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Introduction  
The following report discusses five promotional messages. The five messages come from the broad 

media categories of, print, electronic, internet, outdoor and alternative. Each message’s target market, 

positioning strategy, objectives, appeal techniques, execution and evaluation criteria is discussed.  

 

#1-Print 

WMF Knives  
WMF is company the makes 

tableware and kitchen ware. The 

company offers a wide variety of 

knife collections, all which are 

positioned as superior quality 

(WMF , 2011).  

Target Market  

 Men and Women 

 35-55 

 Married 

 Above average income 

 Cooks regularly  

 

Positioning Strategy  

Innovation  

 WMF Knives are the highest quality knives which exceed expectations, and are long lasting.  

Message Objectives  

 Create awareness 

o How sharp the product is  

 Increase preference  

Appeal Technique  

 Positive  

o The advertisement displays the primary reason for purchasing the product, which is its 

sharpness. The tone and style of the advertisement is positive, and leaves the target 

market with a positive impression.  

 

 

Retrieved from: http://designersdepot.noelevz.com/creative-print-ads-collection-01 
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Execution    

 Exaggerated Demonstration 

o The product is displayed in an extreme situation which is not realistic, but emphasizes 

the message of how sharp the knife is.  

Evaluation  

 Measuring the increase in knife sales 

o Compare sales before and after the campaign  

 Website traffics 

o Measure the hits before and after the campaign  

 

#2- Electronic 

ETrade Television Advertisement 
ETrade, a financial services company launched a television ad campaign in 2008. The company offers a 

variety of financial investment services online. The campaign of commercials is based on a baby with an 

adult voice discussing buying and selling stocks online. To view the original ad developed for the 

Superbowl go to, http://www.youtube.com/watch?v=X4GZfvXx9Js&feature=fvst.  

Target Market  

 Primarily men, secondarily women  

 30-55 years of age  

 Above average income  

 Individuals who have little experience in the investment market 

Positioning Strategy  

Innovation  

 Etrade is and easy to use tool, that anyone can use, that is efficient and will benefit that target 

markets investment decisions.  

Message Objectives  

 Create awareness  

o No matter your financial background you can trade stock 

o ETrade makes it simple to use 

o Lots of people are using it 

 Increase preference  

Appeal Technique  

 Humour 

o The talking baby is very humorous, which grabs attention from the audience, providing a 

platform for the commercial to give its message.  

 

http://www.youtube.com/watch?v=X4GZfvXx9Js&feature=fvst
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 Factual 

o The commercial explains facts about how long it takes to set up an account, and how 

many people sign up every day. This gives the message strength, and increases 

consideration from the target market.  

Execution    

 Product demonstration 

o Displays the baby at the computer, where he is buying stock  

Evaluation  

 New accounts  

o How many new accounts have been registered during the new campaign over the 

previous campaign. This helps monitor how many people actually bought into the 

message, versus just awareness.  

 Youtube hits  

o The campaign hit Youtube with its own channel. The number of views helps to 

determine the reach of the commercials.  

 

#3-Internet 

Blendtec Youtube Campaign  
Blendtec is a company that makes blenders, mills and mixers. They produce high quality products with a 

premium price. The company produced a series of Youtube videos which cost around $50, where the co-

founder tested products to see if they would blend (Social Maximizer , 2010). With millions of hits on the 

videos, they began blending item such as, cell phones, hockey pucks, marbles, golf clubs, and even an 

IPad. To see an example of the Youtube advertisements go to: 

http://www.youtube.com/watch?v=lAl28d6tbko   

Target Market  

 Commercial use  

o High end restaurants  

 Personal Use 

o Men and Women 

o 35-55 

o High disposable income 

o Spends a lot of time in the kitchen  

Positioning Strategy  

Brand leadership  

 Blendtec provides the highest quality blenders which have exceptional durability and can 

withstand any blending task.   
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Message Objectives  

 Create awareness 

o The Blendtec can blend anything  

Appeal Technique  

 Positive  

o The ad leaves the target market feeling confident about the brand 

 Factual  

o The video factually displays the level of endurance the product has 

Execution    

 Torture test 

o The blender blends the most extreme items  

Evaluation  

 Youtube views 

o The number of Youtube video views demonstrates the reach, and how viral the video 

has gone 

 Sales 

o Company sales increases demonstrate the impact of the message. (Blentec’s sales 

increased by 500% after the videos were launched (Social Maximizer , 2010)).  

 

#4- Outdoor 

Manhattan Mini Storage  
 

Manhattan Mini Storage is a storage and moving 

company located in New York City. They provide 

a variety of storage room sizes, and have 

multiple locations throughout the city 

(Manhattan Mini Storage , 2011).  

 

    Target Market  

    Men and Women  

    25-60  

    Married 

    Average- above average income 

 



 | 5 P a g e

 

 

 
Retrieved from: http://www.allgraphicdesign.com/graphicsblog 
/2008/08/26/best-cool-clever-unique-billboards-and-outdoor-advertising/ 

Positioning Strategy  

Price  

 Positioned as an affordable storage option, for any and all storage needs.  

Message Objectives  

 Create awareness 

 Increase preference  

Appeal Technique  

 Humour 

o The image of the advertisement attracts attention, which is then combined with the 

advertisements copy, which has a humorous result.  

 Factual 

o Displaying the price appeals to rational buying motive, which is how much will the 

service cost. This directly communicates the message that storage options are 

affordable.  

 Negative  

o The advertisement alludes to the idea that the target market may have items which they 

should store outside of their home because there are embarrassing or bother other 

people.  

Execution    

 Product-as-hero 

o The product (storage) is a solution to the problem presented by the negative appeal. 

Storage can resolve the target markets storage needs.  

Evaluation  

 Measuring the increase in sales  

o Depending on how many advertising mediums are being used at the time, the increased 

sales in the time period that the posters are up should reflect the marketing effort. 

 

#5-Alternative 

UNICEF Dirty Water Campaign  
In 2009 UNICEF wanted to bring awareness to the lack of clean drinkable water in third world countries. 

The organization set up in downtown New York with a vending machine to sell the dirty water from 

these countries, which were named as the common diseases which the water typically carries. People 
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could buy the dirty water for $1, which was donated to the project to bring clean drinking water to 

children in third world countries. To watch the campaign video, go to http://www.dirtywaterinfo.com/ 

Target Market  

 Men and Women in New York City  

 Adults, 16+ 

Positioning Strategy 

Lifestyle  

 UNICEF is a charitable organization which ensures management of funds to the most worthy 

causes.  

Message Objectives  

 Create awareness  

o People living in third world countries drink dirty water that is often diseased 

o  $1 can create clean drinking water for one child for 40 days 

 Encourage the target market to donate   

Appeal Technique  

 Negative  

o The event demonstrated what could be avoided, if donations were made. 

 Factual  

o The facts about what will happen if clean drinking water isn’t provided to children, and 

the facts about what donations can do were presented to the people who interacted 

with the event. 

 Shock Factor   

Execution    

 Product Demonstration 

o UNICEF used the demonstration of actual water from third world countries, which were 

discoloured and had sediment at the bottom. This was created shock value and 

demonstrated how important it is to donate.  

 Product-as-Hero 

o The event showed that donations can provide clean drinking water to children, and save 

lives.  

Evaluation  

 The number of donations 

o This demonstrates how much the campaign inspired pedestrians to donate. Also, 

relates back directly to the objective of receiving donations.   

 The reaction by pedestrians  

o This is a qualitative measure which helps determine what impact the campaign had on 

the average person.  

http://www.dirtywaterinfo.com/
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 Media attention (number of news stories) 

o The main campaign objective was to create awareness. By determining the number of 

news stories that were generated, it helps determine the reach of the campaign.  

 Youtube, and website hits  

o The number of people who watch the campaign video contributes to determining the 

campaigns reach, and the level of awareness it achieved.  

  

  



 | 8 P a g e

 

Bibliography 
Manhattan Mini Storage . (2011). About Us. Retrieved November 26, 2011, from Manhattan Mini 

Storage : http://www.manhattanministorage.com/about/about.jsp 

Social Maximizer . (2010, June 3 ). 7 Awesomely Amazing Examples of Success through YouTube! 

Retrieved November 27 , 2011, from Social Maximizer : 

http://blog.socialmaximizer.com/youtube-business-use-cases/ 

WMF . (2011). Knife Collections . Retrieved November 26 , 2011, from WMF : 

http://www.wmf.com/knives/knives-collections_82511264.html?sid=51E7BDF1-736F-4208-

8798-CA8A628B0604 

 

 


