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Steps of advertising campaigns

Choose a target
group
= /
[ )
Choose a way of
advertising
K /
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Launch a campaign




Now we have to measure how
effective our campaign is

*To launch (to start) — a product, a project, a

*To campaign - 3anyckartb (NPOEKT, NPOAYKT, KOMMaHUIO)
campaign vs company

« Campaign — cepua gencranm

Company (firm, business)— kKoMnaHUA Kak doupma,

npegnpuaTmne

* To promote — npoaBuraTb

» A target group -ueneBagd rpynna




Why is it i




Reasons for measuring advertising
campaign - Vocabulary

*To be crucial — important, basic — ObITb 0OMeHb BaXHbIM,
dyHAaMeHTanbHbIM

*To determine (plan, actions, policy, strategy)— onpeaenaTtb
(nnaH, AencTBusd, NONUTUKY, CTpaTerunio)

*To expand (market, territory, influence)— pacwupaTb (PbIHOK,
TeppuTopuio, BNusiHue)

‘Impact (effect) — BnuaHue

Marketer — mapketonor

*To get and analyze results - nonyyuTb n npoaHanM3upoBaTb

pe3ynbraTthbl




before the advertising campaign begins or du

ring its run or after the campaign is fully run.

When to test????

-~

o

run or after the campaign is fully run.

~

before the advertising campaign begins or during its

J

We should be sure about the
accuracy and reliability of
feedback




Testing time - vocabulary

*To be possible —ObITb BO3MOXHbIM, OCYLLECTBUMbIM

*During the run —Bo Bpemsa npoBeaeHUA

To run a campaigh — npoBOoAUTbL KOMNaHuw -torun a
business — BecTn bu3Hec

eAccuracy — accurate (npwvn.)- npaBUNIbHOCTb, Y€TKOCTb,
aKKypaTHOCTb

*Reliability —reliable (npun.) - HaaeXXHOCTb

°To rely on — NONOXUTbLCA HA YTO-TO UJNTN KOro-To

Feedback (to get, to provide) — obpaTHasa cBA3b (NONYy4YNTH

nnmn odecneyvynTb)




How to test? — There are many methods.
They depend on when we measure the

effectiveness

Pre-testing

-

Concurrent
testing

~

Post-testing

J




Vocabulary notes

*A wide range of — LLMPOKNN CNEKTP, BbIOOP Yero-nnmbo
Technique — TexHonorus

*To choose from — BbIOUpaTL U3

To depend on a purpose — 3aBUCETb OT Lienu

*A set of smth.- Habop 4Yero-nndo

Concurrent -Tekywmmu

Pre-Post — npucmaeku ¢ npomueornosiOXHbIMU
3Ha4YeHUusiMU — rnpeo - rocirie
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Pre-testing methods 1
A Check-list test

list of good qualities an effective advertisement should
POSSESS

These characteristics are

%

honesty, attention getting, readability,
reliability, convincing ability, selling ability

The ad that gets highest score is considered the best.
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Vocabulary to pre-testing methods

*A check-list- cnucok ansa npoBepPKn — U YeK-rInCT!

*Quality -ka4yecTBO

To possess — obnaaartb (to have)

*To provide a basis — obecneunBaTb 6a3y, OCHOBY

*To rank, ranking — paHXupoBaTb, paHXUpoBaHue

*Honesty-4eCTHOCTb
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Vocabulary to check-list test

*Attention getting — npuBneyeHne BHUMaHUA U
npuBneKarwwmmn BHUMaHUE

*Readability - ymtabenbHOCTb

*Convincing ability (to convince smb. of smth.)-
yoepgutTenbHOCTL (YyoexaaTb Koro-nmoo B 4em-nmobo)

*Selling ability — cnocoOHOCTbL XOpoLlO npogaBaTbCA

*To get highest score — nonyuuTsb BbiCcWUK Gann

°To be considered - cuntTaTbCcs
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Opinion test or consumer jury test

-
obtains the preference of a sample group of

\the service for an ad or part of it.

~

typical prospective consumers of the product or

/

4 N

The members of the jury rate the ads as to
their headlines, themes, illustrations, slogans
by direct comparison.

-~ /
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Vocabulary to opinion test

*Opinion test — nccnegoBaHne MHeHUU

eJury - Xropwu

*To obtain (to get) - nonyuuTb

*Preference - npegno4yreHue

A sample group —akcnepumMmeHTanbHas rpynna,
Prospective — npeanonaraembiu

*A headline - 3aronoBok

*Theme - Tema

*Slogan — cnoraH, NO3yHr

*Direct comparison (to compare) -npsmoe cpaBHeHUe
(cpaBHUBaATDL)
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. P
Co-incidentaj,surveys —
how are theggyemade?
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Vocabulary notes

Coincidental (as a method) —cny4yauHbin (MeToA
Crly4yanHou BbIOOPKN)

*Survey - onpoc

A household — noMmoxo3aUCTBO, cCEMbS

*Respondent — pecnoHgeHT, oTBe4YaloLWmnu Ha onpoc

v/To dislike —He nOUTL - dis — oTpuuaTenbHas

npucTaBKa
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Vocabulary to Consumer diaries

Consumer diary —oHeBHUK noTpeodoutens

*To select - BbIOUpaTH

*In advance (beforehand) - 3apaHee

To record - 3anucbIBaThb, a record

*To collect - cobupaTtb

°To determine - onpegenaTb

Score — cyeT, bannbl
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Post-testing methods
1. Recognition tests

When we recognize we identify something as having been
seen or heard before. It is based on the memory of the
respondent. It measures the ad effectiveness.

Recognition - y3HaBaHMe
To identify — naeHTUOULMPOBATb, ONPEAEAUTD

Something having been seen or heard —4T0-TO YBUAEHHOE
MAU YCAbILLAHHOE

To be based on — 6bITb OCHOBAaHHbBIM Ha
Memory - namaTb
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Sales tests

21

represent controlled experiment

-

~

attempt to establish a direct relationship between

o

one or more variables and sales of a product or

SErvice Y

-~

facilitate testing of one ad against another and one
medium against another

~




Vocabulary notes

*A sale - npoagaxa

*To represent - npeacTaBnNATbL
*To attempt — nbiTaTbCA (to try)
*To establish - yctaHaBnuBaThb
*Relationship - oTHOLWLEeHUA

*A variable- nepemeHHasn

*To facilitate — cnocobcTBOBaTL, OONErYaTb, ynpowaTb,
nomMmoraTtb (promote, encourage, assist, help)
*Medium —media — cpepa, cpeacTBO.

v’ Obpatute BHUMaHME Ha opMy Ha HECTAHOAPTHYIO
MHO>XeCTBEHHOIo Yucna.
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And finally — why ad effectiveness
testing is a must

23

to avoid costly mistakes

to select the best alternative
from the equal alternatives

and to learn more about
advertising effectiveness and
efficiency.




Vocabulary notes

°To sum up —cymmunpoBaTb, NoABOANTbL UTOTI

*To be a must — ObITb HEOOXOAUMBIM (a2 must — HeYTO
Heobxoaumoe, obsa3aTteribHoOe)

°To avoid - n3beratb

*Costly (expensive) - noporou

*To select an alternative — BbIOpaTb 0aMH U3 OBYX
BapuWaHTOB, aNlbTepHaTUBY

Equal - paBHbIU

*Efficiency - atdhpeKTMBHOCTL

*Validity and relevance — BanngHoCTb U perieBaHTHOCTb

A method employed (to employ - ucnonb3oBaTb) —
MCNonb30BaHHbIU MeTOoA
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