PREFACE

THE CHANGING WORLD
OF ADVERTISING AND
PROMOTION

Nearly everyone in the modern world is influenced to
some degree by advertising and other forms of pro-
motion. Organizations in both the private and public
sectors have learned that the ability to communicate
effectively and efficiently with their target audiences
is critical to their success. Advertising and other types
of promotional messages are used to sell products and
services as well as to promote causes, market politi-
cal candidates, and deal with societal problems such
as alcohol and drug abuse. Consumers are finding it
increasingly difficult to avoid the efforts of marketers,
who are constantly searching for new ways to com-
municate with them.

Most of the people involved in advertising and pro-
motion will tell you that there is no more dynamic and
fascinating field to either practice or study. However,
they will also tell you that the field is undergoing
dramatic transformations that are changing the ways
marketers communicate with consumers forever. The
changes are coming from all sides—clients demanding
better results from their advertising and promotional
dollars; lean but highly creative smaller ad agencies;
sales promotion and direct-marketing firms, as well
as interactive agencies, which want a larger share of
the billions of dollars companies spend each year pro-
moting their products and services; consumers who no
longer respond to traditional forms of advertising; and
new technologies that may reinvent the very process
of advertising. We are experiencing perhaps the most
dynamic and revolutionary changes of any era in the
history of marketing, as well as advertising and promo-
tion. These changes are being driven by advances in
technology and developments that have led to the rapid
growth of communications through interactive media,
particularly the Internet and mobile phones.

Companies from outside the traditional advertising
industry are rapidly changing the process of making
and delivering advertising messages to consumers.
Marketers are looking beyond traditional mass-media
advertising to find new and more effective ways to
communicate with their target audiences. They recog-
nize there are numerous ways to reach their current
and prospective customers and bring them into contact
with their products and services. Many marketers view
the Internet ads as a more cost-effective way to reach
specific target markets and measure the results of their
marketing efforts. Major changes are taking place in
the way marketers are using the Internet for marketing

communications including new applications that facili-
tate interactive information sharing and collaboration
and bilateral, as opposed to unilateral, communication.
Web 2.0 developments mean that Internet users are no
longer limited to the passive viewing of information
and can interact with one another as well as change
website content. These applications have been given
to social networking sites, video sharing sites, wikis,
blogs, and online communities which have all expe-
rienced explosive growth. Five years ago Facebook,
Twitter, YouTube, and LinkedIn did not even exist and
MySpace was only a year old. However, Facebook now
has more than 500 million members, Twitter boasts
over 40 million, and more than 100 million videos are
viewed each day on YouTube, including many of the
TV commercials and other promotional videos created
by marketers. Nearly every company or organization
has a Facebook and Twitter page that they use to keep
in constant contact with their customers and these tools,
along with other types of social media, have become
an integral part of most marketers’ marketing commu-
nications programs. However, the increased use of the
Internet and social media is only the latest in a number
of fundamental changes that have been occurring in the
way companies plan, develop, and execute their market-
ing communications programs.

For decades the advertising business was dominated
by large, full-service Madison Avenue—type agencies.
The advertising strategy for a national brand involved
creating one or two commercials that could be run on
network television, a few print ads that would run in
general-interest magazines, and some sales promotion
support such as coupons or premium offers. How-
ever, in today’s world there are a myriad of media
outlets—print, radio, cable and satellite TV, and the
Internet—competing for consumers’ attention. Market-
ers are looking beyond the traditional media to find
new and better ways to communicate with their cus-
tomers because they will no longer accept on faith the
value of conventional advertising placed in traditional
media. Major marketers are moving away from a reli-
ance on mass-media advertising and are spending more
of their marketing communication budgets in special-
ized media that target specific markets. Companies
are also spending more of their monies in other ways
such as event marketing, sponsorships, cause-related
promotions, and viral marketing. Advertising agencies
are recognizing that they must change the way they
do business.

In addition to redefining the role and nature of their
advertising agencies, marketers are changing the way
they communicate with consumers. They know they are
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operating in an environment where advertising messages
are everywhere, consumers channel-surf past most com-
mercials, and brands promoted in traditional ways often
fail. New-age advertisers are redefining the notion of
what an ad is and where it runs. Stealth messages are
being woven into the culture and embedded into movies
and TV shows or made into their own form of enter-
tainment. Many experts argue that “branded content”
is the wave of the future, and there is a growing move-
ment to reinvent advertising and other forms of market-
ing communication to be more akin to entertainment.
Companies are using branded entertainment as a way of
reaching consumers by creating short films that can be
viewed on their websites, arranging product placements,
and integrating their brands into movies and television
shows to promote their products and services.

A number of factors are impacting the way market-
ers communicate with consumers. The audiences that
marketers seek, along with the media and methods for
reaching them, have become increasingly fragmented.
Advertising and promotional efforts have become more
regionalized and targeted to specific audiences. Retailers
have become larger and more powerful, forcing mar-
keters to shift money from advertising budgets to sales
promotion. Marketers expect their promotional dollars
to generate immediate sales and are demanding more
accountability from their agencies. The Internet revolu-
tion is in full force and new ways to communicate with
consumers are constantly being developed. Many com-
panies are coordinating all their communications efforts
so that they can send cohesive messages to their custom-
ers. Some companies are building brands with little or
no use of traditional media advertising. Many advertis-
ing agencies have acquired, started, or become affiliated
with sales promotion, direct-marketing, interactive agen-
cies, and public relations companies to better serve their
clients’ marketing communications needs. Their clients
have become “media-neutral” and are asking that they
consider whatever form of marketing communication
works best to target market segments and build long-
term reputations and short-term sales.

This text will introduce students to this fast-changing
field of advertising and promotion. While advertising is
its primary focus, it is more than just an introductory
advertising text because there is more to most orga-
nizations’ promotional programs than just advertising.
The changes discussed above are leading marketers and
their agencies to approach advertising and promotion
from an integrated marketing communications (IMC)
perspective, which calls for a “big picture” approach
to planning marketing and promotion programs and
coordinating the various communication functions. To
understand the role of advertising and promotion in
today’s business world, one must recognize how a firm
can use all the promotional tools to communicate with
its customers.
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TO THE STUDENT: PREPARING
YOU FOR THE NEW WORLD
OF ADVERTISING AND
PROMOTION

Some of you are taking this course to learn more
about this fascinating field; many of you hope to work
in advertising or some other promotional area. The
changes in the industry have profound implications for
the way today’s student is trained and educated. You
will not be working for the same kind of communica-
tion agencies that existed a few years ago. If you work
on the client side of the business, you will find that the
way they approach advertising and promotion is chang-
ing dramatically.

Today’s student is expected to understand all the major
marketing communication tools: advertising, direct mar-
keting, the Internet, interactive media, sales promotion,
public relations, personal selling, as well as social and
consumer-driven media. You will also be expected to
know how to research and evaluate a company’s mar-
keting and promotional situation and how to use these
various functions in developing effective communication
strategies and programs. Marketers are also increasing
their attention on the determination of return on invest-
ment (ROI) of various IMC tools as well as the problems
companies face in attempting to make this evaluation.
This book will help prepare you for these challenges.

As professors we were, of course, once students our-
selves. In many ways we are perpetual students in that
we are constantly striving to learn about and explain
how advertising and promotion work. We share many of
your interests and concerns and are often excited (and
bored) by the same things. Having taught in the advertis-
ing and promotion area for a combined 50-plus years, we
have developed an understanding of what makes a book
in this field interesting to students. In writing this book,
we have tried to remember how we felt about the various
texts we used throughout the years and to incorporate
the good things and minimize those we felt were of little
use. We have tried not to overburden you with defini-
tions, although we do call out those that are especially
important to your understanding of the material.

We also remember that as students we were not really
excited about theory. But to fully understand how inte-
grated marketing communications works, it is necessary
to establish some theoretical basis. The more you under-
stand about how things are supposed to work, the easier
it will be for you to understand why they do or do not
turn out as planned.

Perhaps the question students ask most often is, How
do I use this in the real world? In response we provide
numerous examples of how the various theories and con-
cepts in the text can be used in practice. A particular
strength of this text is the integration of theory with



practical application. Nearly every day an example of
advertising and promotion in practice is reported in the
media. We have used many sources, such as Advertis-
ing Age, Adweek, Brandweek, The Wall Street Jour-
nal, BusinessWeek, The Economist, Fortune, Forbes,
Sales & Marketing Management, Mediaweek, Promo,
and numerous online sites such as eMarketer, Mash-
able, MediaPost.com, and ClickZ News to find practi-
cal examples that are discussed throughout the text. We
have spoken with marketing and agency personnel about
the strategies and rationale behind the ads and other
types of promotions we use as examples. Each chapter
begins with a vignette that presents an example of an
advertising or promotional campaign or other interesting
insights. Every chapter also contains several IMC Per-
spectives that present in-depth discussions of particu-
lar issues related to the chapter material and show how
companies are using integrated marketing communica-
tions. Global Perspectives are presented throughout
the text in recognition of the increasing importance of
international marketing and the challenges of advertising
and promotion and the role they play in the marketing
programs of multinational marketers. Ethical Perspec-
tives focus attention on important social issues and
show how advertisers must take ethical considerations
into account when planning and implementing adver-
tising and promotional programs. IMC Technology
Perspectives focus on how changes and/or advances
in various areas are impacting the field of integrated
marketing communications.

Each chapter features beautiful four-color illustrations
showing examples from many of the most current and
best-integrated marketing communication campaigns
being used around the world. We have included more
than 350 advertisements and examples of numerous
other types of promotion, all of which were carefully
chosen to illustrate a particular idea, theory, or practi-
cal application. Please take time to read the opening
vignettes to each chapter, the IMC, Global, Ethical, and
IMC Technology Perspectives, and study the diverse ads
and illustrations. We think they will stimulate your inter-
est and relate to your daily life as a consumer and a
target of advertising and promotion.

TO THE INSTRUCTOR: A
TEXT THAT REFLECTS THE
CHANGES IN THE WORLD
OF ADVERTISING AND
PROMOTION

Our major goal in writing this edition of Advertising
and Promotion was to continue to provide you with
the most comprehensive and current text on the market
for teaching advertising and promotion from an IMC
perspective. This new edition focuses on the many

changes that are occurring in areas of marketing com-
munications and how they influence advertising and
promotional strategies and tactics. We have done this
by continuing with the integrated marketing commu-
nications perspective. More and more companies are
approaching advertising and promotion from an IMC
perspective, coordinating the various promotional mix
elements with other marketing activities that commu-
nicate with a firm’s customers. Many advertising agen-
cies are also developing expertise in direct marketing,
sales promotion, event sponsorship, the Internet, social
media, and other areas so that they can meet all their
clients’ integrated marketing communication needs—
and, of course, survive.

The text is built around an integrated marketing
communications planning model and recognizes the
importance of coordinating all of the promotional mix
elements to develop an effective communications pro-
gram. Although media advertising is often the most
visible part of a firm’s promotional program, attention
must also be given to direct marketing, sales promotion,
public relations, interactive media, and personal selling.

This text integrates theory with planning, manage-
ment, and strategy. To effectively plan, implement, and
evaluate IMC programs, one must understand the overall
marketing process, consumer behavior, and communica-
tions theory. We draw from the extensive research in
advertising, consumer behavior, communications, mar-
keting, sales promotion, and other fields to give students
a basis for understanding the marketing communications
process, how it influences consumer decision making,
and how to develop promotional strategies.

While this is an introductory text, we do treat each
topic in some depth. We believe the marketing and
advertising student of today needs a text that provides
more than just an introduction to terms and topics. The
book is positioned primarily for the introductory adver-
tising, marketing communications, or promotions course
as taught in the business/marketing curriculum. It can
also be used in journalism/communications courses that
take an integrated marketing communications perspec-
tive. Many schools also use the text at the graduate level.
In addition to its thorough coverage of advertising, this
text has chapters on sales promotion, direct market-
ing and marketing on the Internet, smart media, and
publicity/public relations. These chapters stress the inte-
gration of advertising with other promotional mix ele-
ments and the need to understand their role in the overall
marketing program.

ORGANIZATION OF THIS TEXT

This book is divided into seven major parts. In Part One
we examine the role of advertising and promotion in
marketing and introduce the concept of integrated
marketing communications. Chapter 1 provides an
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overview of advertising and promotion and its role in
modern marketing. The concept of IMC and the fac-
tors that have led to its growth are discussed. Each
of the promotional mix elements is defined, and an
IMC planning model shows the various steps in the
promotional planning process. This model provides
a framework for developing the integrated marketing
communications program and is followed throughout
the text. Chapter 2 examines the role of advertising
and promotion in the overall marketing program, with
attention to the various elements of the marketing mix
and how they interact with advertising and promotional
strategy. We have also included coverage of market
segmentation and positioning in this chapter so that
students can understand how these concepts fit into
the overall marketing programs as well as their role
in the development of an advertising and promotional
program.

In Part Two we cover the promotional program situ-
ation analysis. Chapter 3 describes how firms organize
for advertising and promotion and examines the role
of ad agencies and other firms that provide marketing
and promotional services. We discuss how ad agencies
are selected, evaluated, and compensated as well as the
changes occurring in the agency business. Attention is
also given to other types of marketing communication
organizations such as direct marketing, sales promotion,
and interactive agencies as well as public relations firms.
We also consider whether responsibility for integrating the
various communication functions lies with the client or
the agency. Chapter 4 covers the stages of the consumer
decision-making process and both the internal psychologi-
cal factors and the external factors that influence consumer
behavior. The focus of this chapter is on how advertisers
can use an understanding of buyer behavior to develop
effective advertising and other forms of promotion.

Part Three analyzes the communication process.
Chapter 5 examines various communication theories and
models of how consumers respond to advertising mes-
sages and other forms of marketing communications.
Chapter 6 provides a detailed discussion of source, mes-
sage, and channel factors.

In Part Four we consider how firms develop goals and
objectives for their integrated marketing communications
programs and determine how much money to spend try-
ing to achieve them. Chapter 7 stresses the importance of
knowing what to expect from advertising and promotion,
the differences between advertising and communication
objectives, characteristics of good objectives, and prob-
lems in setting objectives. We have also integrated the
discussion of various methods for determining and allo-
cating the promotional budget into this chapter. These
first four sections of the text provide students with a
solid background in the areas of marketing, consumer
behavior, communications, planning, objective setting,
and budgeting. This background lays the foundation for
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the next section, where we discuss the development of
the integrated marketing communications program.

Part Five examines the various promotional mix ele-
ments that form the basis of the integrated marketing
communications program. Chapter 8 discusses the plan-
ning and development of the creative strategy and adver-
tising campaign and examines the creative process. In
Chapter 9 we turn our attention to ways to execute the
creative strategy and some criteria for evaluating cre-
ative work. Chapters 10 through 13 cover media strat-
egy and planning and the various advertising media.
Chapter 10 introduces the key principles of media plan-
ning and strategy and examines how a media plan is
developed. Chapter 11 discusses the advantages and
disadvantages of the broadcast media (TV and radio)
as well as issues regarding the purchase of radio and
TV time and audience measurement. Chapter 12 consid-
ers the same issues for the print media (magazines and
newspapers). Chapter 13 examines the role of traditional
support media such as outdoor and transit advertising,
the Yellow Pages, and promotional products, as well
as the tremendous increase in the use of nontraditional
branded entertainment strategies such as product place-
ments and product integration.

In Chapters 14 through 17 we continue the IMC
emphasis by examining other promotional tools that are
used in the integrated marketing communications pro-
cess. Chapter 14 looks at direct marketing. This chapter
examines database marketing and the ways companies
communicate directly with target customers through vari-
ous media including direct mail, infomercials, and direct-
response TV commercials. Chapter 15 provides a detailed
discussion of marketers’ increasing use of interactive
media, including the Internet and wireless technologies
to market their products and services. We examine the
increasing use of blogs, mobile, paid search, and other
digital media strategies. We also give attention to how
the Internet is used to implement various IMC activities
including advertising, sales promotion, and even the sell-
ing of products and services. Chapter 16 examines the
area of sales promotion including both consumer-oriented
promotions and programs targeted to the trade (retailers,
wholesalers, and other intermediaries). Chapter 17 covers
the role of publicity and public relations in IMC as well
as corporate advertising. Basic issues regarding personal
selling and its role in promotion strategy are presented
in Chapter 21, which is available online in this edition.

Part Six of the text consists of Chapter 18, where we
discuss ways to measure the effectiveness of various ele-
ments of the integrated marketing communications pro-
gram, including methods for pretesting and posttesting
advertising messages and campaigns. In Part Seven we
turn our attention to special markets, topics, and per-
spectives that are becoming increasingly important in
contemporary marketing. In Chapter 19 we examine the
global marketplace and the role of advertising and other



promotional mix variables such as sales promotion, pub-
lic relations, and the Internet in international marketing.
The text concludes with a discussion of the social and
economic environments in which advertising and pro-
motion operate. Because advertising’s role in society is
constantly changing, our discussion would not be com-
plete without a look at the criticisms frequently levied,
so in Chapter 20 we consider the social, ethical, and
economic aspects of advertising and promotion.

CHAPTER FEATURES

The following features in each chapter enhance stu-
dents’ understanding of the material as well as their
reading enjoyment.

Learning Objectives

Learning objectives are provided at the beginning of
each chapter to identify the major areas and points
covered in the chapter and guide the learning effort.
We also indicate where specific learning objectives are
covered within the chapter and how the discussion ques-
tions are keyed to the objectives.

Chapter Opening Vignettes

Each chapter begins with a vignette that shows the
effective use of integrated marketing communications
by a company or ad agency or discusses an interest-
ing issue that is relevant to the chapter. These open-
ing vignettes are designed to draw the students into the
chapter by presenting an interesting example, develop-
ment, or issue that relates to the material covered in
the chapter. Companies, brands, and/or campaigns fea-
tured in the opening vignettes include Facebook’s social
ads, Red Bull’s use of participation marketing, Standard
Charted’s “Here for Good” brand awareness campaign,
Shangri-La’s concept of treating travelers like family in
their campaign entitled “It’s in our nature”, UNIQLO’s
use of social media, and more.

IMC Perspectives

These boxed items feature in-depth discussions of
interesting issues related to the chapter material and the
practical application of integrated marketing communi-
cations. Each chapter contains several of these insights
into the world of integrated marketing communications.
Some of the companies/brands whose IMC programs
are discussed in the IMC Perspectives include Hyundai,
Domino’s Pizza, GEICO, Google, Sun Microsystems,
ESPN, and Macy’s. Issues discussed in the IMC Per-
spectives include the challenges of building brands in
a recession, the changing role of account executives in
advertising agencies; the role of neuroscience in study-
ing the processing of advertising messages; changes in
the measurement of viewing audiences for television

commercials; how companies use the purchase funnel
to manage and guide their IMC programs; the use of
music to enhance the effectiveness of TV commercials;
theories on why infomercials are effective; efforts of
consumer groups to prevent marketers from sending
them unsolicited direct mail; and the debate over the
advertising practices of the food and beverage indus-
tries including proposals to impose a tax on soft drinks.

Global Perspectives

These boxed sidebars provide information similar to that
in the IMC Perspectives, with a focus on international
aspects of advertising and promotion. Some of the
companies/brands whose international advertising
programs are covered in the Global Perspectives
include Asics, Samsung, Procter & Gamble, and
PepsiCo. The Global Perspectives also discuss topics
such as the challenges of developing marketing
communication programs in China, the Cannes
International Advertising Awards, celebrities who
appear in commercials in Japan while protecting their
image in the United States, communication problems
in international advertising, the issue of whether the
country of origin for products is important to college
students, and developing IMC programs to reach
consumers in third-world countries.

Ethical Perspectives

These boxed items discuss the moral and/or ethical
issues regarding practices engaged in by marketers and
are also tied to the material presented in the particu-
lar chapter. Issues covered in the Ethical Perspectives
include subliminal advertising, the battle between tele-
vision networks and advertisers over tasteful advertis-
ing, whether advertisements should appear on the covers
of magazines, unethical practices by Internet market-
ers, problems regarding marketers’ use of rebates, and
controversies arising from the increase in advertising
of hard liquor on television, as well as the growth in
direct-to-consumer advertising of prescription drugs.

Technology Perspectives

These boxed items provide detailed discussions of how
changes and advances in technology are impacting the
practice of integrated marketing communications. Some
of the issues covered in the IMC Technology Perspec-
tives include the various ways developments related to
Web 2.0 are impacting IMC; how technology is chang-
ing the role of brand managers; the targeting of early
digital adopters by marketers of high tech products and
services; how many creative campaigns are now mov-
ing to the Internet through the use of online videos and
webisodes; the need for a creative revolution in online
marketing and advertising; how social media are being
used in various areas of IMC such as sales promotion and
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for user-generated content advertising and promotions;
and how marketers are using various tools provided by
Google such as the AdWords online search advertising
and AdSense contextual advertising programs.

Key Terms

Important terms are highlighted in boldface throughout
the text and listed at the end of each chapter with a
page reference. These terms help call students’ attention
to important ideas, concepts, and definitions and help
them review their learning progress.

Chapter Summaries

These synopses serve as a quick review of important
topics covered and a very helpful study guide.

Discussion Questions

Questions at the end of each chapter give students an
opportunity to test their understanding of the material
and to apply it. These questions can also serve as a
basis for class discussion or assignments. The discus-
sion questions are also keyed to the learning objectives
for the chapter.

Four-Color Visuals

Print ads, photoboards, and other examples appear
throughout the book. More than 400 ads, charts, graphs,
and other types of illustrations are included in the text.

CHANGES IN THIS GLOBAL
EDITION

We have made a number of changes in this edition to

make it more relevant, current, and interesting for inter-
national students of advertising.

= Updated Coverage of the Emerging Field

of Integrated Marketing Communications

This edition continues to place a strong emphasis

on studying advertising and promotion from an inte-

grated marketing communications perspective. We

examine contemporary perspectives of integrated

marketing communications that have been devel-

oped by those doing research and theory develop-

ment in the area. We also consider developments

that are impacting the way marketers communicate

with consumers, particularly through the use of

social media and viral techniques. Innovative social

media-based campaigns for Mountain Dew and the

Ford Fiesta, which rely heavily on user-generated

content, are featured, and attention is given through-

out this edition to ways marketers are utilizing

Facebook, Twitter, and other tools. New technolo-

gies such as digital video recorders and the conver-

gence of television, computers, mobile devices, and

the Internet are changing the way companies are

using advertising along with other marketing tools
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to communicate with their customers. In this new
edition we examine how these cutting-edge develop-
ments are impacting the IMC program of marketers.

Updated Chapter on the Internet and
Interactive Media This edition includes up-to-
date information on the Internet and other forms of
interactive media and how they are being used by
marketers. The Internet chapter has been revised
to reflect the impact of developments related to
Web 2.0 while updating information regarding
Web 1.0 from the last edition. We discuss the use
of various Web 2.0 tools that facilitate interactive
information sharing and collaboration including
social media (Twitter, Facebook, and LinkedIn)
and user generated content including videos (You-
Tube), blogs, and podcasts. Specific examples of
how companies are using these tools in their IMC
programs are provided. We discuss a number of
new Internet-based tools and strategies used by
marketers, including paid search, behavioral tar-
geting, RSS, and the use of social and consumer-
driven media. This chapter discusses the latest
developments in areas such as audience measure-
ment and methods for determining the effectiveness
of Internet advertising. Discussion of the emerging
role of the Internet as an important integrated mar-
keting communications tool and of the ways it is
being used by marketers is integrated throughout
this edition.

Technology Perspectives—New to This
Edition In this edition we are introducing a new
feature called IMC Technology Perspectives. These
boxed items are designed to focus attention on how
changes and advances in technology are impacting
the practice of integrated marketing communica-
tions. When the new millennium began, technol-
ogy was just beginning to impact the practice of
integrated marketing communications. The Internet
was still constrained by technological limitations
such as bandwidth problems, and most consum-
ers were accessing the Web via dial-up telephone
services such as AOL, NetZero, and EarthLink.
Search engines such as Google, Yahoo, and MSN
were in their infancy; products such as the Black-
berry and the iPod were just being launched; and
YouTube, Facebook, and Twitter did not even exist.
However, technology has advanced tremendously
in the past five years as there has been rapid pen-
etration in devices such as digital video recorders,
smartphones, and high definition TV sets. Most
consumers now have a third screen in their lives
in the form of some type of mobile device such as
a smartphone. As we enter the second decade of
the new millennium, electronic readers are becom-
ing part of the lives of many consumers and tra-
ditional media such as magazines and newspapers



are developing digital versions of their publications
which will include full-screen and full-color inter-
active advertising messages. For most marketers
social media tools such as Facebook and Twitter
have become a basic part of their IMC programs.
The purpose of the new technology perspectives is
to provide students with insight into how advances
in technology are impacting the strategy and imple-
mentation of IMC programs.

New Chapter Opening Vignettes All of the
chapter opening vignettes in this edition are new
and were chosen for their currency and relevance
to international students. They demonstrate how
various companies and advertising agencies use
advertising and other IMC tools. They also provide
interesting insights into some of the current trends
and developments that are taking place in the adver-
tising world.

New and Updated IMC Perspectives All
of the boxed items focusing on specific examples of
how companies and their communications agencies
are using integrated marketing communications
are new or updated, and they provide insight into
many of the most current and popular advertising
and promotional campaigns being used by market-
ers. The IMC Perspectives also address interest-
ing issues related to advertising, sales promotion,
direct marketing, marketing on the Internet, and
personal selling.

New and Updated Global and Ethical
Perspectives Nearly all of the boxed items
focusing on global and ethical issues of advertis-
ing and promotion are new; those retained from
the eighth edition have been updated. The Global
Perspectives examine the role of advertising and
other promotional areas in international markets.
The Ethical Perspectives discuss specific issues,
developments, and problems that call into ques-
tion the ethics of marketers and their decisions as
they develop and implement their advertising and
promotional programs.

Contemporary Examples The field of adver-
tising and promotion changes very rapidly, and we
continue to keep pace with it. Wherever possible
we updated the statistical information presented
in tables, charts, and figures throughout the text.
We reviewed the most current academic and trade
literature to ensure that this text reflects the most
current perspectives and theories on advertis-
ing, promotion, and the rapidly evolving area of
integrated marketing communications. We also
updated most of the examples and ads throughout
the book. Advertising and Promotion continues
to be the most contemporary text on the mar-
ket, offering students as timely a perspective as
possible.

SUPPORT MATERIAL

A high-quality package of instructional supplements
supports this edition. Nearly all of the supplements have
been developed by the authors to ensure their coordina-
tion with the text. We offer instructors a support pack-
age that facilitates the use of our text and enhances the
learning experience of the student.

Instructor’s Manual

The instructor’s manual is a valuable teaching resource
that includes learning objectives, chapter and lecture
outlines, answers to all end-of-chapter discussion
questions, and further insights and teaching suggestions.
Additional discussion questions are also presented
for each chapter. These questions can be used for
class discussion or as short-answer essay questions for
exams.

Manual of Tests

A test bank of more than 1,500 multiple-choice ques-
tions has been developed to accompany the text. The
questions provide thorough coverage of the chapter
material, including opening vignettes and IMC, Global,
Technology, and Ethical Perspectives.

Instructor CD-ROM

This exciting presentation CD-ROM allows the profes-
sor to customize a multimedia lecture with original
material from the supplements package. It includes
the Instructor’s Manual, PowerPoint presentations, test
bank, and computerized test bank.

Home Page

A home page on the Internet can be found at
www.mheducation.asia/olc/belch

It contains downloadable supplements for instructors
and a wealth of study tools for students.

TEGRITY CAMPUS:
LECTURES 24/7

%Gegrity campus

Tegrity Campus is a service that makes classtime avail-
able 24/7 by automatically capturing every lecture in
a searchable format for students to review when they
study and complete assignments. With a simple one-
click start-and-stop process, you capture all computer
screens and corresponding audio. Students can replay
any part of any class with easy-to-use browser-based
viewing on a PC or Mac.
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Educators know that the more students can see, hear,
and experience class resources, the better they learn. In
fact, studies prove it. With Tegrity Campus, students
quickly recall key moments by using Tegrity Campus’s
unique search feature. This search helps students effi-
ciently find what they need, when they need it, across
an entire semester of class recordings. Help turn all your
students’ study time into learning moments immediately
supported by your lecture.

Lecture Capture enables you to:

= Record and distribute your lecture with a click of
a button.

= Record and index PowerPoint® presentations and
anything shown on your computer so it is easily
searchable, frame by frame.

= Offer access to lectures anytime and anywhere by
computer, iPod, or mobile device.

= [ncrease intent listening and class participation by
easing students’ concerns about note taking. Lec-
ture Capture will make it more likely you will see
students’ faces, not the tops of their heads.

To learn more about Tegrity watch a 2-minute Flash
demo at http://tegritycampus.mhhe.com.

ASSURANCE OF LEARNING
READY

Many educational institutions today are focused on
the notion of assurance of learning, an important ele-
ment of some accreditation standards. Advertising and
Promotion: An Integrated Marketing Communications
Perspective is designed specifically to support your
assurance of learning initiatives with a simple, yet pow-
erful solution.

Each test bank question for Advertising and
Promotion: An Integrated Marketing Communications
Perspective maps to a specific chapter learning
outcome/objective listed in the text. You can use our
test bank software, EZ Test and EZ Test Online, to
easily query for the learning outcomes/objectives that
directly relate to the learning objectives for your course.
You can then use the reporting features of EZ Test to
aggregate student results in a similar fashion, making
the collection and presentation of assurance of learning
data simple and easy.

AACSB Statement

The McGraw-Hill Companies is a proud corporate
member of AACSB International. Understanding
the importance and value of AACSB accreditation,
Advertising and Promotion: An Integrated Marketing
Communications Perspective, 9e, recognizes the
curricula guidelines detailed in the AACSB standards
for business accreditation by connecting selected
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questions (in the text and/or the test bank) to the six
general knowledge and skill guidelines in the AACSB
standards.

The statements contained in Advertising and
Promotion: An Integrated Marketing Communications
Perspective, 9e, are provided only as a guide for the
users of this textbook. The AACSB leaves content
coverage and assessment within the purview of
individual schools, the mission of the school, and
the faculty. While Advertising and Promotion: An
Integrated Marketing Communications Perspective, e,
and the teaching package make no claim of any specific
AACSB qualification or evaluation, we have within
Advertising and Promotion: An Integrated Marketing
Communications Perspective, 9e, labeled selected
questions according to the six general knowledge and
skills areas.

MCGRAW-HILL CUSTOMER
CARE CONTACT
INFORMATION

At McGraw-Hill, we understand that getting the most
from new technology can be challenging. That’s why
our services don’t stop after you purchase our products.
You can e-mail our Product Specialists 24 hours a
day to get product-training online. Or you can search
our knowledge bank of Frequently Asked Questions
on our support website. For Customer Support, call
800-331-5094, e-mail hmsupport@mecgraw-hill.com,
or visit www.mhhe.com/support. One of our Technical
Support Analysts will be able to assist you in a timely
fashion.

e ClRate

Craft your teaching resources to match the way you
teach! With McGraw-Hill Create, www.mcgrawhillcreate
.com, you can easily rearrange chapters, combine material
from other content sources, and quickly upload content
you have written like your course syllabus or teaching
notes. Find the content you need in Create by searching
through thousands of leading McGraw-Hill textbooks.
Arrange your book to fit your teaching style. Create
even allows you to personalize your book’s appearance
by selecting the cover and adding your name, school,
and course information. Order a Create book and you’ll
receive a complimentary print review copy in three to
five business days or a complimentary electronic review
copy (eComp) via e-mail in about one hour. Go to www.
mcgrawhillcreate.com today and register. Experience
how McGraw-Hill Create empowers you to teach your
students your way.



MCGRAW-HILL HIGHER
EDUCATION AND
BLACKBOARD HAVE TEAMED
UP WHAT DOES THIS MEAN
FOR YOU?

1. Your life, simplified. Now you and your students
can access McGraw-Hill’s Create™ right from
within your Blackboard course—all with one
single sign-on. Say goodbye to the days of logging
in to multiple applications.

2. Deep integration of content and tools. Not
only do you get single sign-on with Create™, you
also get deep integration of McGraw-Hill content
and content engines right in Blackboard. When
choosing a book for your course, all the tools you
need are right where you want them—inside of
Blackboard.

3. A solution for everyone. Whether your
institution is already using Blackboard or you just
want to try Blackboard on your own, we have a
solution for you. McGraw-Hill and Blackboard
can now offer you easy access to industry leading
technology and content, whether your campus
hosts it, or we do. Be sure to ask your local
McGraw-Hill representative for details.
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WALKTHROUGH PREFACE

Your guide through the exciting world

Why It's a Powerful Learning Tool

The ninth edition continues to provide you with the most comprehensive and
current text on the market in the area of advertising and promotion from an
integrated marketing communications perspective. The following features in
each chapter enhance students’ understanding of the material as well as their
reading enjoyment.

CHAPTER OPENERS

Learning Objectives are provided at the beginning of each chapter to identify
the major areas and points covered in the chapter and guide the learning effort.
Each chapter also begins with a Chapter Opening Vignette that shows the effec-
tive use of integrated marketing communications by a company or ad agency
or discusses an
interesting issue
that is relevant
to the chapter.
Some of the com-
panies profiled
in the opening
vignettes include
Facebook, Emir-
ates Airline, “°“‘“

Red Bull, IKEA,

UNIQLO, and B
HSBC ons ofspecalized matketing commurictions

and Promotion: The Role
of Ad Agencies and Other
Marketing Communication
Organizations

3 Organizing for Advertising

RED BULL'S WINGS: BEYOND ADVERTISING

“No_other product has failed this c:
it the




of advertising and promotion.
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EXHIBIT 2-15
Konls positions s brand a5
heving good value for the.
right price

e Many advertising practitioners consider market posi-

tioning the most important factor i establishin a brand
in the marketplace. David Aaker and John Myer

that the term position has been used (o indicate the
brand's or product’s image in the marketplace.” Jack
“Trout and Al Ris suggest that this brand image must
cantrast with those of compeitors. They today’s
marketplace, the competitors image is just as important
a5 your own. Sometimes more important”™? Jack Trout
notes that a good branding sirategy cannot exist without

positioning. Trout further sates that branding is about the process of buikding @
brand, while positioning i about putting that brand in the mind of the consumer”
“Thus, positioning, 25 used in this text, relates (o the image of the product and or
o competing products or brands. The position of the product or brand
i the key factor in communicating the benefis it offers and differentiating it from
the competitin. Let us now turn to strategies marketers use (o positon a product.

OSITIONING STRATEGY

A number of positioning stratcgies might be employed in developing a promotional
e and J. Gary Shansby discuss six such sratcgics: positioning

by productattributes, pricciqualit, use, product clas, users, and competitor Aaker
and Myers add one more approach, positioning by cultural symbols.

Positioning by Product Attributes and Benefits A common ipproich (© po-
sitioning is seting the brand apart from compettors on the basis of the specific

characteristics or benefits offered. Sometimes  product
may be positioned on more than one product benefi.
Marketers atempt 10 identify salient attributes (those
that are important to consumers and are the basis for
making a purchase decision). For example, when Apple
first introduced its computes, the key benefit stressed
Was ease of use—an effective strategy, given the com-
plexity of computers in the market at that time. More re-
cently. there have been a number of new water products
that enhance hydration, help the body to exert physical
power, increase immunities, and so on. Sobe Lifewater
also offers vitamin enhanced water (Exhibit 2-14)

Positioning by Price/Quality Marketers often usc
pricelquality characteistis to position thei brands. One
way they do this is with ads that refeet the image of
a high-quality brand where cost, while not irrelevant,
i considered secondary 1o the quality benefts derived
from using the brand. Premium brands postioned at the
high end of the market use this spproach o positioning.

‘Another way 1o use pricelquality characteristics for
| posiioning is to focus on the quality or value offered
& brand at 4 very competiive price. For example,
Kohl's takes the position of  family oriented speciality
store offering good value (Exhibit 2-15). Remember that
although price is an important consideration, the product
quality must be comparable t0,or even better than, com-
peting brands for the positioning strategy to be effective.

Chapter 2 THE ROLE OF IMC IN THE MARKETING PROCESS 55

FIGURE 4-11
Extornal Influences on
Consumer Behavior

as perception, formation of beliefs about brands, atiitude development and change,
important for many.

CHAPTER PEDAGOGY

Four-Color Visuals throughout the book consist of
photoboards, commercial shots, charts, graphs, and over
400 print ads. Key Terms are highlighted in boldface
throughout the text and listed at the end of each chapter
with a page reference. Chapter Summaries serve as
a quick review of important topics covered and as a
study guide. Discussion Questions tagged to learning
objectives at the end of each chapter give students an
opportunity to test their understanding of the material
and to apply it. These questions can also serve as a basis
for class discussion or assignments.

.

of purchases. The subprocesses examined during our discussion of the five-

{arget markets, There are severalbases for

¥ ¥aLavHD.

Ket and various ways o position  product

“Thus all product strtegies, priing siategics

d disributon

it

- choices must objective

1o provide an integrated marketing communicarions perspe-

i other murketin:
imix decisions to sccomplih this goal

pae i
market sogments p 44 80-20 rulo p 53
market opportunities p. 44

b5 sm .
brand identiy p 60

benefit segmenttion o 53 brand equity .60

E

s
target marketing p. 7

diffarentsted marketing . 55
P55

s
direct channels . 62
@

p.48
geographic sagmentation p 45 positioning 55

demographic segmentation p. 51 calont attrbutes . 56

psychographic segmentation p. 51 repositioning . 56

.
promotional push strategy p. 62
trade advertising p 62
promotional pul strategy p. 63

1. Discuss the role tha inegrated marketing communi-
cations plays in creating a brand image. How do media
contribute 0 the development of these images? (LOT)
Choose a company and discuss how it communicates.
with its customers in diffeent marke segments. (LO4)
3. Discuss the strategy of market segmentation, and
Some of the reasons marketers are employing such tech-
niques. Ate there any ethical issues involved in this sirat-
c2y? (LO4)
4. Marketing straegies are placing more and more effort

on target. marketing. What is targel marketing? Give 9.

examples of companies currenly employing this sirategy.

uss the difference between demographic and
caphic segmentation. Give examples of compa-

g

6. The lead-in to this chapter discussed Enirates Air-
line’s successful market stategy. What factors have led to
the success of this company? (LOT)

eters continue 1o increase their marketing
efforts to the Hispanic market, while at the same time.

evidence suggests that younger Hispanies are becom-
ing more integrated into the mainsiream. What are the
implications of these acculturation issues for the future
of marketing? (LO3)

As noted, packages are now becoming communica-
tions toals, serving as advertsing vehicles. At the same

sanging the other marketing-mix cle-
scuss e being used to
stribution strategies as well as promo-
tional strategies. (LO2)

‘A number of companies were mentioned 35 having
recenly undergone reposiioning strategies. Cite addic
tonal examples of brands that been repo-
sitioned in tecent years. Discuss the pros and cons of
these effors. (LOS)

Many brands have made lite of no changes to their
packages over the years. Arm & Hammer Baking Soda
is one such company. Provide a lst of some companies
that have held their packaging and brand logos consistent
over the years. Discuss some of the pros and cons of his
strategy. (L02)
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REAL LIFE EXAMPLES

The authors have used many
sources to find practical
examples to use throughout
the text. In addition to the
integration of the strategy and
rationale behind the ads and
other types of promotion that
are used for current examples
of industry practice, there are
special in-depth discussions
highlighted in boxed sections.
IMC Perspectives present
in-depth discussion of particu-
lar issues related to the chapter
material and show how compa-
nies are using integrated mar-
keting communications. Global
Perspectives are presented
throughout the text in recogni-
tion of the increasing impor-
tance of international marketing
and the challenges of advertis-
ing and promotion and the roles
they play in the marketing pro-
grams of multinational market-
ers. Ethical Perspectives focus
attention on important social
issues and show how advertisers
must take ethical considerations
into account when planning and
implementing advertising and
promotional programs. IMC
Technology Perspectives pro-
vide a detailed discussion of
how changes and advances in
technology are impacting the
practice of integrated marketing
communications.

IMC Perspective 2-2 > > >
Repositioning MTV—The End of an Era

THEHILLS

DEVELOPING THE MARKETING PLANNING PROGRAM

et of the mrketing atesy nd sclection of 3 tarset markews 6l

55 Chapter 2 THE FOLE OF IVC I T- High Tech Marketers Target Early Digital Adopters.
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This Global Edition has been developed specifically to meet the needs of
international students of advertising. In additicn to updated coverage of the
emerging field of Integrated Marketing Communications (IMC), the use of
contemporary examples, and an updated chapter on the Internet and Interactive
Media, material has been added tc make the content more relevant and to improve
learning outcomes for the international student. Enhancements to the Global
Edition include the following: (1) New chapter openers that reflect recent topics in
the news and popular global advertising strategies including Facebook's approach to
advertising, UNIQLO's use of social media, and Standard Chartered Bank's “Here
for Good” brand awareness campaign; (2} Revised IMC, Diversity, and Ethical
Perspectives boxed examples throughout the text featuring global companies’
responses to advertising challenges; and (3) Intreduction of new IMC Technology
Perspective boxed examples which highlight the impact that advances in technology
—including the emergence of smartphones, electronic readers, and digital and
social media tools such as Twitter—have on the strategy and implementation of IMC
programs.
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FOR INSTRUCTORS

The resources available online for instructors include downloadable versions of
the Instructor’s Manual, PowerPoint Presentations, Cases and case teaching notes.

FOR STUDENTS

A wealth of study tools is available for students at the site including self-assessing
quizzes, PowerPoint Presentations, and an online Campaign Planner.






