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Rnspundmg to a Dynamic World

The field of marketing communications is ever-changing. Brand managers contin-
ually attempt to gain advantage over competitors and endeavor to achieve larger
market shares and profits for the brands they manage. Marketing communica-
tions, or marcom, is just one element of the marketing mix, but advertising, promo-
tions, marketing-oriented public relations, and other marcom tools perform
increasingly important roles in firms’ quests to achieve financial and nonfinancial
goals. Marcom practitioners are confronted with the rising costs of placing ads in
traditional advertising media (television, magazines, and so on) and are aggra-
vated by the ever-growing clutter when advertising in these media. For these rea-
sons, advertising and promotion budgets are beginning to shift away from
traditional media and toward the Internet, which in recent years has become an
important advertising medium both as a means of accessing difficult-to-reach
groups (such as college-age consumers) and in providing numerous options for
presenting advertising messages and promotional offers to these groups.

Marketing communicators realize now more than ever that their advertising,
promotion, and other marcom investments must be held financially accountable.
Companies continually seek more effective ways of communicating effectively
and efficiently with their targeted audiences. Marketing communicators are chal-
lenged to use communication methods that will break through the clutter, reach
audiences with interesting and persuasive messages that enhance brand equity
and drive sales, and assure that marcom investments yield an adequate return on
investment. In meeting these challenges, companies increasingly embrace a strat-
egy of integrated marketing communications whereby all marcom elements must
be held accountable for delivering consistent messages and influencing action.

th:us of the Text

Whether a student is taking this course to learn more about the dynamic nature of
this field or to make a career in advertising, promotions, or some other aspect
of marketing, Integrated Marketing Communications in Advertising and Promotion
will provide him or her with a contemporary view of the role and importance of
marketing communications. The text emphasizes the role of integrated marketing

XV



Preface

communications (IMC) in enhancing the equity of brands and provides thorough
coverage of all aspects of an IMC program: advertising, promotions, packaging
and branding strategies, point-of-purchase communications, marketing-oriented
public relations, word-of-mouth buzz creation, and event- and cause-oriented
sponsorships. These topics are made even more accessible in this edition through
expanded use of examples and applications. Appropriate academic theories and
concepts are covered in the text to provide formal structure to the illustrations and
examples.

Integrated Marketing Communications in Advertising and Promotion is intended
for use in undergraduate or graduate courses in marketing communications,
advertising, promotion strategy, promotion management, or other courses with
similar concentrations. Professors and students should find this book substantive
but highly readable, eminently current but also appreciative of the evolution of
the field. Above all, marketing communications practice in its varied forms is
blended with research and theory. Throughout its previous six editions, this book
has always attempted to balance its coverage by examining marketing communi-
cations from both the consumer’s and marketer’s vantage points. This edition,
however, represents a slight shift of emphasis to focus more than ever on manage-
rial aspects of marketing communications. Business-to-business (B2B) oriented
marketing communications also receives greater attention in this edition than
before.

Changes and Improvements
in the Seventh Edition

The seventh edition of Integrated Marketing Communications in Advertising and
Promotion reflects many changes beyond those described so far. The entire text-
book has been thoroughly updated and reflects the following emphasis:

* The text provides state-of-the-art coverage of major academic literature and
practitioner writings on all aspects of marketing communications. These writ-
ings are presented at an accessible level to students and illustrated with copi-
ous examples and special inserts—Marcom Challenge vignettes, IMC Focus
boxes, and Global Focus inserts.

* Marcom Challenge—Each chapter opens with a factual anecdote that corre-
sponds with the thematic coverage of the chapter and serves to pique stu-
dents’ interest and illustrate the type of material to follow.

® IMC Focus—These features have been updated to further illustrate key
IMC concepts within each chapter by using real-company situations that
showcase how various aspects of marketing communications are put into
practice.

* Global Focus—These updated boxed features enhance the text’s global per-
spective and spotlight the international application of marcom principles.

* The text retains the same number of chapters (20) as in the sixth edition, but
some chapters have been substantially rewritten or rearranged to reflect a
more logical progression of material covered. The following updates and
improvements are reflected in this new edition:

* Chapter 1 expands its coverage of IMC fundamentals and also provides a
model of the marcom process that makes a useful framework for comprehend-
ing the strategic and tactical aspects of marketing communications.

* Marcom’s role in enhancing brand equity and influencing behavior receives
expanded coverage in Chapter 2. The most important addition to this chapter
is increased emphasis on achieving marcom accountability, including discus-
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sion of return on marketing investment and efforts to measure marcom effec-
tiveness.

In view of the growing importance of ethical issues, Chapter 3 provides in-
depth coverage of ethical issues in marketing communications along with
marcom-related regulatory and environmental issues. This chapter is moved
front and center in this edition to better stress its importance.

Chapters 4 through 6 focus on the fundamental marcom decisions that are
based on the marcom-process model introduced in Chapter 1. These chapters
include detailed coverage of marcom targeting (Chapter 4), positioning
(Chapter 5), and objective setting and budgeting (Chapter 6). Chapter 4
includes a thorough update of demographic facts and figures, Chapter 5 inte-
grates the coverage of positioning with fundamentals of consumer behavior
and the concept of meaning creation, and Chapter 6 augments discussion of
marcom budgeting.

Chapter 7 combines material previously covered in two chapters that discusses
marcom'’s role in facilitating product adoption and the importance of brand
naming and packaging.

Chapter 8 is a new and unique chapter that explores the role of on- and off-
premises signage, out-of-home advertising, and point-of-purchase communi-
cations—all of which generally are neglected or receive minimal coverage in
most advertising and marcom texts.

In its overview of advertising management, Chapter 9 examines the role of
messages, media, and measurement. Added coverage is given to the relation
between share of voice and share of market and the role of advertising elasticity.
Chapter 10 lays out the fundamentals and importance of advertising creativity,
and Chapter 11 then deals with the message and endorser factors that influ-
ence message processors’ motivation, opportunity, and ability to process ad
messages.

Expanded and improved coverage of measures of advertising effectiveness is
the focus of Chapter 12.

Chapter 13 provides detailed treatment of media planning and analysis.
Importantly, this chapter is presented before coverage of specific advertising
media, whereas in previous editions it was presented after that coverage. By
presenting the media planning and analysis material first, it is possible to
employ a common set of concepts, terms, and metrics in describing the specific
media covered in the chapters that follow.

Chapters 14 (traditional ad media), 15 (Internet advertising), and 16 (other ad
media) offer in-depth coverage of all forms of advertising media. The material
is thoroughly updated with numerous applications and illustrations.
Coverage of Internet advertising (Chapter 15) is greatly expanded and
updated in view of the profound changes that have transpired since the previ-
ous edition. This new chapter is especially current in its treatment of search
engine advertising, wireless forms of Internet advertising, and the role of
blogs and podcasts.

Chapter 16 expands its coverage of other forms of ad media, including mate-
rial related to direct mail and database marketing, videogame advertising
(adver-gaming), brand placements in movies and TV programs, and cinema
advertising.

Chapter 17 introduces sales promotions and covers trade-oriented promotions
in detail. However, the treatment of trade promotions is scaled back in com-
parison to the previous edition as it looks primarily at the most important and
troubling form of trade promotion: trade allowances.

Chapters 18 and 19 deal with consumer-oriented forms of sales promotions.
Whereas all forms of consumer-oriented promotions were covered in a single
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chapter in the previous edition, these topics are included as two separate chap-
ters in the seventh edition. Chapter 18 covers only sampling and couponing,
and Chapter 19 examines all remaining forms of consumer promotions.
Chapter 20 provides updated coverage of marketing-oriented public relations
along with event- and cause-oriented sponsorships.

A Premier Instructional Resource
Package

The resource package provided with Integrated Marketing Communications in
Advertising and Promotion, seventh edition, is specifically designed to meet the
needs of instructors by providing an array of high-quality items to bring a con-
temporary, real-world feel to the study of advertising, promotion, and integrated
marketing communications. Go to http://aise.swlearning.com to find the following
instructor’s support materials:

Instructor’s Manual. This comprehensive and valuable teaching aid includes a
list of chapter objectives, chapter summaries, detailed chapter outlines, teach-
ing tips, and answers to discussion questions. The Instructor’s Manual for this
edition is revised by Laurie A. Babin of the University of Southern Mississippi.
Test Bank. The Test Bank, also revised by Laurie A. Babin, provides testing
items for instructors’ reference and use. It has been thoroughly revised and
contains over 1,500 multiple-choice, true/false, and essay questions in varying
levels of difficulty, and is available in both Microsoft Word and ExamView.
ExamView™ Testing Software. ExamView is a computerized testing program
that contains all of the questions in the printed test bank. ExamView™ Testing
Software is an easy-to-use test creation software compatible with Microsoft
Windows. Instructors can add or edit questions, instructions, and answers,
and select questions by previewing them onscreen; select them randomly, or
select them by number. Instructors can also create and administer quizzes
online, whether over the Internet, a local area network (LAN), or a wide area
network (WAN).

PowerPoint Presentation. This edition includes an updated and improved
PowerPoint presentation for class lectures.
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