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. EXECUTIV

Heineken has been one of the leading beer brands around the world and it has created many effective
and creative beer advertisements that have capiured the attention of many. An in-depth analysis was
therefore conducted on three Heingken advertisemenis, particularly throngh the reverse enginecring
of the creative brief, to facilitate Carlsberg in the development of its advertising strategies and o
come up with a series of print advertisements that renders more competitive advantage in the market.
The main magazines used to publish Carlsberg’s ads would be Men's Health and Juice, These media
vehicles have been chosen as its readership profile is compatible with the target audience: men aged
berwesn 20-40 who are middle w high-income earners. They are ‘experiencers’ who seek variety and

are willing to try out new products,

In the new series of advertisements, Carlsherg effectively communicate the big idea that Carlshberg
beer is of superior quality and that the goodness of the beer can only be experienced through consum-

ing it.

The big idea will be communicated to the target audience through a message approach that appeals (o
the heart (emotion) rather than head (rational thinking). In addition. he brand employs a soft selling

approach in its advertisements 1o reflect its positioning and image in the market.

hrough the taglines ‘Reach for greatness’ and *Beauty lies in the hands of the beer holder®, Carlsberg
aims to break through the mundane advertizsing clutter by delivering a creative and catchy advertising

message using consumer involvement in the ad, which nelates to consumer’s desine for quality beer.
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ADVERTISEMENT 1

Empty glasses speak louder
than empty words.

o
@l When you make a great beer, you dont have to make a great fuss.



# ADVERTISEMENT 2

Thisis the kind of testimonial
we like best.

i .
3 —
_youmakeagreatbeel;youdon’thavetomakeagreatfus&



ADVERTISEMENT 3

The messageisinthe bottle.

orit have to make a great fuss,



BIUA DETAILS

PART A

Publication: Men’s Health W6 Ways To Imgrove Your Life Today!
cation: Me 2

y. ' Classification: Men's Magazine
‘ Publisher: Blu Inc Media Pre Lid,
5 (A division of Singapore Press Holdings)
Editor: Raymond Goh
N Munaging Director: Pang Sicw Moi

Cover Price: SGID $6
: / Frequency: Monthly

‘/ Date: June 2010, July 2010, Augus: 2010
S Poge of Ad: Page 57, Page 53, Page 57 ik Lt i
Size of Ad: Full Page size Ad ¢ - ?\Vocal_no
e Total Crreulation: 105.000 g
'p"' V 4 Target Audicnce: Males. 25 years old to 35 years old
o .
-~ Key advertisers: Byvigan, Dunhill, Heineken, Hyundai, Kenneth Cole, Lacoste, Noautica, Rado
=, Switzerland and Samsung,
e
.y / Highlights in the past 12 months: ‘Men's Health Urbanathlon” featuring 1,500 Urbanathletes
/' d as they traversed eight urbon obstocles overa 12, 5km route along Singapore River and Manina
A Promenade
. Wehbsite: hupsswww.menshealth.com.sg

/ Readership Profile

’ Men's Health Singapore is rated No. 1 men's magazine with 105,000 readers. [tis the “lifesayle
7 bible’ for the sophisticated Singaporcan men today. This magazine targets at the everyday men
who want to lead healthy and halanced lifestyles, and have triumphed despite the odds (SPH
Magozines 2010), The magazine features issues on health, litestyle, fitness, sex and relation-
V. ships, grooming and stvle, career and fimance, which appeals 1o the sophisticated men in the
M current soclery (Marketing-Ineractive.com 2007). 1t is useful for the sophisticaed and active
man who is vibrant, financially secure and secks an editorial product. which is presented in a
protessional manner. In addition, it has imtormation on the latest gadgets or technology, trave-

5 ling, and reviews on products,

f Men's Health Magazine is skewed towards males aged between 23 10 33 years old. which con-
’ sists of mostly professionals, managers, executives. and businessmen (PMEBs). Hence. it
reaches out to men who are conscious about their oppearances, bealth, status, and the image
that they project themselves w others. Men's Health is @ must-have guide for the modem and
savvy men in Singapore. Therefore. an advertiser such as Heineken is able 10 communicate
their brands and products effectively to their target audience.



Crender

e Heineken mls are angeted an males. [ is derived s such because the product, beer, i 10 nseli
an incident of masculiniy. [voot only just happens o be invested with maleness in our culiure,
but also at the heart of ibe way maleness is constructed and experienced (Aaker and Biel 1993,
25} Moreover, the ads were speeifically published in Men's Health magazine, targeling men in

gemneral,

Age

[hese ads are specifically tarpeted ai men aged mnge between 20 - 40 vears resson being the
magnzines which they nre selectively being ploced in imrgels men within this age group, The ad-
vertisements ulilize shor and clever catchphrases that is also wn indicator of the aget age group
of Heaneken, Consumers that se¢ the advertisenscnts have o e of a ceorain matuniy level w be
able b understand the hidden wit and humour send across by advertisers.

Education

[he ads ane targeied at individoals with oiddle o igh education level. As the comprehension of
advertising message is correlated with inielligence, the use of cleverly crafied catchphrases thai
encomipasses witliness in the Heineken ad is 0 form of (ool o sieve out and assess (e cognitive
capacity of the farget audience. The intemtion of sdvertisers 15 @ @rgel audiences with maddle 10
high intelligence level {lertiary and above] as ibis group of people wall be able fo usdersiand and
approeciate the meanings and messages behimd these words that Heineken as selecred in thed

-:I'Jb\.

Income

Although advenizsers did not stawe any pracing o promotional elements in their ads, based on the
fact Heineken's beer is priced at an average of 586,10 per bottle, i1 is priced higher than other
beers such as Tiger beer (554.200otlel or Carlsberg {554.90%bottle) (FairPrce Onlime n.d),
Bnsed on thit, W can be inferred thai the targeted nodience hos o be of @ midd|e 1o hgher imopme

range group Lo ke able 10 albord such beer.

Consumer Needs

[he need that is being oppealed to by Heineken is throwgh self esteem. Based on Moslow™s Hier-
archy of Meeds (Wells, Bamett and Monardy 198 38 adverfisers ;um o bubd omio consumer s
self eateemn by emiphasising on the bow great ibe beer faste and high levels of satisfacton con-
surmers will reeeive afier drinking the beer. By dnnking Heineken, consumers will fezl good
about themselves which puis them in a good mood, boosting their self confidence after which,

Consumer Wanis

Comsumers want a beer that tastes pood and the assurance by others that that is the best beer o
drink. As such, it is these wants that Heineken ads are appealing 1o, Advenisers are tapping onlo
these wanis by indicating that “empty plosses speoks lowder than words", an emply Heineken
alass that symbalises that “this s tbe ki of testimaonnal we ke best”, and that 1o know how good
i Beer i vou can omly get the “mezage in the Bole’. The ceedibility of how good the Beer is
is I:|'||llug'|'| ihese cimply I_LIH."'-:‘!L':"' u.|rl:.|l.1:- drumk. tesied and Prowen e b gl.nld |'|_-. oiher beer drinkers

I"ape d
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the consumer motivation that advertisers are appeshing to ther consumers would be the
desare to drink great tasting beer. I8 essential that the beer tastes geod. therefore Heineken
utilises beer glasses that have been drank to its last drop as testaments 1o how delicious the
beer 15, without needing to place descriptions on the ingredients, reviews from drinkers of

Hemeken beer and such

Consumer Attitudes
Advertisers for these ads aim to derive a liking for Heincken beer from audicnces. By using
messages contaiming humour and wit 1o receive positive attitudes trom consumers, it reflects

thewr hiking towards the brand Heineken and the beer itsell.

Consumer Personality

Ihe targeted personality truits of consumers lean towards being sophisticated, intelligent,
witty andl impulsive. These groups of people will be imerested and attracted 10 the design and
style of how the ads are being crafted as they have trats which maich the ad’s personality. The
impulsive personality trait is the key target trait as this impulsiveness will get consumers to

action on it and purchase the beer.

Psychographics

Based on VALS2 framewoik. adveitisess are appealing aaily 1o Expesiencers as this grolip
of people are voung and impulsive consumers, They seek variety and excitement of trying
new things, which are transhiated through the advertising message such as “the message is in
the bottle”, tniggering their curiosity to trv Heineken beer. They are also avid consumers that
spend a high propoction of their income on entertainment, which brings great opportunities for
Heineken to tap on. As such, by combining the psychological tactors with these individual

consumer characieristics, Heincken advertisers are able to craft a bearing on how consumers

TICNIN

Positioning is the manipulation of a brand to create a positive perception in the eves of the

interpret the ads to its favour.

-

public {Smith 2010}, Therefore the main idea is to create an impression in the consumer’s

mind based on what the prosluct oflers and how that compares to the competitors

[he advertisements for Heineken beer brand are positioned in a specific technxque. The
‘Heineken” brand is positioned using product attributes, benefits offered, and away from com-

petitors (Berry 2009)

Altributes are propertes of a product. brand, service, or advertisement such as cost, prestige,
taste. usability and likingikhullar n.d.). In a market where competition in the beer industry is
intense, it is important that Heincken measures their product as pereeived by their target mar-

kets along with the attributes they see important to their brand



Perceptual Map of Beer Market ( Perceprial Map of Beer Market n.d.)

According to the pereeptual map above, Heineken is being positioned o= a beer that is of better
quality arxl more of a lifestybe beer as compared 10 its competitors, 11 positions i1sell’ as a beer that

has better “substance’ with a fuller body. and one that is popular among consumers.

The advertisements positioned the product as a beer with goosd quality and taste, and that Heineken
beer does not have 1 emphasze much in explaining bow goad the beer 15 1o consumers. The three

ads state. “When vou make a great beer, you don't have 10 make a great fuss.” The ads also portray

that their boer is well liked among people. as shown in the last ad. “This is the Kind of testimoni
we like best.™

Heineken executes its ads to be away from its competitors. This is evident from the fact that there
were no comparisons used in the three ads. [n essence. the ads are establishing a perception of great

quality arxl that they are the most preferred beer in the targeted consumers™ mind

JEGTIVES

Based on the FACETS Model of Effects. Heineken tries 10 achieve perception, emotion and persua-
sion objectives through its series of ads. According o Moriarty. Mitchell and Wells (2008, 156),
perception is the process of receiving information through the 3 senses and assigning meaning to it
For an advertisement to be effective, it first has to get noticed or at keost register in the senses
(Monarty, Mitchell and Wells 2008, 157). In the case of the Hemneken ds, it seeks to create high
levels of sebection and atention. Amidst all the clutier in the beer media environment, selection is
important. Heineken designs its ads through a play of words, to intrude on consumer's perception

in order to grab attention and to hold their interest long enough 0 register

Heineken also tres to creates a positive feeling for the ad through their waglines such as “this is the
Kind of testimonial we like bast’. An emotional appeal has been used since it addresses consumer's

feelings through the use of humour




It 15 considered a sott=sell stmtegy because Hemncken did not use a rational approach of present

1N Eralas TR o1 rEakimns.

| |I|_'.\,|.\_|=' |||'ii|_"|_| NG '\-\..g1|'\-|| I |'i|_'|"\«.|l.\_:..||_'-\,_|||l-|_|I'|I|,_'r'\«. I I_IIIIII"-\.I,_' | I:,'il'-\.\,'l\.-\.\_'l'l I'||'|||_|:L;|I Al i'|'|.|||l. |'||__I mes-
sape strpdegy. [1ouses humour ond entertainment o drioow consemers to decipher the undeding

message, which is an unstated fact that Heineken beer is of good quality

Thi BYG IDEA

E The three Heincken ads comvey the same message, which meamt that the hig iden is consistent
: throughout the compaign, The b iden that the sdvertiser wants to convey through the eds
- wiomld be that Hetneken is a good quality beer that is worih a try. The ides s evident in the sy
E:T-. the copy i written. All ads make use of a puncly tagline, such as “the message is in the boale
! which evokes consumer's curiesity and urges congumiers to try oul their beer. The qualicy atirib-
i uie is sugpesicd in the lost semtenos of all the ads “When vou make o grent beer, yvou don’t hove

o make o great fuss’ which also gve consumers the idea that [eineken is confident of the qual
ity of the prodwct, which renders them no need 1o give much information abowt it Sinee the las

senicnce i soen i all three ads, it gives the campaign some Form of consistency

These thres mds differ from indsiry comipetitors” nds ps many of them wse celebrity advertising
which taps on the use of the public figure’s likeness o sell the product, In contrast, Heineken
kiopd this serics of ads to the every basie, focusing on the product quality and gaste by using litile
wirds with big meanings, The advantage of advertising the beer in this way, would be that the
simplicity of this ad might acteally atirect more attention since consumers ore 0 an ern where
they are bombarded with varimes kinds of extiravagant advertisaing. 11 essence, Hemeken stands

ol from the crowd as il 18 associaled with smple ads with loud messaages conveyed m cnsative

THETEG

gy W crealively and persimsively commumicale 1he

amd humonous way,

MESSAG

Ik sabvartisim

. Messnpe slrabegy 15 4 simal

brand mesaage o the torget sudience through appealing sdeas that motivates the awdience o ne-
spod (Fisher 1997,

I thee ease of Heineken, the messape stradlepy imvodves ways of reaching the consamer audicmoee
by appealing to the heart, rather than hemd. This can be seen throogh the ose of taglines whch

jolt consusmer's emotions through fgusative phrases such as “the ressape s in the bottle” amd



., MESSAGE STHRTEGY

o

Az spgpesied in the *big idea’, Heineken uses a sofi s¢lling strofegy which focuses on strengih-
ening its bromd imape and credibility throegh confidence in their guality a5 seen imothe Tinal tg-
line. This strategy 13 used w develop emaoiion and association between the consumer and 1he
peoduct. It often utilises a positioning statensent as a base and other taglines to suppost it The
ais are made o= simple as they can be, and in this case, with the centre attraction of two taglines
andl badtle or glass of beer

The ads pariclarly aim at the “feelers” through evoking strong Feelings. Since Heineken can be
classified as a matwne beand with an established brand identity, the advertizements aid as a re-

mimder o keep the brand’s product ot the sop of the costomer minds and intend 1o jog the cus-
tfomeT miemany at peint of purchise

This serics of Heineken advertisement mainly wses emadional appeal 1o conneet with consum-

[ )

Ny
[

ors, which makes beer drinking seem porticularly ottractive ond interesting, Emotionnl appeals
or pathas are defined moan aftlempt by advertizsing (o persnixde theough an emotional miber than
a rblonal message {Emotional Appeal nad. ), Sioeoe humans are o many ways emotional crea-
turcs. pathos can be a very power sirabegy in argument. 1i is advantageous when pathos is done
wizll, becanse it uses diction and imagery 1o create a bond with the consumer and reinforoe bogi-
il orgmments [ The Three Appeals of Argumend n.d.J,

[ this case. Heineken emphasizes on qualicy i this serles of ads. and it panicularly conveys a
value appeal o its consumers through the choice of words such as “great beer” and “best”. Sinee
there s minimal information about the prodwct, given thot price is not steted nor information of
where 1 can be purchasad, o hemaly reliss on o messge stndegy Lhat eppeals toeothe heert, mther

ihan the minds of the consaumars for them o make a purchase decizion

I
L

~ MESSAGE EXEGUTIO0

Fumnclismental Iy o get aftention, an ad has 1o bave stopping power, which eomes from ongimality,

rebevance of inrusiveness (Morarty, Mitchell and Wells 2008, 413).

The series of ads used by Heineken muokes use of subliminal messages, which are intended 1o be
syheonsciansly rn;'n,'vi'l.'u.'ul by the comnsumer, subliminal MESEAEEs g0 il et ectesd h:.' the huamam

eye and makes use of hidden messages (Oak nd.).



All 3 ads repeatedly imply the unsigied ssumption that Heineken makes good guality beer. Ad-
vertisers of this series ol ads do not staie the concepis expliciily but rather, choose (o use panono-
maska, which is a form of word play. Since adveriisers in the beer indusiny are under increased
presure b make their products stand oul dee o the mtense competition, Heineken advertisers
manpulate the language of thas series ol ads sooa% 10 enahle readers o linger lomger over 10 amd
|.|.|Li1|:|ul..'|_'. |:|uu.'|:|u.x|.' e beer. The advertisers :].n_'|i|:r|.'|u.ll.'|} and ¢l -.'||_'. l:'-.pl-i:-il: the languams: o

grab the atbention of potential consumers.

Faor exemple, instesl of the common phrases “Actions speak baler than words™ or * Emipty ves-
sazls makee the most noise’, Henmeken advertisers chose wr staie “Empiy glasses speak louder than
empty words' which proves o be a more humorous and enteriaining execwinon. This has impli-
cations on the consumer’s subconsciovs mind as when be deciphers the coded message of ihe
series o ads, the words used = 0 mmpress the consumer with the cleverness of the adverisers in
publicizing the beer i this way, and (o let the comsumer himsell congraiulale on s asiolenes
in comveetly reading the underlying mucaning of the ad (Redfiern 1982, 2730, In this manner, it
stimulales conswmers o give serious considerntion io the beer.

Faronomasea imvolves the use of el versus the Bgurative meamng of wornds ( Barbes 1985,
21 For example., “the mvesage is in the botle” has owo levels of meaiing. T the lwesal level, i
appeals e e consumer fo iry Heineken beer and break away from the monotony of otler
trands of beer. Om the figurative level, it relates fo the consumer ihat there 15 & message in ihe
bottle of Heineken beer as shown, Theretore, this creates an ambiguity thad arouses the cunosily

ool Lher consumiers.

In this series of ads, which uses o clean white background and minimal words, it intensifies he
colour of the beer boitle’glass, which iz a memory eue o reinforce the shape of the beer’s botile
o thiz point thad 1l is recogmsahble even wathout & label. The ad lavoot mmd colour scheme also

povirays the brand 1o be ome that i3 sleek, hence infermmg that the drinker is stylish.

Clever phroses are wseful not only because they cotch atbention, but because they can be re-
peated toontensi iy memombility (Monmaciy, Mitchell amd Wells 2008, 4147, [n thos insinnce, 1he
tiegline al the end ol every ad i thes series “when you make a gresi beer, you don’l have 1o make
a greal fuss” i used (o sumrarise tee faet that Heineken produces quality beer that i woeth 1he
ry.
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he Heineken advertiserents aim 1o evoke an emotive response from viewers. Heineken beer
is one of the many beer brands that may not be the most popular or best tasting beer out in the
market. However, advertisers of Heineken wants 10 ¢reate in consumers mind that it is a great
tasting, quality beer that needs not much justification or extensive information in the ad to prove

its worth

As such. the ads are designed such that it plays around with words, which will evoke a sense of
curiousity that triggers consumers” mingd to think, Once the sudience are able to interpret the
messape that is being sent across, they will expenence a sense ol wittiness conveyed by the ad-
vertisers. This. in turn, may cause consumers to develop interest and positive feelings towards
the beer. creating a liking towards Heineken beer and ave no qualms in purchasing oae at the
end of the day

SILEY Slmae spens e Thisis the kindof westimonial
! Etll(‘rl'llf. "y ('.!\. V&LIILLI),)(

For all three ads, the basic layvouts of elements such as catch phrase, product shot and skogen are
positioned at the same spot. This means that viewers” eye movement will follow the same route

no matter which ad they are looking at.

In all the advertisements, the tocal point is the catchphrase, also known as headline, Viewers are
drawn to the headline 15 due to ats black bold fonl. which 1s a contrast 1o the lange blank wiake
background. [tis positioned in the centre of the ad, at ¢ye level so that it would be the first that

the eve sees. The large blank spaces between the catch phrases and the next product shot also




For the first 2 ads, empty glasses are being used the product shot. The reason why the eyes are
not dranwn 1o these product shots first 1s becanzse the empty glasses are similar in colour 10 the
background. almost being camouflaged into the surroundings and do not contrast as much as
how the black catch phrases have. Being positioned at the lower balf of the ads also adds on w

the eve being unable 1o capture it at first glance,

Themessageis in the bottle.

However, the third ad utilises a dark green Heineken beer bottle as the product shot. Thes height-
ens the image contrast which leads it being more noticeable within the ad. To compensate and
cansure the catchphrase remains as the focal point, the lkength of the catch phrase is shorter and

message sent is stronger, keeping it as the main focus

Adter lookmng the prodluct shot, the eye moves downwards where the taglne 15, As the tagline
fonts are intentionally printed smaller than the headline and positioned at the bottom. it is logi-
cal that that would be the last the eve will ook at. After reading the text, viewers will naturally
shift their focus up to the image again 10 attempt relating the tagline back to the product. Once
that 15 being done. the eye will then move upwards back to the maun focal point and naturally

flow down the page again to decipber the meaning behind the ad.

By placing cach clement — heedline, product shot und tagline — under one another, it ensures that
the text and images will be viewed repeatedly by the individual as their eve movement loaaically

flows downwards to the bottom of the ad. In this way, it helps o emphasaze the message sent.

Paac Y



The effectiveness of an ad is the degree to which objectives wre achieved and the exient o which

targeted prablems are resolved { Business Dictionary 3000 The perception towards a brand 15
am important Bactor that determines the elbectivenss ol an ad. The Facels Mode| 1= used o ana
lyse thee &ds through percepiion, affeciive, association, persuasion, cogniiive and behaviour of-

fewls.

Perception

Petception is the process by which eonsumers reeeive information thiough their five seises and
assign meaning o il {Wells, Adveriising Principles & Practics 2008, 135). Exposure 15 how
people would see or hear abot the ad and product, Heincken's three pdvenlisements are pub-
lished in three 1ssues of Men’s Health magazine, As the resders of Men's Health magazine are

the exiac] Comsurners Lhal Hemeken's ads are largeting, ellective exposure has been achieved.

Secondly, selection and arbention is the process by which & receiver of a message chooses w
aitend 10 o message {Wells, Adveriising Principles & Practice 2009, 1565 Amid all the clutter in
the maparmne, |leineken hes achieved sloppimg power by crewting the ads with o simple and
sleek lavout, with punchy lines, The simplicity of fee layouts are executed with lasge anwunts
of white space, shorl sentences in a clean-cut font, and its svmbolic glass bottle. Readers of the
ragazing will be wsed fo looking sd ads that are full of colours and pictures. Therefore when

coming across & full=page ad with lods of white space, repders would pery attention 1o 18,

After petting the attention from the consumers, havieg the interest and relevance fo engage the
reanders is imporiant. This means that the receiver of the message must become mentally en-
gnged in some woy with the ad and the product, Inferest 15 created through the layout of the
wharle ad, a5 well & the mesages in the ads, The three ads w2 subliminal eftects m their mes-
gages 0 “talk’ directly 1o the subsonscious muinds of the readers. The messages are brief, bat yet
effiective to hold readers’ interest. The messages are cagy to understand and it appcars to be a
conversation betwesn Heineken amd the reader, which can be shown by the informal Langusge
used, hence inerest is cremted through the relevance of the message, as il connecis with the

Larpel markel m a conversalsimnal manner,

Awwnreness. results when an adveriisement makes an impression. Awareness is achieved through
the svmbolic Heineken glass batile, its "star” icon in red and the logo, When o resder ips
through the pages of the Men's Health magaane, 15 hkely thaf readers wall recosnize the
birand.

1 .h'll} ||;|.'-.:-Eni|m|' i% achicwved I-"|I'||I,||-L|' the layvonis and the "1'|L1 fomis aoross ihe poges af ihe ads
Ihe temiplades of the three ads are standardized in order o aid the consyumers m the recogniion
shage. The messages in the three ads are shorl and sweet, sasy to understand, and they are all
driving at one point: Heincken has the beat tasting beer. Consurmers are likely so get the message
of the ads immediately, and topether with the familiar brand logo and botile, the ads have

achieved “recall



Affective (Emotion)
Adfective responses mirror people™s feelings about something. They stimulate desines, fowch
emmudsms, creabe liking, smad ehict feelings ( Wells, Advertising Primciples & Practice 2008 1575,

[ye ads evoke wanis, I':.'l:Ji.l'.._.':-|. and |i|\-.i||,5 among e consuners. |.iki||;:' reflects the |'l::|.:-\.|.l|'..||i[:-
of the brand or the entertninment power of the ad’s execution (Wells, Advertising Principles &
Fractice 2004, 157) The use of subliminal messages, Wwgether with the sleekness of the layom
mn Lhee ads achoeved hkabihily from the comsumers, Beer advediszments are known (o use amom
telligent way o convey their messages. When readers soe the ads, they fecl happy reading and
undersianding the messages. The images of the empiy glasses and boitles also drive enwiions.
longing. ond cravings

Associalion
e goal of asseciation is w use symbolic conmections o define the brand amnd make il distine-
tive. Brand linkage reflects the degree fo which the associations presenied in the message and
the comsumer’s interest 15 connected o the brand (Wells, Advertisng Principles & Prachice
200e, 162).

The sophisticated and sleck lavout of the ads symbolizes “quality” and ‘masculinity”. In addi-
tion, the repetition of the lnyowts of oll three ads, as well os the tene used in the messages help
ter cremte o sirong and consastent image for the product. Theretore all these components as se=en
it the ads: ase able 1o allow eonguiness 10 associate Heineken with “quality”, “sophisiication.
“sbeekmess” and “masculinity .

Persuasion

Fersumaon is ihe consciows inbeni on the porl of the source b infleence or motivaie the recaiver
of a message o belicve or do something (Wells, Advertising Principles & Practice 2009, 163)
The sophistication and sleckness of the ads induce consumers” positive attitudes towands the
brond, The use of subliminal messages motivales consumers 1o purchase the beer. From ihis, it

shevies that the nds use reasons and prood bo make vs pomi and hence, bold comvicisom.

e imvolvement i the degres to which eomnsuimers are engaged in attending 1o the ad, and the
proeess they respond to the message ond finally making the decision to purchese {Wells, Adver-
tising Ponciples & Fractice 2008, 183) In this case, the execution of the wds 1s meant 10 be
simple, clasic and sirighiforsand, Mo mloemation or wordy messages 15 included. Theneliore,
the ads require & low-imvolvement from consumcrs, as sof much time is needed to process the
ads before buying it. There is also a level of believability as it uses minimal puffery o elaim that
Heimzken beer s pood,



Cognitive

Cognitben refars o how consumers search for and respond to Information, as well as how they
bewm and undersiand the ads (Wells, Advertising Principles & Practice 2009, 13%), The three ads
do mot provide ony information abowt the beer as iis goal is o tosch on the comsume s’ emodions,
rt the mational mimd, Hoseever, feelings amd thinking complimemt each other, Ditferenismtion is
achieved by emphasizing Heineken bottles and 15 logos in every ad, and the intelligent way ol
copveying their messages, This would differentiabe itself from another in a product category in
the minds of the consumers. The ads have alse achieved recall through the repetition of the
plases and bottles, the simple messapes used, as well as the ¢leon layons, henoe anchoring

Chessa “nlGrmation” 10 memory amd mskes recall easier,

Behavior

The behavioral response invabving action of some kind is the most imporiant geal in pdverising
(Wells, Adverising Principles & Practice 2000, 1657, The goal of the ads 15 [0 masivate consams
ers b buy thelr product, The words wsed in the ads are designed o crsie a “call to action” effect,
convincing fheir target consumers lo purchase Heimeken beer. For instance, *Tle messape is i
the bodile”, and “This is the kind of testimonial we like besi™, evoke cunosity in consumers
Consomers will seomder if Heineken beer i= neally ns gread as it cloimes Having the messapes and
the emply glases 2 the maim emphasis of the ads, motivate or inflluence consurmers o purchse

the prodici.
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I'be problem that Carlsberg face s that it 15 perceived by consumers as a beer that 1s more

suited towards the older crowds (Stamp 2006). The quality of Carlsberg & compared to
Heincken is also pereeived wo be of a lower quality grade (Stamp 2006), This may be due o
the correlations between price and quality. Therefore, Carlsberz needs to trv and reach out to
the vounger crowd and change its brand position such that consumers will relate o Carls-
berg beer as a quality beer. With that acknowledged, the new Cardsberg ads will implement
the strategics used by Heineken to capture the attention new target markets and elevate its

brand position to be on par or better than that of Heineken in the consumer’s mind

TRRGET AUBIENC

Ihe target andience for Carlsberg ads will tollow closely and remain largely the same as

tn

Heineken, Identical demographics will be targeted, which meant that men will still be the
main focus audience tor the ads, with ave remaining at 20«40 vears old, middle w hgh
income earners with roughly a good level of education. tertiary and above. The psvchograph-
ics aspect of the new ads will also mirror the original ads such that consumers with 'Experi-
encers’ type of chamcteristics will be targeted. Consumers” neads, wants, motivation, atti-
tude and personality will Turther be lelt unchanged, The reason behind the target auwdience lor
Carlsberg new ads w be very much similar o that of Heineken is 1o stear towards a different

direction from the perceived current consumers they are targeting,



TRRGET APUIENC!

It was analysed that presently, Carlsberg’s target awdience laaned 1owards soccer based Fans and

men who are older, gencrally 35 sears and above. This is concluded based on the analysis on
their website and advertisements, which carmied images and messoges that are more relatable o
this type of crowd, The cost of bottle tor Carlsberg 15 also lower (mentioned in part A) than that
of Hemeken, which caused the beer 10 be perceived of lower quality. The 1dea for the new ads
i5 1o pitch directly against Heineken and raise the perceived notion of Cardsberg, and this can be

done by first having largely identical target audience as Heincken, which would form a good
hasis tor proposition of the new ads

4
W [ :

I'he perception of Carlsberg in consumers mind is a beer that is of Jower quality as compared to

Heaneken (as mentioned in the perceptizal map in Part A). As such, the new ads amms to position

Carlsbherg to be of a higher standard and quality, competing directly against Heineken

IMPERATIVE!

e choice and positioning of Carlsberg will have implications on consumer’s perception about
the brand. The ultimate goal of repositioning the brand as a stylish alcoholic beverage suited to
u vounger crowd of age 20-40, and to encourage them to make Carlsberg the top-of-mind choice
of beer tor all occastons, This s in contrast with previous perceptions of it being a brand of beer
that does not place consumer at centre stage. which has bence put straimn on the product (Stamp
2006)

Pucld



FRGETS MUDE

Based on the FACETS of effects model, the main communication objectives that Carlsherg

would seek to attain through 1s ads would be perception, emotion. associatson, persuasion and

behaviour in consumer response,

Carlsberg secks o dove awareness (perception) to its consumers that Carlsbery beer 15 of pre-
mium gatlity (assocition ) and motivites (persuasion) consamers o give it a try (behaviour). It
does this through the use of imagery and involvement (persuasion) to create mterest and hiking

(emotion) towards the brand.

CONSUMER INSIGHT

Since the targeted consumers are those of a certain level of education, and are presumed 1o have

a level of disposable income to enga

ge in entertainment, they would seck products that of a
higher quality to reflect their society status. Hence, as they choose an alcoholic beverage at an
occasion, they would very much prefer one that 1s refreshing and yet of quality, to pamper them
selves from a hard dayv's work while art the same time reflect some form of sleekness and pose

while holding that glass of beverage.

SELLIMG IDEA

L hrough an ad that persuades tnal and establishes the idea that only those consumers who give

Carlsberg beer a try would 1aste the difference in quality that it has over other brands of beer.

SUPPORY

lo stimulate the desired consumer’s response. the stylistic direction would be the ad’s tone of

voice, which should be filled with wit and clegance, to commumicate in a language in which the

tanget consumers relate to
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PART C
46 Ways To Imporove Yoo Life Todas!

Publication: Men's Health
Classificatron: Men's Megazine
Publisher: Blu Ine Media Pre Lid.

(A division of Singapore Press Holdings)
Editor: Raymond Goh

Cover Prnice: SGDSG

Frequency: Monthly

Size of Ad: Full Page size A4

Total Circulation: 105.000 MT
Target Audience:; Males, 25 years old to 35 vears old Al

AN e

e

EREAXE

Readership Profile

Men’s Health Singapore is the “lifestyle bible” tor the sophisticated Singaporean men today
I'his magazine targets at the everyday men who want 1o lead healthy and balanced lifesiyles,
and have triumphed despite the odds (SPH Magazines 2010). The magazine features 1ssues on
health, lifestyle, fitness, sex and relationships, grooming and style, carcer and finance, which
appeals to the sophisticated men in the current society {Marketing-Interactive . com 2007}, It is
wseful for the sophisticated and active man who is vibrant, financially secure amd seeks an edi-
torial product, which is presented in a professional manner. In addition. it has information on
the [atest gadgets or technology, traveling, and reviews on produets.

Men's Health Magazine 1s skewed towards males aged between 25 to 35 years old, which con-
sists of mostly professionals, managers, executives, and businessmen (FMEBs). Hence, it
reaches out to men who are conscious about their appearances, health, status, and the image
that they project themselves to others. Men's Health is & must-have guide for the modemn,
savvy, and active men in Singapore

Pags~ 1%



Publication: Juice

Classificatson: JUICE mexdin Pte Ltd

Publisher: David See

Editor: Wayne Lee

Cover Price: Free of Charge

Frequency: Monthly

Size of Ad: Full Page size Ad

Total Crireulation: 30,004

Target Andience: Males and Females, 20-40 years old

Rendership Profile

A monthly free-to-reader magazine title, JUICE has grown 1o become the leading street cul-
turc and nightlifec magazine in Singapore. [rreverent, edgy. credible and never afraid to make
waves, has a unigue two-way communication channel between the street culture and nightlife
industries, and its readers, With access 10 DJs and musicians locally and internationally, fush-
1on gurus, ¢lub insiders and indhstry movers and shakers, JUICE 15 the tangible and published

manifestation of street culture and nightlife in SingaporeJuice Singapore n.d.).

luice Singapore tangets at the voung professionals between 20 to 40 vears old, who are afflu-
ent, sophisticated andd creative, Tt resches out 10 people who enjoyv the mightlife, as well as the
latest trends, gadgets. party events ete. People who wiant to have fun and be updated with the
latest events and reviews are the main readers of the magazine. In this case, the readers of
Juice magazine are the exact target andience for Carlsberg as these readers are sophisticated
yel appreciative of good gquality beer,



'l kg 1des of the Carlsherg campaogn strategy 1s o resmind the target consume s that thear

beer is of superior guality, and the goodness of the beer will be expemenced by comsuming i

A unigue element used in the two ads s the five holes. which are meand for the reader’s fin-
gers, in order o imitoie the gripping action of the Cad sherg bottle and the gloss, The texis for
each ol the s Dt ths uneque ebement pertectly, as Lthe it hne suggesis that *Beaoty [es i
the hands of the bear holder © Litcrally, this means that the person who bolds o to the boer
baotile will expericnce the beauty of i, In the second ad, “Reach for Greatness " sugeesis ihe
resder (o literally reach out and held on 1o the beer glass in order o experience the grentness
ol at.

e big idea is communicated by having enticing visuals of ihe Carlshberg beer boitle and the
glass, which hos an ettractive eolor o the beer and the richness of the Foam ogoinst a simple
dark green hackground, To further emphasizee on s quality, the slogen is added a5t the bottom
of the ad. “Probably the besi beer in the warld. ™ In addition, both ads convey the same mes

gage o the targeted consumers with confidence. Henee, it cRCOUFRECS COMSUMETS b CONSUETE
Carlsberg 1o achieve confidence and elegamce,

MESSAGE STRETEG

In adverising, message strategy is key fo the success of the product. This strategy requires an
appeal —an idea that motivates an aondience to respand. Carlsheng being an aleoholic beverage,
s 1o hove s message strateiry which is atbfective and behavioral { Creative message strategy
Al

e message of Carlsberg®s ad invelves approaching consumers by appealing 1o the hean
raiher than ihe head. Taglines are a main component of these two gds o reach ot o the emo-
tions of the audience, For instance *Beauty lies in the hands of the beer holder” is meant 10
cocale a pesative feeling aboul the béer in consumiers, as it delines the beer 1o be “heautiful’ be-
cause of good quality and the good feeling is ranslated 1o consumers the moment they pick up
the heer to hamest the poodness
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_MESSAGE APPRIAC!
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In order 1o change previons perceptions of Carlsherg bising a brsnd of beer that does not plsce
comsumer al cenlre slage (Stamp 20063, 10 wses oan emotional appeal which relaes 1o
consumer's peycelogical meeds. For instance, simee il targel consumers ane educated indi-
viduals whio have a desire w reflect their social status, Carlsberg uses the tagline “Reach for
preainess” to reflect a motivaiion io climb higher to achieve greatness, Tt is vsed #o depici o
sense 0l Teeling and commection with the audience as they sirike on atribises, padicolrly the
desine for sueeess, which i easily related by their targel sudience. Al the same time, it reflecs
ki fommity and consistency in ihe kg idea through linking “greatness” w good qualin.

Carlsherg employs o soht selling approach to reblect it mage and positoning in the market,
[Mwery hagve identilied two persomal aterbutes that generally are of comeern o the audience; per-
gonal image and the strive o atiain higher goals in life. The taglines iogether with the slogan
that i= *Prebably the besi beer in ihe world” are meant to create cuniesity for the audience os
they lei ihe consumers experience themselves and decide wheiher Carlsbery is indeed the best
beer in the wiorld, 18 alse porings thal Carlsberg bas a humble spproach through the use of the

wirtd “probably”.

In this era where sdverlising is mmpant, it i very neceseary 10 break through the clutier and
have advertising messapes which are creative amnd catchy, vet relale o consumers emd deliver

Lhe meaning intencded.

o have am adverisement that 15 catchy, powertul and impactial, it 15 important for the mes-

sage b be clear amd distinetive { Aciclebase 2011,

he purpose of the ads is 1o isduce awareness that Carlsbeng is a beer of premium quality and
i motivisle consumers o frv. o «.'pn:.l.-.l the [T S L that |_:||'_'|Ii|:. can only he expenienced
through aste, Carlsberg uses imvodvement m s ads throegh the 5 hedes mothe wd which inwilis
consuneers w0 keep their fingers in and grab the printed botledglass. This ad stands out From
competition, as it requires consumer’s participation rather than mere reading. In essence,
Carlsberg s ads are distingtive compared 19 other brands of beer s they involve the sense of

touch 1in sldition ti the sense of sgh

Sumilar to Heineken's ad, Carlsberg uses pun for ihe first ad. “Beauiy lies in the hapds of ihe
beer halder” is used instead of the classic provert 'Beawty lies in the eyes of ihe beholder™. In
the Iiteral level, 1 :||1|1¢.|'|:-. io the consumer o i |:,':I.'|'\i|'Iq'IF bezer b ex ru.*rin.-l'-.;q' the premivm
quEality. Cn the frurabive bevel, 1l relates o the comsume— that the beer bolder would leel bean
tiful. Therefore, this cresies an .JIII::"'.I_.',,LLil.:. that arouses the cui illhil:l of the consumsers. The use
of this technique intensifies memarability sowards the ad (Moriarty, Michell and Wells 2008,
414



SUTION

In addition, having the word “probably™ in the slopan creates an imguisition for people (o fes-

il 17 Carlsberg ws mdeed the best beer in the wordd, Thiz inguision relafes o the wget con
gumiers a8 thev are “experiencers” who would mosi likely irv the beer fo gain the quality and
refreshing experience,

It is desired for the campaign 1o create o “Holding Corlsberne” sensation locally amd inbermation-

EMOTIVE RESPGNSE

Agvertising thal generates & strong emotional response hos two benefits, Firstly, ivean help the
ermeoms iramsler to the brand, hapimg the brnd percepiiom.,

Secondly. it can help generate engagement and ewemorability (Hollis 2009, 68). With these
benefits, it is itherelore very important for o beamd 0 be able to deliver an emafive response in
s advertizing, For Carlsherg, delivenng emotive response inadvertising will helpit to engage

the consummer 1o develop a preference Mor the brand rather tian their competitors”,

Iz taglines of both advertisemens, “Beauty lies on the hands of the beerbaedder™ and “Reach
for gresiness” have very sirong emodive response. The pick of words in their ingline shows
b the bramal ane truly concerned about the emotive response they are eager WK imgger m ther
consurer's mind, The taglines are very provoking for consumers io iy the product, and yet i
acceniugies a very sirong brand persenality in it The ficst tagline creabes a *foel-good™ emo-
tion from the consumer. while the segond  arouses cuniosity in people and promotes trial

[Mesaz talimes generle ilerest m oonsumers wands Carlsberg amd create positive Teelings
and liking fowards the brand. By using the clevedy crafied taglines, it aims io change the con-
sumers” mindsets about Carlsherg and hopefully be able fo shape and elevabe Carlsberg™s
birnmd e,

Moreover, the five holes in the ads CTICOHANRE © OIS TicT il verment and this creates mlenest

which funther leads to memerability and henee, elevates the emotions of consumers 1o pur-
chinse, try, and consume Carlsberg beer,

Faae Y



EYE MOVEMEN

Reach fox

The layout design for both Carlsherg ads incorporate picture window. which is the Carlsherg
beer bottle/glass as the dominant visual that takes up majority of'the ad space. It uses dominance
as the design pnnciple in both ads to emphasize the beers as main focal point. Unlike the previ-
ous Heineken ads, not only are the Carlsberg beers positioned i the foreground, they also stand
out based on the large size of the visual as well as the plain green background which makes them
prominent in both ads. creating stopping power. As such, this will be the 1st focal point that will
capture the attention of the viewers, The eves will then be shified to the 5 holes located around
the beer, These buald up curiosity m them because 1115 an uncomman sight and they will iry 1o
make sense of what the holes are for.

Viewers will then look upwarids to the beadline in order to search for logical answers and expla-
nation behind the vismals. Atter readimg the headline, viewers will try to interpret the message
conveyved and their eves will naturally move downwards again towards the visuals, especsally
the 5 holes, and figure out whart they initially did not understand. After which, their eyes will
move down 1o the bottom of the ad where Carlsberg slogan lies. This slogan will be the final re-
inforcement of the messages sent in both ads and give viewers the holistic view of what the ad-
verlising message 15 about « that Carlsberg 15 a high quality beer and is probably the best beer in
the world.



O TINEYEE

Ag mentioned earlier. advertiserent is described as effective when it sucoesafully create the
purchase intention and consumption intention for a product. As such, the use of Facets Model
will help nssess possible effectiveness of the Carlsberg ads,

The Facets Model

Perceplion

First of all, the advertisements are ferdured m Men’s Health amd Juice mogoeine, all of which
resches oul 1o the tergeted asdience outlined earlier. The exposure of these ads w the arget
riarket kas theretore been achicved. Based on the design and layout of the ads. selection and ai-
tertion hove been aecomplished, Beason being the visuals stand out of ihe ad and the way con-
sumers are wde o literally bold the Carlsberg beer through the 5 holes in the sd mokes it unkjue
und creates slopping power, Together with the beadlines thot are simple, strughiforwand., vel
|'l|.'r:-\.|.|:|e-:i'.l:. and the :~|-.|E:|."| ilsat pednforces the udl.l.ﬂmi:l'__' PSSR0, risakes the ads WY AtlEhom
grabhing.

Affective (Emotion)

e 2 Carlsberg advertisements emphasines on the desire of consumiers 1o have a aste of good
quality beer, This can be friggered by the inbentionally enlarged image of the beer that is almost
lifi size, with foam dripping down from the beer glass, This effiect of the illusion of heer being
chilled. fresh and tasty actually enfices consumers o desing it and wan to have & go at it. With
thai, it evokes postiive feclings in viewers by looking al the ads, and aliimately relate positive

aftiudes towards the prodact and brand mame, which resulis in the effectiveness of the ad.

Behaviour

An unigue element of the nd s the 5 finger boles which will most likely create o purchase inten
This is as such because these ads engages consumers io resch cut b ihe ad mibe magazanes ard
glide their fingers through the boles. By getting consumers be panticipate in an advertising cam-
paign, it actually raises conswmers” brand involvement and creates a greader brand recognition
and recall as opposed 1o conventional ads around, The action of reaching o (avards the beer
in the ad and being able o hold &t inggers the consumpiion intention in consumers, which con-

vinvs the effectivencas of the ad.




Bty lics it the hands Beauty lies in the hands
of the beer holder. of the beer holder.
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