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PREFACE

WHAT MAKES THIS BOOK UNIQUE?

The objective of Kleppner’s Advertising Procedure is to provide a basic introduction
to the planning and execution of advertising and promotio within the context of
marketing goals and objectives. It is primarily intended for undergraduate students
majoring in advertising, marketing, and management. In addition, the text would
be beneficial to students majoring in the social sciences, especially psychology and
sociology. The text also has proven valuable as a resource for advertising and busi-
ness practitioners.

MAJOR OBJECTIVES OF THE TEXT

The text offers a clear and comprehensive examination of the roles that advertising
practitioners play from three perspectives: (1) a firm’s marketing and advertising
department; (2) as an advertising agency professional; and finally (3) from the per-
spective of media executives who provide the bridge between a company’s products
and its target audience. More than ever, the text recognizes that the skill set needed for
a successful advertising career has never been more complex. In this regard, the
authors have brought together contemporary information from the fields of market-
ing, communication, psychology, sociology, anthropology, and social science research
as they relate to the practice of advertising. The current edition also recognizes the
growing importance of global marketing and new communication technology and
addresses both of these areas in depth.

PRINCIPAL POINTS OF DISTINCTION

1. The text introduces students to the following areas:
B The changing role of global marketing and advertising with
an emphasis on steps that U.S. companies are taking to con-

tend with foreign competitors.

B The evolving role of the marketing communication channel
and the role of permission marketing with consumers are in-
creasing using the Internet and other emerging technologies.

B Changing management roles in an environment of mega |
mergers amount media, ad agencies, and their clients.

2. The 17th edition continues the tradition of introducing students
to the latest information from the fields of marketing communi-
cation and advertising through:

B Viewpoints that discuss contemporary issues in marketing
and advertising from the standpoint of some of the leading
executives in the field.

B Exhibits that are virtually all new for this edition and which
highlight the best advertisements and promotional techniques.

3. The 17th edition maintains its 80+ year tradition of providing
new material reflecting the dramatic changes impacting the

KLEPPNER VIEWPOINT 3.1

planning and execution of advertising. Among the most impor-

tant additions to this edition are:

B New technology discussion—advertisers are increasing
using new technology from computer design to cell phones
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as consumer media. For example, Chapter 13 discusses the role of new me-
dia in reaching a “in control consumers” and Chapter 18 discusses the role
of computer technology in the production of advertisements.

B The best of contemporary advertising—throughout the text, virtually
every advertisement exhibit is new to this edition, demonstrating the best
of today’s commercial messages.

B Advertising integrated into the business environment—throughout
the text, advertising and promotion is discussed with the total business con-
text recognizing that advertising decisions are rarely made in a business
vacuum. The text also reflects the fact that the contemporary business en-
vironment increasingly must deal with a global perspective which is re-
flected throughout this edition.

@ Expandeddiscussion of legal and ethical considerations—advertising
must function within a strict matrix of both legal and ethical restraints and
additional information is devoted to these issues, particularly in Chapter 24.

WHY A NEW EDITION

There are few areas of business and marketing that operate in a more dynamic
atmosphere than advertising and promotion. The process of new product and target
audience research, branding and product development, executing creative sales
approaches, and selecting media and non-traditional marketing communication
placement are part of an evolving development that is undergoing dramatic change.
The primary reason for publication of this new edition is to reflect this environment.

These important changes in the advertising profession are reflected through-
out the text while keeping the basic structure similar to past editions. The 17th edi-
tion is organized as follows:

PART |

The authors strongly believe that contemporary advertising should be studied from
the perspective of the social, cultural, and economic foundations that created mod-
ern marketing and promotion. Part one offers an historical overview.

B Chapter 1 examines how advertising and marketing developed as part of the
larger society including the Industrial Revolution, a rising middle class, and the
introduction of democratic principles in both politics and economics. The
chapter brings the personalities and events which created the modern
American marketing system to life.

Background of Today'’s
Advertising

?\ "mmm\-mmmmw
a\_ )/ Geveiopmant of the American cuttural exper
{ "/ once, and savertising has played an impor-
M’ tant 1ol in thet rocess. Because adverls




B Chapter 2 offers an overview of the multitude of channels currently being
used to reach prospective buyers and demonstrates the ways that advertising
and marketing communication are used by advertisers as small as the neigh-
borhood retailer and as large as global multinational corporations.

PART I

This section introduces fundamentals of advertising planning and brand research
on which virtually all sucessful advertising is based.

B Chapter 3 introduces the concept of the advertising spiral and the strategies
needed to keep brands vigorous in a changing marketplace.

B Chapter 4 outlines the fundamentals of identifying and understanding target
markets who are most interested and profitable for specific products.

PART Il

This section of the text emphasizes the business operations of advertising and the
sometimes fragile and contentious relationships between agencies and clients.

B Chapters 8 and 6 explore how the advertising and management function
have become more complex. Today, advertising is more likely to be integrated
into a total marketing communication program resulting in management and
relationship changes from the past. The text also discusses the organization of
the advertising industry from both advertiser and agency perspectives.

PART IV

In this section, the authors discuss the methods of reaching consumers with sales
messages. The chapters in this part examine both traditional media and emerging
methods of reaching customers and future prospects.

W Chapter 7 begins the consideration of media with an overview of the media
planning function and the role of the media planner in delivering advertising
messages to consumers.

B Chapters 8 to 14 discuss each of the basic media and communication meth-
ods used to reach consumers. “Media” as diverse as Web sites, iPods, and cell
phones are included in the examination. This section also addresses the com-
munication strengths and weaknesses of each medium and how these media
are converging as consumers embrace new technology and media companies
merge to form large multimedia conglomerates.

PART V

Ultimately, prospects are converted to buyers with the introduction of stong prod-
uct benefits that solve consumer problems. The discussion of the creative function
in this section highlights the need for creative ideas based on research that offers
insight into consumer needs, product selection, and media preferences.

B Chapters 18 to 828 emphasize the need for planning and research to bring
rough ideas to fruition as a finished ad. Contrary to popular opinion, great
advertising is rarely a result of spontaneous brilliance, but rather is the byprod-
uct of hours of hard work and study.

PART VI

B Chapter 283 underscores the global nature of advertising and marketing.
Globalization is no longer a theory, but rather part of the everyday strategy of
companies throughout the world. While the United States continues to be the
major player in international marketing and advertising, its share of advertising
and sales continues to shrink as competitors from around the world produce

Preface
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products and advertising that are often equal to the best the U.S. has to offer. It
no longer dominates the global economy as it did in much of the last century.

International Advertising

: . the challenges facing companies that must Increasingly com-
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B Chapter 24 stresses that fact that advertising is constrained by a number of
legal, regulatory, and ethical considerations as the public demands greater can-
dor from advertisers and protections from governmental agencies. More than a
discussion of rules and regulations, Chapter 24 emphasizes the new environ-
ment of public responsibility that major advertisers have embraced over the last
half-century. More and more the public is demanding that advertisers be sensi-
tive to the societal and cultural dimensions in the messages they distribute. For
their part, advertisers are finding that doing what is right is also good business.

INSTRUCTOR RESOURCES

Many of the following supplements can also be downloaded via our password-
protected Instructor’s Resource Center (IRC). Visit www.prenhall.com/lane to
access these resources.

Instructor’s Manual The instructor’s handbook for this text includes chapter
objectives, a chapter overview, a detailed chapter outline, and answers to review
questions in the textbook. Also included within each chapter is a section that offers
suggestions for class projects and exercises, which serve to enhance the learning
experience in the classroom.

Test Item File Featuring more than 2,600 questions, 110 questions per chapter,
this Test Item File has been written specifically for the seventeenth edition. Each
chapter consists of multiple-choice, true/false, matching, completion, and essay
questions, with page references and difficulty level provided for each question.

TestGen Test Generating Software Prentice Hall’s test-generating software is
available from the IRC Online (www.prenhall.com/lane) or from the IRC on CD-ROM.

B PC/Mac compatible; preloaded with all of the Test Item File questions.

® Manually or randomly view test bank questions and drag-and-drop to
create a test.

B Add or modify test bank questions using the built-in Question Editor.

B Print up to 25 variations of a single test and deliver the test on a local area
network using the built-in QuizMaster feature.



B Free customer support is available at media.support@pearsoned.com or call
1-800-6-PROFESSOR between 8:00 A.M. and 5:00 PM. CST.

PowerPoints A set of PowerPoint slides is available on the IRC on CD. The slides
include a chapter outline, discussion questions, images from inside and outside the
book, and Web links.

Instructor’s Resource Center Register. Redeem. Login.

www.prenhall.com/irc is where instructors can access a variety of print, media, and
presentation resources available with this text in downloadable, digital format. For
most texts, resources are also available for course management platforms such as
Blackboard, WebCT, and Course Compass.

It gets better. Once you register, you will not have additional forms to fill out, or
multiple usernames and passwords to remember to access new titles and/or edi-
tions. As a registered faculty member, you can log in directly to download resource
files, and receive immediate access and instructions for installing Course
Management content to your campus server.

Need help? Our dedicated technical support team is ready to assist instructors with
questions about the media supplements that accompany this text. Visit:
http://247.prenhall.com/ for answers to frequently asked questions and toll-free
user support phone numbers.

All instructor resources in one place. It’s your choice. Available via a password-
protected site at www.prenhall.com/lane or on CD-ROM. Resources include:

B Instructor’'s Manual: View chapter-by-chapter or download the entire man-
ual as a .zip file.

B Test Item File: View chapter-by-chapter or download the entire test item file
as a .zip file.

B TestGen EQ for PC/Mac: Download this easy-to-use software; it’s preloaded
with the twelfth edition test questions and a user’s manual.

B Image bank (on CD only): Access many of the ads and illustrations featured
in the text. Ideal for PowerPoint customization.

B PowerPoints (on CD only): A set of slides to accompany your lecture.

Video Gallery 17 segments on DVD, all covering various topics in advertising, are
offered. These segments, all 8-12 minutes in length, are geared around well-known
companies and their advertising practices. A video guide and correlation grid are
included in the Instructor’s Manual.

AdCritic.com Prentice Hall and AdAge are bringing the most current ads and
commentary from advertising experts into your classroom. Only Prentice Hall can
offer students 16 weeks of access to a special AdCritic.com site that includes
AdAge’s encyclopedia of articles at a deeply discounted rate. An access code is
available only when shrink-wrapped with a Prentice Hall text, so be sure and spec-
ify the appropriate package with your local bookstore in advance. Please visit
www.prenhall.com/marketing for a tour of the AdCritic site.

STUDENT RESOURCES

Announcing SafariX Textbooks Online—Where the Web meets textbooks for
student savings! Kleppner'’s Advertising Procedure, 17th edition, is also available as
a WebBook! SafariX WebBooks offer study advantages no print textbook can
match. With an Internet-enhanced SafariX WebBook, students can search the
entire text for key concepts; navigate easily to a page number, reading assignment,

Preface xvil
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or chapter; or bookmark important pages or sections for quick review at a later
date. Some key features:

Yangd)

ié_ Hear it. Get it. OE

Digital textbook delivery that saves students off the print edition’s suggested
list price.

Internet-based service making textbook content available anytime, any-
where there is a Web connection.

Easy navigation, which makes finding pages and completing assignments
easy and efficient.

Search, bookmark, and note-taking tools that save study time and reduce
frustration by making critical information immediately accessible. Organiz-
ing study notes has never been easier!

Ability to print pages on the fly making critical content available for
offline study and review. Prentice Hall is pleased to be the first publisher
to offer students a new choice in how they purchase and access required
or recommended course textbooks. For details and a demonstration, visit
www.prenhall.com/safarix.

VangoNotes Study on the go with VangoNotes—chapter reviews from your text in
downloadable mp3 format. Now wherever you are—whatever you're doing—you
can study by listening to the following for each chapter of your textbook:

Big Ideas: Your “need to know” for each chapter

Practice Test: A gut check for the Big Ideas—tells you if you need to keep
studying

Key Terms: Audio “flashcards” to help you review key concepts and terms
Rapid Review: A quick drill session—use it right before your test

VangoNotes are flexible; download all the material directly to your player, or only
the chapters you need. And they're efficient. Use them in your car, at the gym, walk-
ing to class, or wherever. So get yours today. And get studying.

VangoNotes.com.
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