Problem:


Given an assignment to make a Corporate Ad Campaign for Philippine Airlines (PAL), it has came to our senses that the main problem for this chapter in our life is the awareness, for the people in the Socio-Economic Class (SEC): Broad C about the services of PAL that not only caters to the Upper C, the Yuppies and the AB classes. 


The said services are have been continuing for more than 6 decades and still, most people think that riding an airplane is only for the Rich and well-to-do people. 


So, as a part of our requirement, we decided to do something about this matter. 


Our strategy is to bank on the many and long years that the company, Philippines Airlines, have been serving the people with improved services and the theme: “Soaring Higher and Serving Better” (Ethel, you may want to change this for our real campaign theme. ()  And to make it known to the people that PAL is catering their services, not only to those people who are rich and are well to do, but also to the masses.
Design Objectives:

1. Make a Corporate Ad Campaign for Philippine Airlines that is unique, banking on the company’s many years of service, to cultivate the trust of the people.

2. To make an Ad Campaign that promotes awareness of the types of services that the company, Philippine Airlines, provides for their most valuable customers, you.

3. To strengthen the people’s trust in Philippine Airlines, in terms of flight management and customer care. Assuring you that you are safe from destination to destination, during flight and anything in between.
Why Broad C is our Target Market?

The question why is SEC Broad C is our Target Audience is because, our company, Philippine Airlines, is not only for the upper people but its services caters also to the lower class. There are a lot of promos that these people can avail for their benefits and good services will also be provided for the customer’s satisfactory needs. 


Philippine Airlines, is the first in Asia as a commercial airlines and have been serving for more than 6 decades. It knows the ins and outs of the business through the years, and yet it still doesn’t know you, the customer. They are striving to penetrate not only the well-to-do business people and the rich traveling market, but as well as those people to just want an option for their traveling needs, and that is not really well of.
This is where we take our stand. Targeting the Broad C Market, making Philippine Airlines know to them, giving them a gentle hand in pointing the way into a good service which the company is waiting to provide for out market, gaining the trust of the masses and in the process AIDA will take place.
