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PREFACE

_ithe aspect of marketmg where it is most difﬁcult ‘tof know for sure what'
orks,” and thus to improve the productiv1ty thh whlch budgets are spent

. ;vertlsmg decxsnons and to commumcate some of the excitement and v1ta11ty
end he book tries

~ that characterizes the advertlsmg business. Towards |
to pull together what we currently know about how adverttsmg works, and
: - to draw lessons,from that knowledge for better advemsmg;declsloﬁ-making.

CHANGES IN THE FIFTHEDITION ... .........

This fifth edition of Advertising Management has been extensively updated. We
have not only updated the research foundations of the book but have taken special
care to add many more examples and case histories and to make the presentation
more application-oriented. One way in which we have made the book more con-
temporary is by adding new readings at the ends of chapters or sections, taken
from leading business and advertising publications. Together with the revised text,
they provide an exciting picture of the rapidly changing place of advertising and ad
agencies in the total context of marketing communications.

In keeping with this new perspective on how advertising fits into the bigger
marketing communications picture, there is now a new chapter on integrated mar-
keting communications, covering that topic as well as sales promotions, direct
marketing, public relations, and other communications tools. There is also an en-
tirely new chapter on global advertising, in keeping with the increasing interest in
managing a brand’s global communications program in a way to optimally balance
cost efficiencies with local marketing needs.

Other major changes include more material on brand equity, advertising pro-
duction, and client-agency relationships; greater discussion of successful copy-
writing techniques; updated information on copy-testing services; and a new
appendix on media data sources. A major resequencing of chapters has led to the
placing of the chapters entitled “How Advertising Works” and “Attention and Com-
prehension,” earlier in the book.

It goes without saying that all the research covered in this book has been sig-
nificantly updated, and some older, less relevant material has either been pruned
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or dropped entirely. We have also tried harder to draw out implications from the
research discussed for actual advertising decision making, rather than merely
summarizing the state of academic knowledge on each topic.

ORIENTATION AND TARGET AUDIENCE . . . . . . ..

Despite these substantial changes, the basic thrust of the book remains at it was
earlier. The overriding objective is again to provide an approach to the manage-
ment of advertising that is sophisticated, thoughtful, and state-of-the-art, while be-
ing practical and relevant to real-world advertising planning, decision making, and
control. The book again draws on and attempts to integrate three related disci-
plines: the behavioral sciences, marketing and advertising research, and manage-
ment science.

While we do mention the industry rules-of-thumb and “received wisdom” at
appropriate points, our orientation is clearly one of understanding and applying
relevant research. We continue to believe that too many advertising decisions are
made wastefully and inappropriately and that the application of relevant research
can contribute substantially to reducing such waste. Having said that, we recog-
nize that advertising is both a science and an art—and while we cannot teach the
art of it, we can at least attempt to develop an appreciation for it, in our chapters
on the creative and production processes.

This book is intended for users and potential users of advertising, as well as
for those who are preparing for a career in advertising. Previous editions have
been used successfully in both undergraduate and graduate courses in advertis-
ing, advertising management, communications management, and management of
promotions. It has also been used as the basis for training in various leading ad-
vertising agencies and marketing organizations. No previous knowledge is as-
sumed, although some familiarity with elementary principles of marketing will, of
course, be helpful.

ORGANIZATION ANDCONTENT . . . . . ... ... ...

The book is divided into six parts. Part [ describes the field of advertising, and the
institutions through which advertising “flows,” positions advertising within the or-
ganization, and introduces advertising planning and decision making. Part II fo-
cuses on setting advertising objectives within the broader context of integrated
marketing communications, and presents a review of existing knowledge on “how
advertising works” as well as the concepts of segmentation and positioning. Part III
examines the interrelated aspects of message strategy: building awareness and
communication copy points, changing benefit-based attitudes, associating feelings
with the brand, developing brand personality and equity, leveraging group influ-
ences, and precipitating action. Part IV discusses tactical issues, those related to
actual message execution: choosing among various creative approaches, writing
and evaluating actual copy, testing copy for effectiveness and diagnostics, and pro-
ducing and implementing advertising—including the topic of how clients and agen-
cies can work together more effectively. Part V. moves on to media strategy (setting
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budgets) and media tactics (allocating budgets). Part VI then returns the reader to
the broader environment, looking at the regulatory constraints and social impact,
as well as the global marketing context.
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In this book, advertising is seen as influencing consumer attitudes and purchase be-
haviors in a variety of interlinked ways. An ad exposure can increase brand familiar-
ity, communicate brand attributes and benefits, develop an image and personality for
the brand, associate specific feelings with the brand, link the brand to reference
groups such as peers and experts, and directly induce action.



CONTENTS

PART I
Chapter 1

Chapter 2

Readings

Preface

INTRODUCTION

The Field of Advertising Management

The Advertiser

Facilitating Institutions
Perspectives on Advertising
Summary

Discussion Questions

Notes

Advertising Planning and
Decision Making

Planning Framework

Marketing Strategy and Situation Analysis
The Marketing Plan

The Communication and Persuasion Process
The Advertising Plan

Facilitating Agencies

Social, Legal, and Global Factors

Summary

Discussion Questions

Notes

“What Happened to Advertising?”
“Do You Need Your Ad Agency?”

Xi

12
32
34
35
36

38

39
39
44
45
49
52
53
54
55
56

56
63



iv CONTENTS

Partli Objective Setting and Market Positioning
Chapter 3 Integrated Marketing Communications 71
The Role of Advertising within the Marketing
Program 72
The Role of Advertising within the
“Communications Mix” 73
Direct or Database Marketing 74
Sales Promotions 81
Other Action-Oriented Communications 91
Public Relations 96
Integrating the Different Elements 99
Summary 104
Discussion Questions 105
Notes 106
Chapter 4 Setting Goals and Objectives 108
Function of Objectives 109
Behavioral Dynamics 112
Advertising Response Variables Intervening
between Advertising and Action 121
Specifying the Target Segment 129
The DAGMAR Approach 130
Summary 145
Discussion Questions 146
Notes 147
Appendix Regional Brand of Beer 148
Cranberries 149
Diagnostic Case 150
Chapter 5 How Advertising Works: Some Research
Results 151

Research Stream One: Focus on Exposure, Salience,
and Familiarity 153
Research Stream Two: Low-Involvement Learning 155



CONTENTS \"/

Research Stream Three: Central Versus Peripheral
Routes to Persuasion and the Elaboration

Likelihood Model 157
Research Stream Four: The Cognitive
Response Model 163
Research Stream Five: The Relationship between
Recall and Persuasion 166
Summary 168
Discussion Questions 169
Notes 170
Chapter 6 Segmentation and Positioning 173
Segmentation Strategy 174
Positioning Strategies 190
Determining the Positioning Strategy 201
Making the Positioning Decision 210
Summary 213
Discussion Questions 214
Notes 215
Part il Message Strategy
Chapter 7 Attention and Comprehension 219
Attention 221
From Attention to Recall 235
Attention versus Comprehension 236
Interpretation and Comprehension 237
Summary 243
Discussion Questions 244
Notes 245
Chapter 8 Understanding Benefit-Based Attitudes 249
Attitude Levels and Components 250
Means-Ends and Laddering Analysis 256
Identifying Important Attributes or Benefits 258

Using Multiattribute Attitude Models 264



vi CONTENTS

Appendix
Chapter 9

Chapter 10

Chapter 11

Segmentation Using Attitude Structure
Summary

Discussion Questions

Notes

New Developments in Conjoint Analysis

Associating Feelings with the Brand

When are Feelings More Important?
Modeling the Feeling Response to Advertising
Transformational Advertising: Transforming
the Use Experience
What Affects the Intensity of Feelings
Attitude toward the Advertisement
The Role of Classical Conditioning
Specific Feelings Experienced by
Audience Members
Summary
Discussion Questions
Notes

Brand Equity, Image, and Personality

Brand Equity

Brand Personality Associations

Why Are Brand Personality Associations
Important?

When Are Brand Personality Associations
More Important?

Implementing a Brand Personality Strategy

Summary

Discussion Questions

Notes

Group Influence and
Word-of-Mouth Advertising

The Concept of Reference Groups
Nature of Reference Group Influences on
Brand Choice

269
273
274
275

277
279

280
286

289
292
293
296

299
307
310
311

316

317
320

324
327
328
338

342
343

345
346

347



Cases

Reading

PART IV

Chapter 12

Chapter 13

CONTENTS

Factors Influencing the Degree of Group Influence

Informational Influence: Word-of-Mouth
and Diffusion Processes

Normative Influence: How Ads Can Give Brands
Cultural Meaning

Summary

Discussion Questions

Notes

Seven-Up
canada Packers: Tenderflake

“High Performance Marketing:
An Interview with Nike's Phil Knight”

MESSAGE TACTICS
Creative Approaches

Rational Creative Approaches
Emotional Creative Approaches
Using an Endorser

Distraction Effects

Summary

Discussion Questions

Notes

The Art of Copywriting

The Creative Process: Coming up with an Idea
Copywriting

llustrating

Layout

Types of Television Commercials

Creative Styles

Is Execution More Important Than Content?
Summary

Discussion Questions and Exercises

Notes

vii
349
351

358
360
361
362

364
365

374

389

390
400
401
408
409
410
411

414

415
421
435
436
437
439
456
458
458
459



viii CONTENTS

Chapter 14

Appendix
Chapter 15

Reading

cases

PartVv

Chapter 16

Advertising Copy Testing and Diagnosis

Copy-Testing Strategy

Diagnostic Copy Tests

Tracking Studies

Selecting Copy Tests: Validity and Reliability
Example of a Copy-Test Report

Summary

Discussion Questions

Notes

Notes on Four Copy-Testing services

Production and Implementation

The Advertising Production Process

A Model of the Creation and Production Process
The Client-Agency Relationship

Summary

Discussion Questions

Notes

“In Aadvertising, What Distinguishes
a Gcreat Client?”

Peradue Food
Levi Strauss & Co.

Media Strategy and Tactics

Media Strategy: Setting Media Budgets

Economic Analysis in Setting
and Allocating Budgets

Simple but Questionable Budgeting Decision Rules

Marketing Experimentation and Budgeting
Regression Analysis for Budgeting

Studies of Optimal Repetition Frequency
Summary

Discussion Questions

Notes

462

463
476
480
482
489
489
491
492

496
500

500
501
515
521
522
522

523

527
533

541

548
551
555
564
568
574
575
576



CONTENTS ix

Appendix A Model of Adaptive control 579
Chapter 17 Media Tactics: Allocating Media Budgets 582
Media Class Decisions 584
Media Vehicle Decisions 586
Media Option Decisions 604
Scheduling and Timing Decisions 606
Creativity in Media Planning 609
Media Buying and Organization 609
The Media Plan for the Broilers 611
Summary 613
Discussion Questions 613
Notes 614
rReading “Checking in at Checkerboard square,” 617
Appendix Sources of Media Data 627
PART VI THE BROADER ENVIRONMENT
Chapter 18 Advertising Regulation 641
History of Federal Regulation of Advertising 642
What is Deceptive Advertising? 643
Determining Deception Using Advertising Research 654
Remedies 657
Competitor Lawsuits 660
Self-Regulation 660
Summary 661
Discussion Questions 662
Notes 664
Chapter 19 Advertising and Society 668
A Structuring of the Issues 668
Nature and Content of Advertising 669
Effects on Values and Lifestyles 679
Economic Effects of Advertising 691

Advertising and Competition 693



X CONTENTS

Chapter 20

Reading

Index

Remedies

Summary

Discussion Questions
Notes

Global Marketing and Advertising

The Globalization of Markets

Global Production and Marketing:
The Argument for Globalization

Persisting Cultural Differences:
The Argument for Localization

Cross-National Differences in Culture
and Consumer Behavior

Global Consumer Segments

Seeking a Balance: Planning Globally
but Acting Locally

Global Branding and Positioning

Global Advertising

Message Strategy

Message Tactics

Media Strategy

Media Tactics

Organizing for Global Advertising

Summary

Discussion Questions

Notes

"A Blueprint for Campaigns that
Travel Around the World”

699
700
702
704

711
711
713
713

715
717

719
720
721
722
724
726
727
728
730
730
730

733
739



i

&

P

&

&

&

R T

L




AR, 7B SEBEPDFIE 17 M) : www. ertongbook. com



