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Congratulations to Audi for winning
South African Car of the Year 2006. &m

Congratulations to EMW for Winning
Worlid Car of the Year 2006

—

From the Winner of Six Consecutive

Le Mans 24 Hour Races
2000-2006

T 3 )

From the Winner of
World Car of the Year 2006.
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https://www.youtube.com/watch?v=0GyY15Jkkg2 A
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Two Types of Market Research

Primary

Provides results specifically about your company

‘//}"“‘\'\ & ' N #
‘ . | /Focus groups
Surveys

Interviews
X Cost of research

the balance

Secondary

Involves applying results of previously
completed studies to your situation

‘/ Free or low cost
X Results are not specific to your business



CONNECT

Type of Market Research: Qualitative vs. Quantitative ﬁe ma

Qualitative Market Quantitative Market
Research Research

Based on opinionsand

: Based on numbers
experiences

—

|
Smallersample | Larger sample

On-line & postal surveys,

Interviews, focus group CATi surveys

A R PP ey e
Tnedepth analysis % of people agreed with l

a statement

Open Ended questions Mostly Closed questions

Market Research Agency with in-house contact Centre
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ANAVADHI

» Intelligence Rediscovered

www.navadhi.com

Market Research
Report Defining the

& Presentation Research Problem
& Objectives

Data
Analysis 6 STEPS OF

SUCCESSFUL




Advertising Strategy
Research

Timing Before creative work begins

Research Problem Product concept definition
Target audience selection
Media selection

Message element selection

Techniques Consumer attitude and
usage studies
Media studies
Exhibit 7-2

Categories of research in advertising development.

Creative Concept
Research

Before agency production
begins

Concept testing
Name testing
Slogan testing

Free-association tests
Qualitative interviews

Statement comparison
tests

Pretesting

Before finished artwork
and photography

Print testing

TV storyboard pretesting
Radio commercial
pretesting

Consumer juries
Matched samples
Portfolio tests
Storyboard tests
Mechanical devices

Psychological rating scales

Posttesting

After campaign has run

Advertising effectiveness
Consumer attitude change
Sales increases

Aided recall
Unaided recall
Attitude tests
Inquiry tests
Sales tests
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HOW TO WRITE A CREATIVE BRIEF
FRAME CLEAR

ADD A LOFTY BUT

AN OLD BRIEE || VAGUE ORJECTIVE || BUSINESS GOALS
o) REPLACE “AUTHENTICALLY
oC  “BEER™ WITH ~ ENGAGE WITH - “SELL MORE "
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DEEINE THE TARGET |[ LIST KEY MESSAGES| | JUDGE THE RESULTS
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g~ WITHA PULSE” - GOOD VALUE”
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® marketoonist.com
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PROJECT

THE PROCESS How to Make a Good Creative Brief
Provide Background Set a Tone

Nail the Target Audience @ Explain What Must Be Included

creative brief

From your responses in the questionnaire,

1 will create a one-page brief that outlines

your needs and objectives. I will also do resear

in this phase into competitor:

opportunities and curate a brand strategy/concept.

Profile the Typical User @ List the Deliverables
mood board

1 will begin a Google slide where I put together
a collection of images and design inspiration that
1 feel tells the story of your brand the best.

Provide Insights @ Make a Timeline

sketching

1 will begin sketching black and white ideas for
your logo and present 3 tight comps. Pleas

the “comment” feature in Slides to leave feedback
and choose one that you feel is doing the best job
for you business.

Outline Objectives @ Set a Budget

Define a Clear Message @ Establish Approval Roles

revisions

Based on your feedback, I will either
sketch another round of tighter comps
for the logo direction we liked best, or
digitalize and add color to the logo
and present new options.

Describe Expected Customer Behavior

OIOICIOIOIOIO

additional elements

Afeer finalizing a logo, 1 will begin designing
custom icons and building out the rest of your
deliverables, and go through a similar process
of feedback on Slides.

final delivery

Once everything has been approved, I will
deliver all iles in a packaged google drive
folder with all of your assets in the
appropriate file formats!

www.sabatani.com
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'\A A/' selling
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COMMUNICATION
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I Marketing

Social
Media
Marketing
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Networking

Newsletters

Sponsorships, partnerships

Ukpfht PR
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visual

complete
control over
content
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a product
or service



Traditional advertising -
print, television, radio,
display, direct mail, paid
search, retail/channel

ae® a@»
ishint
e €Y
¥

General Consumers

Corporate web site,
campaign microsite, blog,
brand community,
Facebook fan page,
mobile, etc.

Customers

Word of mouth, Facebook
comments, Twitter
(@mentions, @replies),
Vine, Blogs, forums, review

A

Super Fans




The Digital Marketing Mix

Reviews Pay Per Click

Media Coverage Display Ads
Guest Posts Remarketing
Mentions Retargeting
Social Shares Paid Social

Influencers (Free) Native Ads
Paid Influencers

(Your)
Website
OWNED The optimal mix

Blog
Profiles / leverages them all.
Email

Social Pages



