




How to create an 
advertising strategy
To develop strong strategy, you need to understand three things: the 

product, the consumer and the marketplace.

1. The product. What are you selling really?

This can be something more and different than it might at first appear. 

It’s certainly something about which you need to know more than you 

do right now.

2. The consumer. Who are you selling to exactly?

Have you located the people that are your best target market? How 

well do you know them? The key to selling products is understanding 

people’s relationships with them. What needs and motives does your 

product address? What problems does it solve?

3. The marketplace. How does your product and its advertising fit into 

the array of competitors around it? 

No sale occurs in a vacuum; there are probably other products like it, 

and the category has been advertised to consumers before. In short, 

they’ve seen it all and bought it all, twice. How will your products stand 

out in the marketplace? Why should consumers choose it over a com-

peting brand?

These are all interesting questions and all related. You can’t locate 

your target market until you know what you’re selling exactly, but you 

can’t know what exactly you ought to promise until you know your tar-

get market and can decipher its needs. Nor can you create an effective 

strategy until you analyze the marketplace positions your competitors 

occupy and successfully differentiate your products from theirs.

	 Sorting your way through all this isn’t easy, and each adver-

tising situation will prove different from the one before it, too, so your 

job never reduces to a formula. Your goal is to understand the parts of 

the advertising scenario so well that you see how it all fits together, to 

know enough to write an advert that works, that talks to real clients and 

fulfills their real needs. 
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