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Message Life Cyclem m n mm

DEVELOPMENT INTRODUCTION
No ROI Limited ROI

* High cost * Engage “early adopters”
« Research * Internal/external
* Educate/awareness
“sell idea/concept”
* Intense/frequent messages
- Internal
-PR
* Targeted audiences
* Internal engagement
* High ad spending
* Review & revise

GROWTH MATURITY

ROI begins Highest ROI

* Broader audience * “Message fatigue”

* High ad spending * Longest period

* High demand of sustained messaging

» Competitive aggressiveness ~ * Consumer “reliability”

* Expanded venues * Strong brand awareness

* Intense PR * Challenge to market

* Continued internal/frequent  share intensifies
“stories” * Market share decreases

*» Market share increases

* Review & revise
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Advertising, Desin & Matters of the Heart

REGENERATION

ROl initially declines, but
then begins to increase

* New products

* Fresh strategies

* New markets

* Relevant to target again




