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Preface

Advertising is all about effectiveness R

This sixth edition of Advertising: Principles and Practice brings to fruition a shift in focus
started in the previous edition. Looking at the advertising landscape, what strikes us is the preva-
lence of accountability. While advertising agencies never had the power to ignore the client, they
have not been held to such standards as they are now. To explain this shift, a major factor has been
the development of measurement tools to bring this goal of accountability to life.

So advertising has reached a stage where the memorable ad or jingle is no longer enough. It
may not sell the product or build market share. It may not be ef fective advertising, as defined by
the goals of the client.

The problem with making advertising e f fectiveness a hallmark of an advertising book is that it
is so diffcult to show. Advertising agencies have always been very guarded about goals and meas-

ures. In this situation, how does one accurately portray what advertising effectiveness is and how it
can be measured?

Shere s a way s ay you wild see iw our sialh edilion.

How we demonstrate advertising effectiveness

Advertising. Principles and Practice, Sixth Edition, lifts the veil by focusing on EFFIE-
award winners: advertising campaigns that have won awards for their effectiveness from the A-
merican Marketing Association of New York. Chapter-opening cases on these EFFIE award win-
ners reveal client goals and how these goals were reached. No other book shows you how effective

advertising is identified and done today. No other book shows you advertising that works and why it
works.

Chapter-opening effectiveness cases

You will get a behind the scenes look at campaigns for companies such as Holiday Inn, Delta,
Polaroid, drugstore. com, Nissan, and Orkin. You'll see theory embodied in the components of ef-
fective advertising campaigns. Chapter 4’s case on Holiday Inn Express, for example, outlines three
goals that Holiday Inn set for its “Stay Smart” campaign. The campaign won a 2001 EFFIE Gold
award in the travel/tourism/destination category.

In-text examples on effectiveness

Too many to list, these examples demonstrate what effectiveness means in advertising. But to
give you a glimpse here, look at Chapter 6. It examines the Energizer Bunny campaign and explains
that even though the early Bunny commercials were memorable and wellliked, they weren’t effec-
tive, serving to drive sales of rival Duracell rather than Energizer. : ‘

It’s a Wrap At the end of the chapter, in a feature called “It's a Wrap” we loop back to the
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opening case and show you why it won an award-why it was effective. The “It’s a Wrap” box in

Chapter 4 explains how the Holiday Inn Express “Stay Smart” campaign not only met its goals but
exceeded them in a big way.

But the Sixth Edition is much more than a bunch of cool examples of effective advertising. It rests on
a solid theoretical framework that has been carefully developed and refined throughout the book.
It starts in Chapter 1 where we set up two key models for determining effectiveness.

Strategy

ELEMENTS —ﬂﬁﬁw } --------

Learning

Behavior

Following chapters build on these theoretical models. In particular, see Chapters 6, 7, and 11.

® Chapter 6, How Advertising Works, explains how effectiveness measures fit into the basic
communication process.

® Chapter 7, Advertising Planning and Strategy, uses the effectiveness model to explain how
companies formulate advertising planning objectives.

® Chapter 11, The Creative Side of Advertising, returns to the effectiveness model to explain
how advertisers develop message strategies that are geared toward the four categories of
effects.

The result? An effective presentation of what effective advertising is and how to measure it—

Principles enriched by practice, and practice made understandable by principles.

Enduring strengths: principles

Our focus on effective advertising rests on the solid groundwork we have established in five pre-
vious editions of Advertising: Principlesand Practice. We have sought to present the principles of
advertising clearly and concisely, while showing how current practice in advertising agencies modi-
fies or brings these principles to fruition. With this goal in mind, we have improved both the princi-
ples and the practice parts of the book.

On the Principles side, we have made these enhancements:

Expanded coverage of interactive advertising We've added the latest coverage of advertising and
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the Web in just about every chapter. New sections include the effects of technological change on ad-
vertising agencies (Chapter 3), new coverage of Web-based promotions (Chapter 6), enhanced
coverage of Internet audience measurement (Chapter 8), and new sections on writing and designing
for the Web (Chapters 12 and 13) . Chapter 12 takes a look at how an art director used creative
copy to enhance a campaign for a SCUBA industry Web site (time2dive. com) . The chapter delves
into the principles of writing good banners, pop-ups, daughter windows, and side frame ads-not to
mention Web sites.

Streamlined discussion of copywriting, design, and production for both print and broadcast ad-
vertising. Chapter 12 covers copywriting; Chapter 13 covers design and production. Students can
better focus on the creative skills of the advertiser. And students can see what skills are needed to
write and design for the Web.

Discussion of the effects of the economic downturn and world events on advertising Advertising
revenues plummet when economic times turn sour. What can advertising agencies do, and what
campaigns do they craft during such times? Chapter 14’s opening case covers a campaign to increase
charitable giving during an economic downturn. And what can advertising do to reassure people
fearful of flying after the tragedy on September 11, 20017 Chapter 19’s opener shows how the Spo-
kane Regional Convention and Visitor’s Bureau responded.

Practice

On the Practice side, we have provided updates and the latest examples. We highlight these in the
following features:

New to this edition are “A Matter of Practice” boxes. These boxes examine effectiveness tac-
tics, such as how advertisers try to reach the kids market and how to create good advertising cam-
paigns for the Web. These boxes also highlight key aspects of actual campaigns that made the
difference between success and failure. Companies examined include White Castle, Verizon, and
EDS. Speaking of EDS, do you remember the award-winning EDS commercial that aired during the
2000 Super Bowl? Wonder how they kept all those cats in line? Chapter 13’s “A Matter of Practice”

box reveals EDS’s goals for that commercial and the chapter explains some tricks that turned those
kitties into stars.

We've kept last edition’s “A Matter of Principle” boxes, which are short ethics cases that ad-
dress sound thorny issues as well as controversial ad campaigns. This edition takes a look at many
new topics: Buzz marketing in Chapter 4; Chapter 2’s box examines the latest on the Master Set-
tlement Agreement with the tobacco industry; and Chapter 13’s new box examines the relationship
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between effectiveness and diversity in advertising.

Back by popular demand is “The Inside Story” feature, which are boxes written by practitioners
in the field who reveal advertising challenges they faced. You'll read how these professionals from
agencies big and small put together new campaigns, learned how to handle hard to please clients,
and managed to balance their creative drive with the realities of advertising planning. You'll espe-
cially enjoy Chapter 1’s new Inside Story written by Tammie DeGrasse from the McGannErickson
agency about her daily life as an account executive. Chapter 6’s new Inside Story practitioner details
his humorous campaign to get more women into lcelandic politics.

“Practical Tips” give students suggestions that they can apply on the job, in an internship, or
in their coursework. Building on the Tips we have compiled over the editions, there are new Tips in
this edition, including how to write e-mail pitch letters and new ways to measure PR effectiveness.
From how to write compelling copy to mulling over whether you, as an advertiser, should enter for-
eign markets, these tips are keepers for students after they graduate.

Continuing “Suggested Class Projects” and new “Suggested Internet Class Projects” at the end of
each chapter allow students to learn how to work in teams as advertisers do and how to use the In-
ternet as a research and creative tool. Chapter 3’s Internet Project asks students to note the differ-
ences in domestic and international advertising agency Web sites. In chapter 16, students are asked
to analyze antismoking sites in terms of their effectiveness to reach a teen audience.

The “Hallmark Build-A-Campaign” feature shows students the winning brief of the American
Advertising Federation’s National Student Advertising Competition. Included as a model campaign in
the appendix of the text, students can do advertising themselves by completing the Build-A-Cam-
paign questions at the end of Chapters 3-19.

NEW! “Part-Ending Cases. ”

We've kept the part-ending case format in this edition, but changed the company to the creative
and irreverent advertising of Chick-fil-A. At the end of each part of the book we feature a presenta-
tion by advertising experts from Chick-fil-A. The cases focus on the fast food chain’s corporate val-
ues and beliefs as well as its branding strategies. Questions at the end of each case make sure
students have generally understood each part’s main topic.

LOSE THAT
RURGER BELLY

L

“Hands-on Cases” remain in the Sizth Edition. At the end of the chapter, students have the
chance to become advertising decision makers themselves by analyzing a real-world advertising case.
Students get to think critically about the many pieces of the puzzle that must fit together to create
successful ads. New companies examined include Nike, John Hancock, Dodge, and Kraft.
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