[/ e o S M

J EF
iy W

W. Ronald Lane
(%) J. Thomas Russell &

PEARSON

Prentice

BERF MRt




W 5 oF W ISR 14 m 8 Fofie 870 A bk %
FEALRI G ALALIERSE T, BHE TR S0, A B
FEAKE SO SR BT B Pl R Ay - TR T,
FARHTE DR O 2 B MR A 4 A BT By —Fh, A BIE A
Pl % At . 7 i Bk A A~ 7 28 T 1 AR WA AIE .

ABAT AR E BB FE ), WA R AR B bR, EaLMER
I e DG S A AR S A oM, AT B R A
TSR EEN S TR,

For sale and distribution in the People’s Republic of
China exclusively (except Taiwan, Hong Kong SAR
and Macao SAR).

SR TR NIRICAE SN (b EF .
BRI TR A TE X [ B B HLIX) B8 R 1T,

ISBN 7-302-07769-X

PEARSON
Prentice
97787302"077695"> Hall

Efr: 35.005T http://www.pearsoned.com

L/ A




}iomaweld v :buisiuaapy

WIREHFE RINEURAM

J

%

1) B

#

&:

() W. Ronald Lane

J. Thomas Russell

&

AEXZE IR

t x




EISBN: 0-13-085220-1

English reprint edition copyright © 2004 by PEARSON EDUCATION ASIA LIMITED and TSINGHUA UNIVERSITY
PRESS.

Original English language title from Proprietor’s edition of the Work.

Original English language title: Advertising: A Framework by W. Ronald Lane, J. Thomas Russell, Copyright © 2001
All Rights Reserved.

Published by arrangement with the original publisher, Pearson Education, Inc., publishing as Prentice Hall.

This edition is authorized for sale and distribution only in the People’s Republic of China (excluding the Special Administrative
Region of Hong Kong, Macao SAR and Taiwan).

R W EIRR B Pearson Education $RATEA R 42K 2 AR R LR AT

For sale and distribution in the People’s Republic of China exclusively (except
Taiwan, Hong Kong SAR and Macao SAR).

RFHREARLNEREN (FEFEPEEFE. BIIFNTERRNTELE
WX) HELLT.

ARTENBEENESARES BF: 01-2003-6857

FHHEMH Pearson Education (% 38 MR E) BAB OIS, THEETEBHE.

BHERESHE (CIP) MR

J” & 0 B 8B = Advertising: A Framework /38 (Lane, W. R.), H/8/R (Russell, 1. T.) ¥. —EIA, — b5
W RE N, 2003

(BB HERF RS

ISBN 7-302-07769-X

Lo/ AL @F @f NI ¥ - BESR—#H-%T V. F113.80
o A B I CIP B\ EF (2003) B 114753 5

H R & EEEHER o db: JEREEREFEH AR
http://www.tup.com.cn % 100084
#EHM: (010) 62770175 EFR%E: (010) 6277 6969
KEHM: T &

ED R &: JbRIUEEERR

% 1T #&: =WWEEmE BT

&: FEHEREILRETHR

ZE: 203X260 Epak. 25.75

W: 2004 4F2 AFE LR 2004 5 2 BB 1 KENRY
£ ISBN 7-302-07769-X/F + 690

. 1~5000

e 3500 7T

AFMFELFRN . WL RBT, M. BIS%RRNE, WEBERFHEHIREBERB%R., BE
HiE: (010) 62770175-3103 BX (010) 62795704

——




g R %W

AT EMEFERHCNARED, REFRM RNRE TH. FINEEEIINH
NERERAFELFRCNFEMNT, BEAPLRM SEIBBHRATSER
ENBRR—RIFEIREKEELEREH. BIIMESNED, EXLRCBRER.
EEINRRZRL, HE RZXBNLEEN, BAEIBEZNATRENFEMEE
2iE. EEDRNER, RNSITRBER, FENXE. BEM0EM, EIHERT
R BEEHIRIE N RBEBBEENSZSFEBESZRAIN R KPEFFRFN
. WBZ. XFE, RFR. BEBS. WBRSZINE0, £I—F 3!

BFRIEEMRERNEIE . &I ERSSREARE, WHPHHEM, 8
B RIRBEFRIEPERNUDMFER

BINAEXERO DOBRIRELFRNPNARESTHHRD. IREESFTER
TR FREBMRE.

R KRBLERNBEHERNBELAVRZLG AN EROEXNEWA TR
EFEERINEIMFE L.

BEAZERAEEEEWE
2003. 12




HLEZR, PESERUARSNREZOMAEE — UNBHNEDE R
RNR R, URGTFLMEATBAER. TIERTTHFNERN, ERERE
DNECS. £5F. XHWSLENEITEF, Binns 2 tENPER— T ENFHN
P, LEIEE—TENARBER.

E, FHRB B AR NBEER Y SEFNATENHE. ABTHLE, £
HE 0L 0FR2E, NTRIPEEESRIT L-UINSHNEBRERE. 1
BEHNFRETELSS, NIEBMEFERAN ‘BOERTHES. ASEREE
Xg” HBESE, RENBEINSEE. KON, BMURIIMN—LERF MR IK
BNESBEIRAMABETWRIT T KHBUNSIEXR, LBAERSFZFER
BBl 20005, FIREADERBIL, HT 1083TTE—REW, 2001548
RETIBZREW ITRAAEREE[ TR LBAN—LEBAFNOB/NLR
MREVRBBARTA, RESZK. BRZ2®, BU TR LEO—AEHhkk. &
XHEBER. L. ETRNEBREETSED, BHH0SESEIMIZHNE
KIBEEN, ERERZBUADSIRMENEE . THATENSORARERD, B
NOERHB TESNEFEBESRIE, ENEBERIXMIREREERZN
T, LELMERISNVPBEURST RBNBECWISIEORE.

DEEEYBENRR, AXYE. AN EERLENRTYN, VWADEMEN, &
REM—ARNKERBRES. EURBRREBEBEASZFERYRNII+BF
NAIRNREPEHNIE: “RIEETERENNEEN, BE—AHSRHHET
B—BAER, MEEBTAN, MXTRPEEUIBNRSFERAL. BEASR
FERFRMBHRTEBE. SHHER L —URENSFERIRNBIAS. 55k
FR, S8TENEE, DEERE-ANSBEE.” FHABER—RAN— 88
Bit, XBEQESRBUELN BANSENREERS. BES, IRREHR
BRESSHURRAPERNES TR, RERTESURNEEFROEN, MASE
RIBLFEEBAZIZSEBTES, NBBRSE, KMPERWHNEREENES.
BEIIRTRNESHTREN, HENBNETERPE —NWRRIPUR
—REBREOEIREINF. SERIBHONANED. BRX—BX, BEX
PEFERIREETHENRERILOLR, BERERNR—IRESI0N




Ri2, MEZEIS IR WRENSEI S0P,

REHE 2N, RANRCOABRLREEE, EONERNTFRSSENRNK LRI
BREN. IAMBRBBINZWTLHERTE, MERXNFEIEREHANERIIL.

RN, MRARMS, PINBEBIINCHOBELSRINERSTRIONT, 25N
FEf, ARHARRE. AIBRT RS, SEETERAL. ERMEIRT RSN
REET]), BRABIMEATHREURENERARRE, IHANILUS LB EFSNHAKKE
PIRMIGANBVLLIE, B thIURFRIEE BBNERRE. M TFHLE—EINEEM, BX
AEZZRITANDNREORE R, SMORRENRBEMRIBFOUIEN, LHREW
SNBBUSNRRENE R WIL. WR—PAFZFEBMEWINEE D, tEREBIPRESHEM
KLBUAIAZFFRE-FONE, HRNSELH DABECHEPEN. Blt, RINUN, 5
—EINBEMENIRE, BLZEE - TEEINIRR, RBENHRE, fi—EET TEX, 3

| AR SR BB BRI T,

GREXBRENEN, B EEE RSN R RB RN NTFRS SR ERFREN
BELTNF 0GR BUN, FRARKNHRAATEERENTASREE, LT 2%
SR, RIS BAEHEEE, SRS SURE, LT SIRIRE. AR, NTBEIHNEES
B, DENFN, —ERWEXLBE. HEARE. REOUCTE, X, B9H—-B1aE
IE “REBEPRLEE X"

DifE, BBREBERATRERREE — MBS, —RIMRBONN+ET, 20
LERT, —MZEREDBNN. BELRESFAELRONR, SSEHRTUE T —i0H
BISTREREIS, BISNIRER, HENBNESEARXEDBETR. XK, REILURY
ARDMAR. BEXPHRM L EERS T —EIRENR BNETEIT. S 1997 F, &
FAFHRMBAIAL, ERARFPED—MHRFEFIEEEM, MEEL, EEUSOEE
BERSIT)\ W&, BEBREESISHRS.

NI ESBERFEFERIRENZTHRORE, 101 TOLEBSHMBA RSB
EXNEFERFROBDPLERES ) LT, BEAPHRIBREERESHRES
HRRASFNRRRE BB T, O ATHRAL. SFEREYLSAIRTR
BRI REEREAT.

RERENEREABUANAZROANTHORNFRERRE. B0 NERDN

SEFREIETARNAHERRNBOBRTHES . AZERE S NS EENN NG S
TREDX,

My wm

BEASEFBES R
TETEERN LIRS ESER|NEE




Q. .Sarah, Tommy, and Elizabeth




Pref 6

A s the title implies, Advertising: A Framework seeks to examine the core compo-
nents of contemporary advertising in an environment of marketing and promo-
tion diversity and specialization. The book is designed to serve a number of readers
and objectives. It is a ready reference for professional marketing and advertising man-
agers, a supplement for advanced undergraduate and graduate courses in advertising
and related fields, and a core text for students in a number of promotion, marketing,
and advertising disciplines.

The basic intent of the book is to present the advertising function as part of the
total marketing management and communications process. Chapter 1 outlines the
historical significance of the development and later merging of the various compo-
nents of marketing communications. From its roots as an isolated and narrowly de-
fined discipline, advertising has become one of a diverse number of related special-
ties that increasingly consolidate as management tools.

In Chapters 2, 3, and 4, we discuss the basic functions of advertising and market-
ing managers as they attempt to enhance the value of brands and products in a very
complex competitive environment. It is obvious that the importance of advertising
can be measured in part as a function of brand equity and brand awareness. Among
the primary functions of advertising is to increase the public perception of a brand
and highlight the positive attributes of that brand. To the degree that advertising po-
sitions a product in a positive light, the greater the chances that it will create a buffer
for the product against competitive inroads from other brands.

Advertising: A Framework recognizes that no single approach will be successful in
solving all specific marketing or advertising problems. Consequently, the book dis-
cusses advertising in the context of a number of marketing variables including price,
product quality, consumer perceptions of a number of brand alternatives, distribu-
tion, as well as diverse sociological, cultural, and psychological factors. As is empha-
sized, the advertising manager of tomorrow will be a person well versed in a host of
business and communication disciplines.

In Chapter 5, the rich matrix of communication channels open to the market-
ing executive is discussed. During the last 20 years the number of advertising media
outlets has increased significantly. More important than the number of media
choices, however, is the growing importance of consumer-controlled media channels.
Led by the Internet, consumers are taking control of who, how, and when they com-
municate with potential sellers. The term “permission marketing” recently entered
the business lexicon to foster the concept that marketers are increasingly guests for
the consumer’s time and must be invited before communicating their messages.
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Chapter 9 provides a bridge between traditional media outlets (assuming Fhal
the Internet is fast becoming mainstream) and the diverse world of sales promotion.
In recent years, both consumer and trade promotion expenditures have been.greater
than those for advertising. More and more, the distinction between advertising and
promotion is becoming less important than finding a seamless process to move a con-
sumer from product awareness to purchase.

It is rare that successful advertising is achieved without a foundation of thought-
ful, well-executed research. Chapter 10 outlines the basic steps in the advertising
process. The chapter outlines how management, media, and creative decisions flow
from product, consumer, and media information. Properly conducted research will
not only enhance the quality of advertising but will also greatly reduce the risk that
comes from improperly designed and executed advertising and marketing plans. Fur-
thermore, without research, the advertiser is left with only speculation about the suc-
cess or failure ofw advertising messages.

In Chapter 13, advertising production is discussed with an emphasis on direct-
ing the process of moving from initial concepts to final advertising executions. As
with other areas of advertising, the production of print advertisements and commer-
cials is open to significant waste if the oversight of the various elements of production
is not carefully monitored.

Chapters 14 and 15 discuss some special areas of advertising, each with its own
terminology, techniques, and methods. First, is retail advertising with its fast-paced,
price and place decision making. In retail marketing, results are known within hours
and missed opportunities are often unavailable once they are past. The face of tradi-
tional retailing is changing with a host of new competitors and sales methods. Con-
sumer access to direct purchases through the computer may change commonly held
notions of how we buy, sell, and deal with retailers as diverse as banks and book sellers.

Perhaps no area of advertising and marketing has undergone the change seen
in global marketing in the last two decades. Advertising, once an American monop-
oly, has been challenged by the emergence of foreign-based multinational companies
and agencies vying with American companies for customers and clients. The strength
of these overseas competitors has made it imperative that contemporary marketing
managers be knowledgeable in the special techniques and expertise of the global sell-
ing environment,

We conclude Advertising: A Framework with a discussion of the legal, regulatory,
social, and public policy environment of modern advertising. Increasingly, marketing
success is measured not in sales alone, but, just as importantly, the public perception
of a company's corporate citizenship, Factors such as how a company deals with envi-
ronmental issues, the type of causes with which it is associated, and the methods it
uses to promote itself and its products are viewed by many potential buyers of equal
importance to the company’s bottom line.

As mentioned at the outset, Advertising: A Framework is useful to readers with a
number of objectives. Regardless of the interests of our readers, we hope that we have
conveyed the excitement, challenges, and constantly changing nature of advertising.

We hope that you share our enthusiasm for the demanding but never dull world of
advertising.
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