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R E M I N D E R S

• Come prepared 

• Is 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!



M A R K E T I N G  F O C U S

T R A D I T I O N A L  F O C U S I N T E G R AT E D  F O C U S

P R O D U C T C O N S U M E R

P R I C E C O S T

P L A C E C O N V E N I E N C E

P R O M O T I O N C O M M U N I C AT I O N



M A R K E T I N G  P R O C E S S

• situation analysis 

• objectives 

• strategies 

• budget 

• tactics 

• evaluation



C A M PA I G N  S A M P L E  -  W I S D O T

• situation: people die in winter 
crashes 

• objective: decrease fatalities 

• strategy: get people to slow 
down 

• tactics 

• emotional ads 

• visible enforcement 

• social sharing



A G E N C Y  P I L L A R S

• research 

• strategy 

• creative 

• media 

• PR 

• in-house approaches 

• new forms



R E S E A R C H  T Y P E S

• strategic 

• develop key consumer 
insight 

• placement 

• determine vehicles 

• evaluative 

• gauge success



R E S E A R C H  M E T H O D S

• secondary 

• trade publications 

• news coverage 

• past campaigns



R E S E A R C H  M E T H O D S

• primary - original 

• surveys 

• focus groups 

• experiments



R E S E A R C H  M E T H O D S

• primary - purchased 

• Simmons 

• MRI



R E S E A R C H  S U M M A R I E S

• summary lead with key 
insights 

• summary of method 

• acknowledge weaknesses 

• specific findings 

• evidence 

• summary conclusion 
reiterating lead



key consumer insights 

overall strategy 

tactics

I N S I G H T  T O  S T R AT E G Y



C R E AT I V E  W O R K
S T R AT E G Y  T O  E X E C U T I O N



P R I N T



V I D E O



R A D I O

Kmart’s gas problem



O N L I N E



M O B I L E



S O C I A L



M E D I A  P L A N N I N G  A N D  B U Y I N G
C R E AT I V E  T O  C O N S U M E R



C O N S I D E R AT I O N S

• reach 

• how many of target audience 

• frequency 

• how often to achieve goal 

• timing 

• seasonal concerns 

• receptiveness 

• does media choice meet 
consumer state



M E D I A  V E H I C L E S

• TV 

• radio 

• newspaper 

• magazines 

• outdoor/transit 

• direct mail 

• mobile 

• interactive 

• brand content



P O W E R H O U S E  M E D I A  P L A N



I N S I G H T

a girl's confidence plummets during 
puberty, hits a low after her first period 

and sometimes never bounces back



S T R AT E G Y

take the phrase “like a girl” 
and turn it into a symbol 

of power for young women



TA R G E T

millennials



M E D I A  V E H I C L E S

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



R E S U LT S

90+ million views 
65% via social sharing in week 1



R E S U LT S

purchase intent up 92%



R E S U LT S

“like a girl” perception change, 16-24 
59% of men 

76% of women



P U B L I C  R E L AT I O N S  E F F O R T S
S T R AT E G Y  T O  R E L AT I O N S H I P S



P U B L I C  R E L AT I O N S  S T R AT E G Y

• stakeholders 

• current landscape 

• current positioning 

• desired positioning 

• threats to positioning 

• communication opportunities 

• target audiences 

• communication vehicles



P R E S S  R E L E A S E  T E X T

• date, contact info, hed 

• usually summary lead 

• back-up quote 

• benefit statement 

• background 

• action statement 

• clarity 

• info management



N E W S L E T T E R

• straight or feature lead 

• segmented audience 

• sources 

• attribution 

• quotes 

• description 

• transition



P R  S O C I A L  &  M U LT I M E D I A

• text 

• image 

• audio 

• video 

• interactivity 

• engagement 

• authenticity



B R A N D  C O N T E N T
L AT E S T  T R E N D



B R A N D  C O N T E N T

using digital publishing & 
social media to speak 
directly to consumers



A  N E W  M E D I A  M I X

• paid 

• earned 

• owned 

• “every company 
should be a media 
company”









C AT E G O R I E S

• brand publishing 

• native advertising 

• custom content 

• sponsored content
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