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PREFACE

he intent of this ninth edition of Advertising Procedure is to offer an

overview of the social, economic, and marketing environment in which

advertising functions. In addition, the authors examine the primary tech-
niques used to execute effective advertising. The goal of this edition is to provide
comprehensive coverage of the complex field of advertising without the text
becoming an unmanageable encyclopedia.

The organization of the text is intended to take the student through a step-
by-step progression from the purposes of advertising to the production of specific
ads and commercials. The discussion is augmented with completely new cases
and examples of the best of modern advertising.

As in the past, the current edition views advertising on three levels. The
first, presented in Part One, is an institutional look at the overall field. Chapter
1 discusses the historial development of advertising from its primitive beginnings
in the valley of the Nile to its use in satellites circling the earth. Advertising
is not a single industry or technique; instead it is used by companies varying
in size from General Motors to General Repairs at the corner service station.
The flexibility of advertising and its competitive environment require us to exam-
ine the many roles of advertising in Chapter 2.

The second level of our discussion is the marketing, planning, and managerial
perspective so important to successful advertising. Throughout the text mar-
keting goals and objectives are viewed as a platform for discussing the pro-
cedures, planning, and execution of advertising. Parts Two and Three em-
phasize the importance of marketing and introduce the ideas of planning and
research.

It is at this point that we begin to introduce some special considerations
for advertisers. People are potential consumers and prospects; we identify selec-
tive market segments and attempt to find product benefits of importance to
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them. Products are not physical objects, but bundles of satisfactions with a
life of their own.

Advertising is a business of creativity and information, but a business neverthe-
less. Advertisers do not create ads for their beautiful illustrations or pleasing
words. Rather, advertising is produced to sell and persuade. Advertisers and
agencies organize their operations to enhance profitability as does any other
company. The management of a creative enterprise, where results are often
intangible and longterm, is very difficult, however.

The third and final level of our discussion deals with the actual execution
of advertising. Since 1925, Advertising Procedure has instructed thousands of
students in the intricacies of producing effective and truthful advertising. None
but the most short-sighted advertiser would advocate misleading consumers.
In addition to the simple dishonesty of such practices, they invariably fail,
and create major problems for sellers who must vie with honest competitors.

Part Four introduces the exciting and fast changing world of the media.
Chapters 7 through 14 have been completely revised to include the latest develop-
ments in media technology and research. Numerous examples show the means
of identifying and reaching prime prospects, using techniques unavailable only
a few years ago. The intent of the media section is to show that creativity is
a function of media planning, not the sole province of the copywriter. Unlike
some texts, Advertising Procedure views the media function from the perspective
of both advertiser and media salesperson. The media buying function is a business
transaction between buyer and seller. For effective media buying, students must
understand both sides of this complex relationship.

It is not until Part Five that we discuss the creation of ads and commercials.
Although the delay is disconcerting to some students, this organization is by
design. Effective advertising messages based on intuition are rare and, when
they occur, are usually lucky guesses. Creating a persuasive selling message is
not that easy. It is planning, research, and hard work that culminate in the
spark of a great campaign idea.

In Part Five we cover the means of finding basic advertising appeals—con-
sumer behavior research, concept testing, focus groups, and motivational re-
search, to name a few. As the creative team moves from a rough thumbnail
sketch to a finished ad or from a storyboard to a national TV commercial, we
show how many people and functions must come together. At the heart of
this creative process is the marketing goal of the firm and a clear picture of
the consumer’s needs.

In Part Six we turn to some of the special areas of advertising. From the
fast-paced immediacy of retailing, to promotion on a worldwide scale, we adapt
general advertising techniques to these special environments. The text concludes,
in Chapters 25 and 26, with a discussion of the legal, economic, and social
aspects of advertising.

So we begin our journey through the exciting field of advertising. We hope
that it will reward those seeking a general understanding as well as those who
anticipate that advertising will be their life’s work.
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THE PLACE
OF ADVERTISING

Advertising is as old as civilization and com-
merce. The exchange of goods has always
been associated with artisans, traders, and
guilds promoting their wares. In Chapter 1,
we trace the development of advertising from
its primitive beginning on clay tablets and tav-
ern signs to the electronic age.

Advertising, however, is a business of
change, reflecting fast-moving developments
in technology and lifestyle, in consumer pref-
erences and marketing research. Advertising

has become an integral part of the economy,
not only in this country, but around the world.

In Chapter 2, we introduce the many roles
that advertising can play. This chapter intro-
duces the relationship between marketing and
advertising. The creativity and flexibility of
advertising also must be tied to its business
and sales foundation. No aspect of business
demands as broad a breadth of knowledge
as that of creating successful advertising.

PART ONE



