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Preface

This book had its beginning in the fall of 1961 when Jim Engel, then an
assistant professor of marketing at The University of Michigan, was assigned
to teach the promotion course. Available texts proved to be unsatisfactory,
thus leading him to contact his graduate school mentor, Hugh Wales, at the
University of Illinois. Both agreed to try their hand at an innovative approach
which would focus on the entire promotion mix, not just advertising, and
build from a solid behavioral foundation.

As they prepared preliminary outlines, they realized that another person
was needed to shore up the material on sales management and reseller strat-
egies. The logical candidate was Marty Warshaw, Jim Engel’s colleague at
Michigan. And so the book was launched. Hugh Wales retired after the third
edition, and another Michigan colleague, Tom Kinnear, joined the team.

Our purposes have changed little since the first edition. Our basic con-
viction is that advertising, sales promotion, personal selling, direct market-
ing, public relations and publicity, and corporate advertising are all com-
ponent parts of one integrated promotional mix. There is no way that an
individual activity, say advertising, can be managed without fully consider-
ing these strategic interrelationships.

We are also convinced that marketing strategy must be grounded in
realistic research that clearly documents the opportunities and problems to
be faced. This requires knowledge of consumer motivation and behavior,
the competitive climate, the legal climate, and so on. While this is not a
book on research per se, it will help students identify and glean the infor-
mation needed and teach them how to think strategically once it is in hand.

Since the outset we have provided the reader a thorough grounding in
consumer behavior. Initially we felt, with justification, that few students
would have course work in that field. Hence, we tried as much as we could
to include a summary of Engel, Kollat, and Blackwell, Consumer Behavior
(now Engel, Blackwell, and Miniard, Consumer Behavior, 6th ed). We now
are aware that most readers have had a basic exposure to consumer behav-
ior, so in this edition we concentrate on stressing its unique implications for
promotional strategy. Our coverage of consumer behavior remains exten-
sive, however, and is foundational to everything else.

We also have always written from the perspective of those who must
conceive and execute promotional strategy. Our intent is to mold and shape
effective strategic thinking rather than to provide cookbook lists of answers.
We avoid simple answers to problems that defy rule-of-thumb solutions. We
make no attempt to imply certainty when it does not exist in the real world.

Finally, our goal—and our greatest challenge over the years—has been
to make this book both theoretically sound and highly practical. As we have
gained experience ourselves both in teaching and in practical marketing
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strategy, our perspectives understandably have become modified. Certainly
a comparison of this edition with the 1967 version would reveal a marked
shift toward consistent use of the criterion, what does this all mean on the
firing line?

Some schools still retain separate courses in advertising and sales
management. Although we take an integrated approach, our material is
readily adaptable to a more limited course in advertising by skipping the
sections that do not directly apply. We strongly recommend the broader
integrated approach, however, because of the trend in that direction in
business practice.

Long-time users will quickly see that we have retained our traditional
focus which has given this text a leading position in the field. But, this is an
altogether new book throughout. The following are the greatest changes:

1. Professors and students alike consistently tell us to provide even
more examples and illustrations. This we have done in every chapter.
It makes for much more interesting and relevant reading.

2. We have been urged never to sacrifice our unique grounding in
consumer behavior, and certainly we have not done so. But, as noted
earlier, the behavioral material is slanted much more specifically
toward promotional applications.

3. We have greatly expanded the chapter on The Nature of Communi-
cation (Chapter 3) by adding material on semiotics and nonverbal
communication for the first time.

4. Chapters 5 and 6 focusing on understanding consumer behavior
have been rewritten extensively from the perspective of promotional
strategy considerations. Students will especially benefit from the em-
phasis on diagnosing consumer behavior in the context of expected
outcomes.

5. Our treatment of promotional objectives (Chapter 9) is all new and
plows fresh ground in tying objectives concretely to information
gained from diagnosing consumer behavior.

6. The dynamic issues of channel command and control is highlighted
in many chapters. Manufacturers have been forced to some radical
new thinking in channel strategy, and students are immersed in the
central issues.

-~

Direct marketing continues to receive strong emphasis as a type of
promotional strategy which has gained all-new importance in the
current arena.

8. As usual, we end with a strong section on social and economic con-
siderations. We hope that this is given the coverage it deserves in a
world in which ethics all too often seem to be put on the back burner.
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