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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 1o either practice or study. However,
they will also tell you that the field is undergoing
dramatic transformations that are changing the ways
marketers c i with s 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, that want a larger share of the
billions of dollars companies spend each year promot-
ing their products and services; consumers who have
changed the ways they respond to traditional forms of
advertising; new media and new technologies that are
reshaping the ways marketers communicate with con-
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interactive information sharing and collaboration and
bilateral, as opposed to unilateral, communication. Web
2.0 developments mean that digital users are no longer
limited to the passive viewing of information and can
interact with one another as well as companies and/
or organizations. These applications have led to the
development of social networking sites, video shar-
ing sites, blogs, and online communities which have
all experienced explosive growth. A little more than
u decade ago Facebook, Twitter, YouTube, Instagram,
and LinkedIn did not even exist. Facebook now has
more than 1.6 billion users around the world, Twitter
boasts over 300 million, and nearly 5 billion videos are
viewed each day on YouTube, including many of the TV
commercials and other promotional videos created by
marketers. Nearly all panies or organizations have
a Facebook, Instagram, and Twitter page that they use
to keep in constant contact with their customers while
many marketers are also beginning to use Snapchat to
reach younger consumers. These tools, along with other
types of social media, have become an integral part of
most marketers’ marketing communications 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 marketing communica-
tions 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

sumers. We are experiencing perhaps the most dy
and revolutionary changes of any era in the history of
marketing, as well as advertising and promotion. These
changes are being driven by advances in technology
and developments that have led to the rapid growth of
communications through digital media, particularly the
Internet, social media, and mobile devices.
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 1o
communicate with their target audiences, They recog-
nize there are numerous ways o reach their current and
prospective customers and bring them into contact with
their products and services, Many marketers view digi-
tal ads us a more cost-effective way to reach specific
target markets and measure the results of their market-
ing efforts, Major changes are taking place in the way
marketers are using the Internet for marketing com-
munications, including new applications that facilitae

g l-i magazines, and some sales promotion
support such as coupons or premium offers. However,
in today's world there are a myriad of media outlets—
print, radio, cable and satellite TV, and mobile to
mention a few peting for ' attenti
Marketers are looking beyond traditional media to find
new and better ways to communicate with their custom-
ers because they no longer accept on faith the value
of conventional advertising placed in traditional media,
Major marketers have moved away from a reliance just
on mass-media advertising and are spending more of
their marketing communications budgets in specialized
media that target specific markets, Companies are also
spending more of their monies in other ways such as
event marketing, sponsorships, cause-related promo-
tions, 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
wiy they icate with e 5. They know

Preface wil
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they are operating in an environment where advertis-
ing messages are everywhere, consumers channel-surf
past most TV commercials, 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 cul-
ture and embedded into movies and TV shows or made
into their own form of entertainment. Many experts
argue that “branded content” is the wave of the future,
and there is a growing movement to reinvent advertis-
ing and other forms of marketing communication to
be more akin to entertainment. Companies are using
branded entertainment as a way of reaching consum-
ers by creating short films that can be viewed online,
arranging product placements, and integrating their
brands into movies and television shows W promote
their products and services.

A number of factors are impacting the way market-
Brs cc i with « 5. 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
targeted and are often retargeted to specific audi-
ences over the Internet. Retailers have become larger
and more powerful, forcing marketers to shift money
from advertising budgets (o sales promotion, Market-
ers often expect their promotional dollars to generate
immediate sales and are d ding more ac bil
ity from their agencies. The digital revolution is in full
force, and new ways lo cc icate with ¢ 5
are ly being developed, Many companies are
coordinating all their communications efforts so that
they can send cohesive messages to their customers.
Some companies are building brands with little or no
use of traditional media advertising, relying instead
on digital and social media. Many advertising agen-
cies have acquired, started, or become affiliated with
sales promotion, direct-marketing, interactive agencies,
and public relations companies to better serve their cli-
ents' 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 introduces students to this fast-changing
field of marketing communications. While advertising
is its primary focus, it is more than just an introduc-
tory advertising text because there is more to most
organizations’ promotional programs than just adver-
tising. As marketers now have changed the mix of
traditional media and new media in their communica-
tions strategies, the focus of this text has changed as
well, placing additional emphasis on new media. The
changes discussed previously are leading marketers
and their agencies to approach advertising and pro-
motion from an integrated marketing communications

wiil Preface
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(IMC) perspective, which calls for a “big picture”
approach to planning marketing and promotion pro-
grams and coordinating the various communication
functions, To understand the role of advertising and
P ion in today’s busi world, one must recog-
nize how a firm can use all the promotional tools to
communicate with its customers. The eleventh edition
of this text has addressed this issue, and more than
any previous edition now offers & much broader IMC
perspective.

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, digital/social media, 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 marketing communication agencies
that existed a few years ago. If you work on the cli-
ent side of the business, you will find that the way
clients approach advertising and promotion is chang-
ing dramatically.

Today's student is expected to understand all the
major marketing communication tools: advertising,
direct marketing, sales promotion, public relations, per-
sonal selling, and of course the Internet and the rapidly
growing areas of social media and mobile marketing.
You will also be expected to know how to research
and evaluate a company's marketing and promotional
situation and how to use various tools to develop effec-
tive communication strategies and programs. Marketers
are also giving more attention (o the determination of
return on investment (ROI) of various IMC tools as well
as the challenges they face in making this evaluation.
This book will help prepare you for these challenges.

As professors we were, of course, once students
ourselves. In many ways we are perpetual students
as we are constantly striving to learn more about the
constantly changing field of IMC. We share many
of your interests and concerns and are often excited
(and bored) by the same things. Having taught in the
advertising and promotion area for a combined 80-plus
years, we have developed an understanding of what
makes @ 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 1o incorporate the good things and minimize
those we felt were of little use. We have tried not
overburden you with definitions, although we do call
out those that are especially important to your under-
standing of the material.
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We also remember that as students we were not
always excited about theory. But to fully understand
how integrated marketing communications works, it is
necessary o establish some theoretical basis, The more
you understand about how things are supposed 1o 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 1 use this in the real world? In response we provide
numerous examples of how the various theories and
concepts in the text can be used in practice. A par-
ticular 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 Adver-
tising Age, Adweek, The Wall Street Journal, Bloom-
berg Busingssweek, The Evonomist, Fortune, Forbes,
Sules & Marketing Management, Fast Company, and
numerous online sites such as eMarketer, Mashable,
MediaPost.com, ClickZ News, and many, many more
te find practical 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
esample of an advertising or promotional campaign
or other interesting insights. Every chapter also con-
tains several IMC Perspectives that present in-depth
dscussions of particular issues related to the chapter
material and show how companies are using integrated
marketing communications. Global Perspectives are
presented throughout the text in recognition of the
ircreasing importance of international marketing and
the challenges of advertising and promotion and the
role they play in the marketing programs of multina-
tiznal marketers. Ethical Perspectives focus attention
o important social issues and show how advertisers
nust take ethical considerations into account when
panning and impl ing advertising and promo-
tonal programs. Digital and Social Media Perspec-
tives focus on how changes and/or advances in the use
o' social media are impacting the field of integrated
narketing communications,

Each chapter features beautiful four-color illustra-
tims showing examples from many of the most curreni
md best-integrated marketing communication cam-
puigns being used around the world. We have included
nore than 350 advertisements and examples of numer-
o1s other types of promotion, all of which were care-
filly chosen w illustrate a particular concep, theory, or
practical application. Please take time 1w read the open-
ing vignettes o each chapter, the IMC, Global, Ethical,
md Digital and Social Media Perspectives, and study
the diverse ads and illustrations. We think they will
simulate your interest and relate 1o your daily life as
aconsumer and o target of advertising and promaotion,
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TO THE INSTRUCTOR: A

TEXT THAT REFLECTS THE
CHANGES IN THE WORLD OF
ADVERTISING AND PROMOTION

Our major goal in writing the eleventh edition of Adver-
tising and Pr ion was o conti 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. Most companies now approach
advertising and promotion from an IMC perspective,
coordinating the various promotional-mix el

with other marketing activities that communicate with
a firm's customers, Many advertising agencies are also
developing expertise in direct marketing, sales promo-
tion, event sponsorship, the Internet, social media, and
mobile and other areas so that they can meet all their
clients’ integrated marketing communications needs—
and, of course, survive.

The book is built around an integrated marketing
e ications planning model and recognizes the
importance of coordinating all of the promotional-mix
elements to develop an effective communications pro-
gram. Although traditional and new media advertising
is often the most visible part of a firm's promotional
program, attention must also be given to direct market-
ing, sales promotion, public relations, support media,
and personal selling. The text also integrates theory
with practice. To effectively plan, implement, and eval-
uate IMC programs, one must understand the overall
marketing process, consumer behavior, and communi-
cations theory. We draw from the extensive research
in advertising, consumer behavior, communications,
marketing, sales promotion, and other fields to give
students a basis for understanding the marketing com-
munications process, how it influences consumer deci-
sion making, and how to develop promotional strategies.

While this is an introductory text, we do treal each
topic in some depth., We believe the marketing and
advertising student of today needs a text that provides
more than just an introduction (o terms and topics.
The book is positioned primarily for the introductory
advertising, marketing communications, or promotions
course as tuught in the business/marketing curriculum,
It can also be used in journalism/communications
courses that take an integrated marketing communi-
cations perspective, Many schools ulso use the text at
the graduate level, In addition to its thorough coverage
ol advertising, this text has chapters on sales promo-
ton, direct marketing, the Internet including sociul
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