Getting To Know What You Are Selling

Before starting with working on an ad campaign you need to do some reasearch on the product, the brand, the company (this is mostly your client) and gather information. Only After that you sit on a table with your creative team. When you face the creative team you deffinetly need to be ready to give detailed information about the product, brand and the company. You also need to be defined the target consumer group with this very same information. Before this happens your process will be like;

· Describing the product

· Getting to know the client (history, vision, mission, previous markettin strategies, etc.)

· Specific market research for the product
· Gathering the marketing objectives of the client for the product

· Defining the target audience

· Creating a brand attitude for the product
Below you will find example materials for this process.

PRODUCT DESCRIPTION

Dyson DC11

Vacuum cleaner

Price : $249 to $299
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The Dyson DC11 is a piece of engineering wizardry designed by James Dyson, the inventor of cyclonic vacuums. A hit in Europe for years, Dyson vacuums are new to the American market. At the center of the machine's innovation is the Cyclone air path design, an eight-section chamber that creates powerful, consistent suction. The conical chambers generate 100,000 g of centrifugal force, pushing dust and dirt out of the airflow into the vacuum's .5-gallon collection cup. With no bag to clog, the vacuum's 220 air watts of suction remain steady. The DC11’s Clean air Turbine head is the first that uses an extra stream of clean air to increase suction power. The vacuum also features a rotating brushbar that can be turned on or off easily with the push of a button, for use on carpets and bare floors. 
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Dyson’s DC11 Telescope vacuum solves the common storage and carrying problems associated with conventional canisters, which can be unwieldy to carry and stow because their wands and hoses do not pack away neatly. Ideal for urban apartment dwellers and homes with limited storage space, the vacuum easily compresses to only 11 by 13 by 16-1/2 inches for easy storage in the tiniest of closets or cabinets. It’s the first canister vacuum cleaner with a fully telescopic wand and hose that wraps neatly around the body of the machine. The DC11 Telescope includes an adjustable wand with an ergonomic handle, and a removable Clean air Turbine head (patent pending) that locks in place at the back of the machine for storage. The DC11 also features a retractable 21.7-foot power cord that stores neatly away within the body of the machine with the press of a button.

A Healthier, and Less-Expensive, Design 
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With this vacuum, there are no extra costs, as it features lifetime filters that don’t clog, including a lifetime HEPA filter for cleaner expelled air. It actually has the highest levels of filtration for cleaner expelled air, even retaining microscopic particles, and is approved for allergy sufferers by British Allergy Foundation. The hygienic nature of the DC11 doesn’t stop there, either. It’s very quick to empty. The removable, clear bin allows the user to throw away accumulated dust and dirt without having to get anywhere near it. A button at the top of the bin releases a trapdoor at the bottom, so that it can be emptied quickly and hygienically--you never have to touch the dirt. Also, it’s made from ABS and polycarbonate, materials used to manufacture crash helmets, cars, and pipelines, which equals amazing durability.

What Makes Dyson Different 

Bags Clog Suction
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When the vacuum cleaner is empty, clean air flows into the machine and out through the pores of the bag. However as soon as you start to use the machine the bag starts to fill with dust and debris. The bag acts as a filter and the machine starts to lose suction. This is because the pores of the bag begin to clog with the dust that the machine has picked up. This restricts the airflow which causes loss of suction power. 

Other Bagless Systems Clog like Bags
1. When the vacuum cleaner is new, clean air flows through the container and out through the filters. 

2. However as soon as you start to use the machine the container starts to fill with dust and debris. The filters clog, and the machine starts to lose suction. 

3. This is because the surface of the filter becomes blocked with dust, restricting the airflow which causes a loss of suction power.

Only Dyson Doesn't Lose Suction
Dyson Root Cyclone technology uses 200,000G of centrifugal force in the cyclones to filter dust and remove dirt from the airflow efficiently. Because there is nothing to obstruct the airflow, it doesn't clog and doesn't lose suction. 

Dyson has the Most Advanced Cyclone Technology 
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1. Powerful suction spins out larger dirt and debris. 

2. The shroud filters out fluff and lint. 

3. Centrifugal forces of 200,000 G’s spin out the tiny harmful particles.

4. Cleaner air is expelled into your home. Powerful suction spins out larger dirt and debris. 

DC11 Features: 

· Root12Cyclone technology: a Dyson cyclone spins air at high speed. Dirt and dust are thrown out of the airflow and collected in the bin, not on filters or bags. So unlike other vacuums, Dyson doesn't clog and lose suction, so it picks up more dirt. 

· Dyson turbine head: no need to change tools--brushbar turns on and off for better pick-up on hard floors and carpets. 

· Smallest package: no unwieldy wand or hose to fall over. 

· Smallest space: Compresses to only 11 by 13 by 16.5 inches. Unlike other machines, it stores tidily out of the way. 

· Hygienic and quick to empty: just press the button--avoid contact with the dirt. 

· No running costs: The pre-motor filter removes particles down to 0.1 micron and is washable. The post-motor electrostatic filter traps harmful carbon emissions from the motor. This filter never needs replacing. 

· Tools on board: tools on board for rapid tool access. 

· Car cleaning: for easier cleaning in confined areas, the tools can be fitted directly to the end of the wand. 

· Suction release trigger: The suction release trigger reduces suction, so that you can clean curtains, upholstery, or delicate rugs without them sticking to the cleaner. No need to bend down to adjust dials or switches. 

· Durable, tough construction: made from the strongest materials available to withstand bumps and bashes. 

· rubber wheels: kinder to delicate surfaces. 

· Clear bin: no bags to buy. You can see how well the Dyson works and always tell when it’s full 

· Easy to empty 

· Parking yoke: the Dyson turbine head slides securely in to the parking yoke at the back of the DC11 for stable and convenient storage. 

· Retractable 21.7-foot power cord that stores neatly away within the body of the machine with the press of a button. 
· 2-year warranty 
THE CLIENT
The Dyson Story 
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James Dyson 

You know the feeling when some everyday product lets you down. You wish someone could solve the problem. James Dyson does that. He is a man who likes to make things work better. With his research team he has developed products that have achieved sales of over $10 billion worldwide. 

The Bag Problem
In 1978, while vacuuming his home, James Dyson realized his bag vacuum cleaner was constantly losing suction power. He noticed how dust quickly clogged the pores of the bag and blocked the airflow, so that suction dropped rapidly. He set to work to solve this problem. 5 years and 5,127 prototypes later, the world's first cyclonic bagless vacuum cleaner arrived. 

No Place for New Technology
James Dyson offered his invention to major manufacturers. One by one they turned him down, apparently not interested in new technology. They seemed determined to continue selling bags, worth $500 million every year. Later, Hoover's Vice President for Europe, Mike Rutter, said on UK national TV: "I do regret that Hoover as a company did not take the product technology off Dyson; it would have lain on the shelf and not been used". 
MARKET ASSESMENT
Trends in the Vacuum Cleaner Market

Even as digital home appliances monopolize the limelight, "whitegoods" (standard home appliances) are also making a strong showing. According to data from a research, which tabulates data from 3,500 appliance mass retailers, sales of vacuum cleaners during 2003 showed strong performance, with increases in both sales volumes (up 5.3%) and sales amounts (up 11.8%).

Looking at specific vacuum cleaner types, sales of regular canister vacuums and upright vacuums were stable. Looking further at a breakdownof these two types, the central role played by conventional "vacuum bag" models is seems close to being taken over by "cyclone (bagless)" vacuums in both canister and upright models, and by combination cyclone / cyclicexhaust vacuums in upright models. As these "cyclone" units continue togain popularity, makers are working to regain ground lost in "vacuum bag" units by emphasizing the cleanliness of these models, in that the user need not come in direct contact with the dust for disposal, and that the paperbags and filters now offer more advanced functions.More recent models now offer modified exhaust methods, and attention is focusing on functions that prevent house dust from being stirredinto the air.The fact that vacuum cleaner types differing from conventional models are showing strong sales despite higher prices appears to be a result of a general increase in the basic functions that consumers demand from theseappliances. We can now see a consumer psychology in which some degree of cost increase is acceptable in order to satisfy consumers who are concerned about the environment ("Don't buy paper packs just to throw them away") and about health (Clean exhaust / no unpleasant odors / doesn't raise house dust).
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MARKETING OBJECTIVES

The objectives of the campaigns are to generate direct sales and leads, and to drive retail traffic.
DEFINING THE TARGET AUDIENCE

The target audience is a 40-60 split of males and females aged 30 to 55 years with post-secondary education and an income level of 1.500 YTL or more.
END OF THE EXAMPLE

General Information About The Needs of a Brand

-
Brand management and marketing are driven by marketing communication. Without it, it is difficult if not impossible to build and sustain brand equity. 

-
Brand Equity is the result of a positive brand attitude and this requires an effective brand attitude communication strategy. 

-
A successful brand attitude strategy requires a correct understanding of the level of involvement in a purchase decision, and what motivates behavior in the category. 

-
Involvement may be either low, where you only need to be "curious" about the brand before buying, or high, where you must be convinced before buying. 

-
Motivation may be either negative where a problem must be solved or avoided, or positive where personal or social desires are to be met. 

-
These two dimensions drive marketing communication strategy, defining four strategic brand attitude quadrants. 

-
Identifying the correct quadrant for your brand is critical because the creative tactics necessary for effectively communicating with your target audience will differ significantly by quadrant.
Mini GLOSSARY
brand attitude: a necessary communication objective reflecting the link between the brand and its benefit. 
brand awareness: a necessary communication objective reflecting the link in memory between the brand and the need it fulfils (category need). 
brand awareness strategy: how brand awareness is used by consumers in the actual purchase decision, either by recognizing the brand at the point of purchase, or recalling it when the need occurs. 
brand attitude strategy: one of four strategic directions reflecting the degree of perceived risk in the purchase decision (low versus high involvement) and the underlying motivation driving behaviour in the category (positive versus negative). 
brand equity: the perceived assets and liabilities associated with a brand, as reflected in people’s attitude towards it, that add to or detract from its value in their mind. 
brand purchase intention: a desirable communication effect, and necessary communication objective for promotion, reflecting a positive disposition to purchase after processing a message.
