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Steps involved in putting together an advertisement.

1. Identify the purpose
of the ad.

Clearly identify one or
more purposes (goals)
that you expect the
advertisement to
achieve.

6. Fulfill the
expectations

Make sure to have
enough product on
hand (or people to take
orders) if the ad is
successful.

2. Determine the
target audience.

Identify who you want to
see the ad.

3. Select a medium

Select a medium for the
ad, such as google ads,
social networks,
television, radio, or
printed.

4. Design and create
the ad.

Develop an ad that is
appropriate for your
audience, product, and
budget.

5. Select a place and
time for the ad to
appear.

Select the best time and
place for your audience,
product, and budget.
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