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Writing For Media

Week 11
Advertising



11/20/2007 MCJ 101 - WRITING FOR MEDIA 2

Introduction

• Advertising brings sellers and buyers together; it helps
sellers compete for a share of the market by
encouraging people to try new products, maintain
product loyalty or switch brands.

• Advertisements are the product of a process that
involves research into consumer behaviour, positioning
of the product, selection of the medium preferred by the
target audience and the composition of the
advertisement.
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The Art of Persuasion

• Advertising personnel try to persuade us to think and
behave in certain ways: buy this brand of jeans, ask for
that tube of toothpaste, support this charity, etc.

• Advertisers buy time and space to reach the public.
• Advertisers must know how many people he or she

can reach with the media.
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• According to advertising pioneer, James Webb Young,
advertising works in five ways to bring seller and buyers
together:

• By making the product/service familiar to the people.
• By reminding people about the product/service.
• By spreading news about the product/service to the

people.
• By overcoming inertia in potential customers.
• By adding value that is not in the product.
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Ad Departments / Agencies
• Successful advertising is the result of team effort.
• Teamwork at an advertising agency involves four

areas:
• Account —an account executive assigned to a client

helps the client define advertising needs and establish
a programme. The account exec is the liaison between
the advertiser and the agency.

• Research —the agency analyses the nature of the
consumer or user through studies, focus groups and
research.

• Creative —a team made up of a writer and an
illustrator designs the advertising to be used.

• Media—the appropriate medium is selected.
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(i) Account

• Often client wants to find the fastest, quickest way to
sales, but it may not be the best way to build up a
product.

• An account exec (AE) counsels clients that the product
has to fulfill the promises advertising makes.

• A consumer may try a new product once, but if it does
not meet the promise, the consumer will not buy again.
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(ii) Research
• Buyers usually have a choice among similar

goods/services: walk down the supermarket aisle, there
are rows of detergents, shampoos, shower gels, hair
gels, candies, etc.

• The truth is that little differentiates the products other
than packaging, pricing and advertising.

• To reach the buyer, to find a niche from which to pitch
their product, advertisers engage in market research.

• Advertisers study a variety of buyer characteristics and
behaviours: sex, age, education, occupation, residence,
attitudes toward the product.

• On the basis of this research, an advertising programme
is drawn up.



11/20/2007 MCJ 101 - WRITING FOR MEDIA 9

(iii) & (iv) Creative & Media
• For TV commercials, the creative director will have to

marry the text with the visuals.
• The some spots the creative team can use celebrity, a

tagline or a song. The decision is made by the
advertiser’s marketing people, who have agreed on a
strategy with the agency before these spots are
executed.

• Positioning  involves finding the theme or concept that
makes the product/service appealing to a certain
audience.

• Every ad has a specific purpose—to move the reader or
viewer of the advertisement to approval or to action. To
realize that purpose, every ad is built on a specific idea
or theme.
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• The theme selected implies that if the consumer acts on
the advertising, he or she will be a happier person.

• Some advertising people say they sell emotions, not
products.

• Advertising combine information and image making.
• Once the objective and the theme are set, the

advertisement is composed: Illustrations are selected,
copy written, the commercial recorded and shot. The
advertisement is then placed in an appropriate medium.

• Sellers are always on the alert for new groups of buyers.
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Media Selection
• The advertiser has a wide array of media through which

to display goods/services: direct mail, telephone, movie
screenings, TV, radio, billboard, newspapers, magazines,
classified ads.
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The Content
• What should the copy say?
• What kind of pictures should illustrate the message?
• The creative team must bring the advertising to life.
• The psychology department at Yale University

identified these 10 words as the most personal and
persuasive (this is the copywriter’s vocabulary):

• New—human beings continuously crave for novelty.
• Save—everybody wants to save something i.e. time,

energy or money.
• Safety —this word indicates long-lasting product

quality and personal well-being.
• Proven —documentation works.
• Love —everybody wants the inner satisfaction this

word connotes.
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• Discover —this word stimulates feelings of adventure
and excitement.

• Guarantee —today’s consumers often demand a
guarantee of some kind.

• Results —ultimate results are every consumer’s
desire.

• You—this is possibly the most persuasive word of all
in ad copy.

• Health —health consciousness can be applied to a
wide variety of products.
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Constants in Print Ads
• There are some constants that always occur in print

ads:
• Dominant element —a headline or a picture gives the

ad immediate visibility. The photo usually is an action
picture, and it may show actual people. The headline
tells the reader how he or she will benefit from the
action the ad recommends.

• Simple layout —ample white space is used. The
amount of different type faces and sizes is minimised.
The design carries the eye through the message.

• Distinctive treatment —the type, art and layout set the
ad aside from competitors.

• Honest  presentation —the info is truthful and
complete.
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Careers in Advertising
Advertising’s career opportunities consist of:
• Account management : the handling of the agency’s

relations with clients.
• Advertising sales : newspapers, magazines,

broadcast stations and other media have ad sales
department.

• Advertising research : agencies, the media and
research companies do vast amounts of research.

• Art direction : artists and art directors are in demand
to supply the illustrations that accompany copy.

• Copywriting : agencies, companies and the media
advertising department need writers !!!
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Summing Up

• All advertising has an objective.
• To reach that objective, a strategy is devised, often as a

result of research.
• Appropriate media are selected for the advertising that is

drawn up.


