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PREFACE

Advertising: Principles ¢ Practice, Fourth Edition, is a comprehensive textbook and
teaching package that breathes life into advertising. This text’s strengths are many.
First, the voices of real practitioners are interwoven with the practical and theoreti-
cal lessons throughout the book. Second, today’s integrated marketing communica-
tions approach has been incorporated in a meaningful way. Third, the book is com-
plete and current. Fourth, content, organization, and writing style offer students an
appealing and thorough introduction to the field of advertising. Fifth, the teach-
ing package provides the instructor with the tools needed to engage and hold stu-
dent interest. Finally, the book provides an objective portrayal of the role advertis-
ing can play in a modern business.

Today, the world of advertising is going through dramatic changes. No
longer is winning awards for creativity a sufficient reason for spending millions of
dollars on advertising. Modern advertising is led by objectives and implemented
through carefully designed strategies. Accountability is the byword as we approach
the twenty-first century. Finally, constant improvements in technology may re-
quire major adjustments in how advertising delivers messages. Advertising: Princi-
ples & Practice is guided by and reflects these changes.

ADVERTISING AND THE REAL WORLD

Advertising professionals often question whether this field can be taught from a
book. Although nothing compares with the experience of being there, it is a fact of
life that all college stadents who want an introduction to advertising will not work
in an advertising agency. How does this book help solve this problem? Simply by
creating a textbook and a teaching package that will bring the real-world experi-
ence of advertising alive using paper, ink, pictures, overheads, audiotapes, and
videotapes.

PROFESSIONAL VOICES

To provide a real-life view of advertising for a student who wants an introduction
to the field, we have consulted specialists from the different areas of advertising
and brought their stories to life. Much of the narrative in the text reflects advertis-
ing as those working in the field see it—their theories, their styles and ap-
proaches, their rules of thumb, their hindsight and foresight, and their visions. Of
course, not everyone in the field agrees, so this book presents a variety of theories,
styles, and approaches.

An approach upon which advertising professionals seem to agree is pre-
sented in this book as a principle. Advertising is still a young field, so these princi-
ples are evolving and changing as the field develops. In particular, the notion of
integrating advertising with the other tools of marketing communication is in its
infancy. Many of the integration principles posited in this text are original.

Focus ON EFFECTIVENESS
All the various professionals working in the field—artists, producers, performers,
composers and arrangers, researchers, accountants, salespeople, and managers, to
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name a few—are important to getting the job done. The focus of all their efforts,
regardless of their area of expertise, is on the most effective way to present a sales mes-
sage to a potential consumer. This is the focus of advertising departments and adver-
tsing agencies, of media sales departments and consumer behavior researchers, of
huge global mega-agencies and small creative boutiques. All of these activities are
ultimately directed at producing a message that helps sell something to someone,
which is the focus of this book.

ART AND SCIENCE

Advertising is a combination of specialized skills and professions that incorporate
a number of approaches and philosophies, including those of a scientific or num-
bers oriented, strategic or problem/solution oriented, and artistic or aesthetically
oriented nature. An introduction to advertising is an introduction to all sides of
the advertising field and to the processes— quantitative, strategic, and aesthetic—
by which the sales message is planned and produced. This text covers both the art
and the science of advertising.

REALISTIC SCOPE

Advertising includes a variety of disciplines and specialties, including research,
media buying and planning, copywriting, art direction, print and broadcast pro-
duction, media sales, sales promotion and product publicity, strategic planning,
personnel management, budgeting, scheduling, negotiating, and even business
presentations. Because advertising is a major element in a company’s marketing
plan, it works in conjunction with a firm’s overall corporate marketing practices.
As we will describe, this edition has been rewritten to reflect more effectively to-
day’s integrated marketing communications approach.

INTEGRATED MARKETING COMMUNICATION

Advertising is a business, and advertising is part of business. Businesses whose goal
is profit from the sales of products and services use the tool called advertising to
carry a message to the consumer. Advertising is the voice, the expression of mar-
keting. It is communication.

STRATEGY

The big picture in business includes a marketing strategy that begins with re-
search, adds a thorough understanding of consumer behavior, runs realistic cost-
benefit analyses, and emphasizes communication and problem solving. The
advertising created and produced to support a firm’s marketing strategy commu-
nicates through traditional print and broadcast advertising, sales promotion, and
well-known media such as direct response, out-of-home and directory media—
and increasingly— through alternative media such as interactive forms, advanced
cable or telecommunications technology, or unique demand-based media. This
book emphasizes how new methods of communication are central to marketing
communication.

INFORMATION AND CHANGE

In turn, additional research and tight budgeting in today’s economy provide the
data and feedback that support the growth of marketing into new areas and away
from other areas. In today’s age of information, we have come to know this com-
plete decision-making process as integrated marketing communication (IMC). The
incorporation of IMC into this text has broadened in this edition. Advertising: -
Principles & Practice addresses this contemporary view as it applies to each specific
area of advertising.
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PROFESSIONALS AND BASIC PHILOSOPHIES

David Ogilvy, founder of Ogilvy & Mather and one of the true giants in the ad-
vertising world, opens his classic book Ogilvy on Advertising with 2 new well-
known gem:

I do not regard advertising as entertainment or an art form, butas a medium
of information. When I write an advertisement, I don’t want you to tell me
that you find it ‘creative.’ T want you to find it so interesting that you buy the
product. When Aeschines spoke, they said ‘how well he speaks.” But when
Demosthenes spoke, they said ‘Let us march against Philip."!

Ths is one of several basic philosophies that guided the direction of this book; not
surprisingly, many of these philosophies touch on the same theses. For another ex-
ample, the bottom line of advertising, according to Lou Hagopian, chairman of
the N.W. Ayer agency, is to sell more of something. And according to John O’Toole,
of the American Association of Advertising Agencies in New York, advertising is
an important factor in our economic freedom of choice. In earlier editions of this
book, this basic and practical sense of the business climate underlined the book’s
message that advertising is not only a business itself, but it is an important aspect
of business in general.

Bill Bernbach, a founder of Doyle, Dane, and Bernbach (now DDB Need-
ham Worldwide) insisted that what is said is only the beginning. “How you say it
makes people look and listen.” When it is done well—and admittedly not all ad-
vertising is done well —advertising touches common chords in all of us with care-
fully composed messages. So, an important premise of this book is that although
what is said is important, bow it is said is equally as important. Insights into human be-
havior and respect for people are absolutely fundamental to good advertising. Un-
fortunately, not all advertising is good, and not all advertising respects the people
it tries to reach, but that is still the goal of the true professionals in the business—
and another premise of this book.

John O"Toole explains it best in his book The Trouble with Advertising when
he says you have to respect the critical faculties of the contemporary consurner.
He points to the fact that 66 percent of new products do not make it. They are
purchased and evaluated by the public and not bought again, no matter how pow-
erful the advertising may be. He calls the public “these formidable foiks whose
wrath is so fearful.” He describes the implicit contract, or at least understanding,
between the advertiser and the public that makes advertising work:

I promise you this. My advertising won’t lie to you, or it will not deliberately
try to mislead you. It won't bore the hell out of you or treat you as though
you were a fcol or embarrass you or your family. But remember, it’s a sales-
man. Its purpose is to persuade you to trade your hard-earned cash for my
product or service.?

So this is the real world of advertising—and this book is a medium of infor-
mation to help the reader experience it in as lively and focused a fashion as possible.
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