
Crafting an Advertisement 

“A picture is worth a thousand words” 

 

“Less is more” 



STEP 1 

• Come up with a catchy, snappy tagline. 

• Keep it short and sweet 

• Avg. product needs no more than 6 or 7 words 

• Should grab the consumer’s attention 

• Convince him/her your product is different 

Example: Every kiss begins with Kay 



Step 1 Cont. 

– Rhyme – “Do you Yahoo?” 

– Humor – “Dirty mouth? Clean it with Orbit 
chewing gum!” 

– A play on words – “Every kiss begins with ‘Kay’” 

– Creative imagery – Yellow Pages: “Let your fingers 
do the walking” 

– Metaphor – “Red Bull gives you wings” 

– Pledge – Motel 6 – “We leave the light on for you” 



STEP 2 

• Be memorable – Avoid the same old 

 

• Startling  the reader is useful is you have 
a lot to say     



STEP 3 

• Use a persuasive technique 
 

• Common sense: Challenging the consumer 
to think of a good reason why not to 
purchase a product or service. 
 

• Humor: Making the consumer laugh, 
thereby making yourself more likeable 
and memorable. Not the most successful 
business in your class? Advertise that your 
lines are shorter. 
 
 



Step 3 Cont. 

• Repetition: Jingles are the most obvious 
way to do this. Brainstorm a more 
creative, less obvious repetition, such as 
used in the Budweiser frog commercials 
(“bud-weis-er-bud-weis-er-bud-weis-er”). 
 

• Convincing consumer that time is of the 
essence.  Limited-time only offers, fire 
sales, are common ways to do this. Avoid 
meaningless phrases that will slip under 
your customers’ radar. 
 



STEP 4 

• Know thy customer. Try to get a clear picture of 
your dream consumer and why he/she would be 
interested in what you're advertising. 
 

• Keep your target consumer in mind when  
developing tone and look of your ad. 

•  Young adults appreciate humor and respond to 
trendiness and peer influence.  

• Adults respond to quality, sophisticated humor, 
and value. 
 



STEP 5 

• Find a way to connect the desires of consumers to what you're 
advertising. Ad should be a bridge between what your dream 
consumer wants/needs and your product. 

 

• Brainstorm about what your consumer would want. Don't edit 
your ideas immediately ––you'll have plenty of time to pick 
over them later. 

 

• Ask yourself are you selling something people would buy in 
order to feel better about their social/economic status?  

• For instance, you might be selling tickets to a benefit gala  designed to 
feel elegant even if the ticket price is well below what wealthy people  
could afford. If you’re selling an aspirational product, try to make sure 
your ad exudes an air of indulgence. 



Step 5 Cont. 

• Determine whether or not your product is for practical means. 
If you're selling a vacuum cleaner, designed to make life easier, focus on 
how the product will provide relaxation and peace of mind. 

 

• Focus on the most appealing aspect of your product. Why 
should it entice people? What sets it apart from other similar 
products? What do you like best about it?  



STEP 6 

• Try to make sure your advertisement will age well. 
You don't want people looking back at your ad in 10 
years and being shocked at its content.  

• For good examples of how common social tropes can look 
terrible in older ads, search for cigarette or diet pill ads from 
the 1950s and '60s 

 



STEP 7 

• Make sure all the relevant information is 
included. 

•  If your consumer needs to know your location, phone 

number, or website (or all three) in order to have access to 
your product, provide this information somewhere in the ad. If 
you're advertising an event, include the location, date, time 
and ticket price. 

 



STEP 8 
• Decide where and when to advertise.  
• If you're advertising for an event, start promoting it at least 6 

to 8 weeks beforehand if it's going to accommodate more 
than 100 people; 3 to 4 weeks if less. 

• If you're advertising a product, think about the time of 
year when people are more apt to buy.  For instance, if 
you're promoting a vacuum cleaner, it might sell better in 
the spring, when people are undertaking spring cleaning. 

 



Designing an Ad 

• Choose a memorable image. Simple but 
unexpected is often the best route to take. For 

example, these stark, colorful silhouette ads that barely even 
show the iPods they’re peddling couldn’t get much more 
straightforward, but because they don’t look like any other 
ads, they are instantly recognizable.   

 



Designing an Ad 

• Distinguish yourself from your top 
competitor(s).  

• A burger is a burger is a burger, but if you let yourself 
think like that, you’ll never make your sale.  

• Use your ad to highlight your product’s advantages over 
competitors.  

• To avoid lawsuits, keep to statements about your product, 
not theirs. For example, this Burger King ad mocks the size 
of the Big Mac while speaking the literal truth: that is a 
Big Mac box, after all, leaving McDonalds no legal ground 
from which to retaliate. 

 



Designing an Ad 

• Design a business logo  
• A picture says a 1,000 words. If a logo is effective enough, it can 

render text unnecessary (the backwards Nike checkmark, the Apple 
bitten apple, the McDonalds arches, the Chevron shell).  
 

• If you're running a print or TV ad, try to develop a simple, appealing 
image that will stick in the minds of viewers.  
 

• Do you already have a logo? If you can, think of fresh and creative 
ways of reimagining it.  Do you have a commonly-used color scheme 
to work with? If your brand is instantly recognizable by the colors in 
the ad or the logo, use this to your advantage. McDonalds, Google, 
and Coca-Cola are good examples. 
 



HEADLINE 

A major aspect of the ad.  It often appears at the top of 
an advertisement or in the middle so that it immediately 
attracts attention from potential customers. 

 

 Headlines contain a few words and should be direct and 
to the point so as not to overwhelm readers.  

 

Headline should make a promise to the reader, stating 
what they’ll discover if they continue to read the rest of 
the ad. The headline/promise should address a concern, 
problem or interest your consumers have.  

 



SUB-HEADLINE 

• Sub-headline appears directly under the 
headline. The text is typically smaller and it 
gives more insight into the product you are 
selling, while further outlining why the 
customer should care enough to keep reading.  

• The sub-headline can be the length of a 
sentence.  

 



BENEFITS 

• Your potential customers want to know how their lives may 
improve if they use the product or service you are 
promoting.  
 

• For this reason, it is important to turn your product or 
service features into benefits.  
 

• If you are selling a microwave, one feature is fast-cooking 
times. A benefit might be parents spend less time in the 
kitchen and families get to eat faster. You can list your 
benefits in bullet points, as individual words or even in 
paragraph form. 
 



IMAGE 

• While not all ads contain images, many 
companies use images of their products, or 
people using their products, to grab consumer 
interest.  

• Ensure the image you use fits the scale of the 
ad and is clear. If you don’t use an image of 
your product, you can include an image of 
your logo. 

 



CALL-TO-ACTION 

• Get your potential customers to act on your 
offer by including a call-to-action in your ad.  

• The call-to-action typically appears at the end 
and is used to add a sense of urgency.  

• It should provide steps customers should take 
to purchase your item or sign up with a 
service. You can ask customers to: visit your 
website, call to book an appt. or drop by your 
location. 

 


