we make a purchase. We do it mechanically, and we are delighted when we receive discounts of 2.37 € a couple of times a year! The supermarket collects information on the products we buy each week. They know that, for example, in my case, every week I buy the same brand of oil, the «A», and that in the last year I only changed brands twice. Interestingly, on these two occasions, I bought the «B» brand and it has always been when it was on sale. This tool allows the oil brand «B» the possibility of sending me, Gerard, a specific advertising action only when it is on sale, and to guarantee the «B» company great effectiveness… This is a tool designed 100% for sales. If we compare the effectiveness of this global action with what we would obtain only with the advertising action without the previous data, there is no possible comparison.


Advertising has tools that bring us closer to the sale (a letter with a coupon, segmented Facebook ads, ads to capture leads…), but they cannot be compared and cannot work on their own in this direction. Hence the creation of CRM departments and analytics.


Interesting, no doubt.


The other two objectives, that of informing and, above all, achieving a link with the consumer based on the brand’s own values, are objectives that the advertising can acquire more effectively: advertising is ideal to create an image, associate a brand to specific values and create a link with the target… It does this perfectly.


Surely the word you have used the most has been brand. Let me introduce another: product.


You pose it as if it were a vital choice. Or I choose a brand or product. Trick or Treat.


I will ask it differently: what are the differences between brand-based and product-based advertising?


There should be very little. Wait for a second to see if I have understood you correctly: do you mean what differences there are between the advertising of the same company, when it has the aim of branding, or when it has the objective of selling a product?


Yes, that is.


Then I will expand my answer in the form of a headline: the difference will be bigger the less the company has developed its brand.


If a company does not have defined brand values, or its public does not recognize them, when it has to carry out a brand campaign it will make a type of communicationbased on the benefit that, as a brand, it can offer to its target audience... If, on the other hand, you want to make a product communication, as you cannot be anchored in brand values, the communication will be 100% focused on the product itself and the benefits of it. In this case, brand communication and product communication will be very different.


This first assumption is not ideal in any case. Let’s see the other extreme. To explain it I will use some real examples, although the examples get old very quickly.


In most launches of any car model of an automotive brand, although the communication at that time is aimed at announcing the car model that is launched, it will be consistent with the values of the vehicle brand. Communications for the launch of the Audi A1 or the A3 share values of the Audi brand as these product communications are part of the construction of the Audi brand. Do you think that people when buying a car do so rationally analyzing all the technical specifications of all cars and making an exclusive decision based on product characteristics...?


…


I continue. In the launch of any Apple product, communication does not start from scratch. It continues to build an aesthetic imaginary, to elevate the product to the maximum expression and a premium proposal that is repeated in each new release.


Did the world-famous Sony Bravia ad, with music by Jorge Drexler, of colored balls bouncing down the steep streets of San Francisco, have helped more to build the Sony brand or sell Bravia TVs?


And the most recent and award-winning «How Much. Beyond the money» of Account 1,2,3 of Santander Bank. Has the campaign helped sell more current accounts or change the perception of many young people about Santander Bank? And what was the most important objective?


In fact, these examples show companies that do not carry out brand communication as such, but rather their brand building strategy is based on product communication through which they create their brand identity. Why? Basically, because 80% of consumers buy according to the values, beyond the quality or price of the product.
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In every purchase of any product or service, the brand always weighs in. Sometimes more, sometimes less, but always. Therefore, even if the dilemma is posed as if they were two worlds, they are not. It is not a choice of black or white. The advertising of a product can never ignore what brand it is. Every product is of a brand, and if a product does not have a brand, it starts to build it.


In your opinion, the key to a company is to establish itself as a brand in the mind of the consumer.


Definitely. Whether you make a communication strategy based on your products or your brand, the objective must be the same: to be perceived as a brand and be associated with specific values by your target audience and throughout society.


Being a brand allows:


– That, for the same price, most consumers buy the shirt on the right.


– That some consumers are willing to pay 15 € more for the shirt on the right than the one on the left.


– That although the label says that they are made with the same materials and in the same factory, some consumers think that the shirt on the right is of better quality than the one on the left.


– If they do not find the shirt on the right, do not buy the shirt on the left and return to the store the following week.


– That to wear the shirt on the right or wear the shirt on the left say things about you, about how you are or what you value.


Understood perfectly. You say that wearing the shirt on the left also says something about the consumer. Are brands built alone, then?


All brands occupy a space in the mind of the consumer. Even the space of not existing. Consumers are labeling the brands according to their experiences, information received, their perception and their acquaintances or any other input received.


The communication wants to influence this perception, managing all the contact points of the brand with consumers and unifying their communications so that consumers perception of this brand is as close as possible to the ideal the company wants to achieve.


Many contact points are there when working in advertising.


So... is advertising a necessary evil?


Advertising is necessary when the perception that you want your target audience to have about you is not the one that is being generated naturally with the day-to-day performance of the company. Or also when this day-to-day does not get the company to achieve the notoriety and brand awareness that the company needs.


Basically, what happens 99% of the time.


And how is the budget allocated to advertising calculated?


It is common in many companies to allocate a fixed percentage of their invoice to marketing. Of the total destined to marketing, the majority percentage is that which is usually destined for advertising, since traditionally the purchase of media is an expensive game.


The ideal scenario is not to have a certain budget and from this sit down to see what can be done with the amount, but to do it just the other way around. The idea is to define the amount according to the objectives set for the year in question. That is, to define the amount that is destined for advertising, the important thing is to know what you want to achieve with the advertising actions.


It is essential to have, before starting the year, a communication plan or a marketing plan in which the objectives to be achieved with the advertising actions of the year are clear. Once you have decided what you want to achieve, you can estimate a return on investment, and then it is a bit easier to define the amount that is needed (or available) to carry out actions that try to achieve this objective.
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