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Agenda

* Review and admin

 AVARTAR and Communications objective
* Importance
* Types
* Source
* Level
* AVATAR
 SMART Objective

e Group Work Assignment
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Review
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Review
* The big picture
e Consumer understanding for IMC
* Positioning
* Group work assignment
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Admin
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% Admin: Your final “student info sheet” (excel)?
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AVATAR & Communications Objectives
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¥ Importance of objective

* Communication
* Decision making and planning
* Measurement



P

.

)

Types of Objectives
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}O Types of Objectives (1/3)
s Sales vs Communication Objective Appropriate?
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+3* Types of Objectives (2/3)
» |s Sales vs Communication Objective Appropriate?
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» Types of Objectives (3/3)
» |s Sales vs Communication Objective Appropriate?
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‘}ﬂ Where does an objective come from?
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Landscape Analysis

Macro Micro Internal

- Eco- Marketing
Political nomical Situation Company
. Techno- Competi-
Social Gaical e Consumer

Key Issue Identification

Objective Setting

AN Wwaluntulaeel oy



'}o Levels of Objectives

Business Objectives

¥

Departmental Objectives
e.g. Marketing Objectives

¥

IMC Objectives



‘};} Marketing vs. Communications Objectives

Marketing Objectives

» Generally stated in the
firm’s marketing plan

» Achieved through the
overall marketing plan

 Quantifiable, such as
sales, market share,
ROI

 To be accomplished in a
given period of time

e Must be realistic and

attainable to be effective

Vs.

Communications Objectives

e Derived from the overall
marketing plan

» More narrow than
marketing objectives

 Based on particular
communications tasks

* Designed to deliver
appropriate messages

 Focused on a specific
target audience
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.. AVATAR:
What objective/
topic to
measure?
Active Recommenda-
Value Asking Trial Engagement tion

- Awareness |- Value/ « Asking/ - Trial/ - Engagement J- Recommen-
- General Consideration| Searching Purchase (e.g. follow, dation/WOM
- Brand « Performance | like,

Promise - Satisfied/ comment,
- Superior participate)
« Repeat
Purchase




« Write your Marketing Challenge (lanei)

e Write one Communication OBJECTIVE

Round
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NWR 4.4
A28e19 AVATAR Funnel 2
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Active Recommenda-

Asking Trial Engagement tion
70 60 50 | 40

(80/90) x 100 = 88.8%

%Awareness = (90/100) x 100 =

%Conversion (From Awareness to Value =

90% %Value = (80/100) x 100 = 80%



» ANSNN 4.3

1 U
Q- Q-

» ALAYIUIUE UTINATULAAETU FR8AIININTUIULNFUN1HUNINUA
warsasaslunisiaauaIAuTy

90 80 70 60 50 40
n =100
Awareness Value Asking Trial Active Recom-
Engagement] mendation

n =100
%(Out of Base)

%Conversion
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i g etive ecommenda-
Trial B agermont P
60 50 1B

* Write your hypothetical * Write your Marketing * Write one

Brand Health Funnel Challenge (Iang) Communication
OBJECTIVE



.}Q SMART Objectives

Specific

Time-bound @ Measurable
@&

Relevant Achievable



* Write your hypothetical Brand Health Funnel
* Write your Marketing Challenge (lans])

e Write one SMART Communication OBJECTIVE

Round
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Group Work Assignment
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“* Group Work Assignment

Group work for Term Project (First Presentation as a Client)

* Research (min n = 100) and develop AVATAR model for Term Project -
- Presentation #1 and Final Presentation.

Group work for “Message” class (Next slide)



“* Group Work Assignment for Message Class
o6 | GBringoneAdeach

Message Design Technique: Message structure -- Message sidedness (p.g133 LL\‘iHmema\)

- One-sided
- Two-sided e.g. refutation

Message Design Technique: Message structure -- Message conclusion  (p.g133 mmgﬂmaﬁ)

- Conclusion drawing: Explicit
- Conclusion drawing: Allow consumers to draw their own conclusion

Message Design Technique: Message attractiveness (p.gl134 mmﬁﬂ@mﬁqmj‘mfmmfﬁﬂzdfmﬁm Lﬁmﬂmﬁmﬁu) -

- Personal feeling e.g. pride, fear
- Social-related feeling e.g. belonging, self-esteem

Message sender selection: Reference group  (p.g137-138 gniansnasianisaadns)

- Membership group: Primary (e.g. family, close friend), Secondary (e.g. classmate, online product
reviewer
- Reference eroup: e.g. celebritv
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Conclusion
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What did we cover today?

e Review and admin

 AVARTAR and Communications objective
* Importance
* Types
* Source
* Level
* AVATAR
 SMART Objective

e Group Work Assignment
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