J202: WEEK 6

STORYTELLING IN MARKETING:
RESEARCH, STRATEGY,
FORMS AND INTEGRITY



REMINDERS

Come prepared
s that a lead or a headline?
Verb tense
When you are on deadline
Outline
Read out loud
Start reading at the end
PROOFREAD
Format!
Helping each other in lab

Seek help from me and Meredith!



MARKETING FOCUS




MARKETING PROCESS

* situation analysis
* objectives

* strategies

* pbudget

° tactics

* evaluation



CAMPAIGN SAMPLE - WISDOT

° situation: people die in winter
crashes

* objective: decrease fatalities

* strategy: get people to slow
down

* tactics
* emotional ads
» visible enforcement

* social sharing



research

strategy

creative

Catalysts

media
PR

in-house approaches

new forms Connectors




RESEARCH TYPES

strategic

develop key consumer
insight

placement
determine vehicles
evaluative

gauge success



RESEARCH METHODS

secondary
trade publications
news coverage

past campaigns



RESEARCH METHODS

° primary - original
° surveys
* focus groups

° experiments



RESEARCH METHODS

° primary - purchased

* Simmons

* MRI



RESEARCH SUMMARIES

summary lead with key
insights

summary of method
acknowledge weaknesses

specific findings

evidence

summary conclusion
reiterating lead



INSIGHT TO STRATEGY

key consumer insights

\

overall strategy

\

tactics



STRATEGY TO EXECUTION

CREATIVE WORK



PRINT

Kmart

+ Www.kmart.com/dreamoutiou




VIDEO
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Kmart's gas problem



ONLINE

Deals from your weekly ac

right here online




MOBILE

eseee Sprint T

8:36 AM

clothing &
accessories

Adam
L evine







CREATIVE TO CONSUMER

MEDIA PLANNING AND BUYING



CONSIDERATIONS

* reach
* how many of target audience
* frequency
* how often to achieve goal
* timing
* seasonal concerns
* receptiveness

* does media choice meet
consumer state



MEDIA VEHICLES

o TV

* radio

* newspaper
° magazines

* outdoor/transit

* direct mail

* mobile

* nteractive

* brand content



POWERHOUSE MEDIA PLAN




a girl's confidence plummets during
ouberty, hits a low after her first perioa
and sometimes never bounces back

INSIGHT



take the phrase “like a girl”
and turn it into a symbol
ot power for young women

STRATEGY



millennials

TARGET



super bowl spot, full-length video on
on social, emphasis on mobile

MEDIA VEHICLES



90+ million views

65% via social sharing in week 1

RESULTS



ourchase intent up 92%

RESULTS



"like a girl” perception change, 16-24
59% of men
/6% of women

RESULTS



STRATEGY TO RELATIONSHIPS

PUBLIC RELATIONS EFFORTS



PUBLIC RELATIONS STRATEGY

stakeholders

current landscape

current positioning

desired positioning

threats to positioning
communication opportunities

target audiences

communication vehicles



PRESS RELEASE TEXT

New Social Experiment by Always® Reveals Harmful
Impact Commonly Used Phrase has on Girls

date, contact info, hed

usually summary lead

back-up quote

benefit statement
background
action statement
clarity

info management

New Survey Reveals 89% of Young

Search P&G Newsroom

Search

Females Agree that Words can be Harmful, advanced search
Especially to Girls; First Period & Start of
Puberty Mark Lowest Confidence Moments

for Girls*™

Category: P&G Corporate Announcements

Thursday, June 26, 2014 8:00 am EDT
Dateline:
CINCINNATI

@ & N0

Public Company Information:
NYSE: PG

CINCINNATI-(BUSINESS WIRE)-"You run like a girl" or
"you throw like a girl” are common insults we've all heard
or said at one point. Always, the leader in global feminine
care, is launching a new campaign today to change the
negative perception of the phrase and make ‘like a girl" a
declaration that means downright amazing. The global
campaign aims to help girls, especially as they enter
puberty, feel proud and confident when they do things
#LikeAGir. A new Always-sponsored survey by Research
Now found the start of puberty and their first period mark
the lowest moments in confidence for girls.” Harmful
words can add 1o that drop in confidence. As part of the
new #LiIkeAGirl campaign, Always partnered with award-
winning documentary fimmaker Lauren Greenfield to
conduct a social experiment to see how people of all ages
interpret the phrase “Like a Girl." To see the surprising
results, click here: http://youtu.be/XjJQBJWYDTs

“I'm touched by
our new
#LikeAGirl
campaign,
because every
girl is capable of
greatness and
we must
continue to
empower them
to grow into
strong, amazing
women
tomorrow."




NEWSLETTER

straight or feature lead
segmented audience
sources

attribution

quotes

description

transition

EMATL

Who is Captain Morgan? His Crew Get the Ad Age

i App For iPad®

N\
# Download on the

%% Turn Your Name into the "Breaking ' App Store

AdvertisingAge 15 Wiars vec

. Adoption Creates a Beautiful F-A-
’\f’%‘ L M-L-YinWendy's Film
. A

LATEST WORK & NEWS




PR SOCIAL & MULTIMEDIA

®
BROUGHT ” " : . N\
RovonY  always tameax @& oy

text

Image
audio
video
Interactivity

engagement

authenticity




LATEST TREND

BRAND CONTENT



BRAND CONTENT

using digital publishing &
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social media to speak
directly to consumers

A Summer to Remember

A Community Turns Physical Activity Into Votes To Help Veterans Memorial Park Become
"America's Favorite Park"
L X N N J




A NEW MEDIA MIX

‘ Traditional
° paid

* earned

‘ Owned

* owned

* "every company
should be a media
company”
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THE NFL ON ESPN.COM

A brief history of the Lambeau Leap

Greg Garber

m 3K W Tweet 8 COMMENTS (22) EMAIL PRINT

ESPN.com is your one-stop shop for everything
‘ that happens in trades and free agency.

« Free-Agency Wire: News, notes, analysis
« FA Tracker: Sort by grade, position, team
4 . « Sheridan: Eagles different, but are they better?
: « Reid: Redskins could absolutely draft Mariota

‘ « Sando: Lions' worries mount minus Suh [
| . 4 -

RANDALL COBB

PACKERS WIDE RECEIVER



THE OFFICIAL WEBSITE OF THE

-4 S M SPRO SHOP™
GREEN BAY PACKERS

TEAM NEWS & EVENTS HISTORY FAN ZONE MEDIA CENTER GAMEDAY COMMUNITY TICKETS LAMBEAU FIELD
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PACKERS HAVE FORMULA FOR A LONG RUN
:‘.-",é '!p Why was everyone so worried?
RANDA”. COBB,S HEART NEVER BAY m Here we go: are you ready for it?

Star recelver excited about future of Packers’ high-powered offense READMORE
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ASK VIC YOUR TEAM QUESTION NOW




CATEGORIES

brand publishing
native advertising
custom content

sponsored content

Forbes - ™vFe*  Porl

1 posts this hour Most Expensive Homes Most Powerful Celebrit

Business

+ Follow

356
356

Fannie, Freddie
Penny Stock Boom
Gets Crushed

& Nathan Vardi

Lists

LUJ Share 146 &/ Submit - 83

Oprah Once Again
Reigns As The Most
Powerful Celebrlty

Des stumbles and an $88 million earnings dro

‘hxxt} 1\ Ow queen r

eturns to the top of Forb

Celebrity 100 .'.'n'xki:‘..c,. leading a female-packed top 10.

A Dorothy Pomerantz

XeroxVoice: What
Airlines, Hospitals
Can Learn From
Each Other

Bl e caaoxeros

Connected Cars: 10 Tough
Problems Automakers Must

Solve

Web-linked

d cars will be here soon, b

Cood News For A
Change: Real GDP
F evised Down

‘ | Bob McTeer

E Joann Muller

Video

Business (
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