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Preface

Advertising is an ever-changing, creative discipline. The power of advertis-
ing is so remarkable in its ability to inspire, influence, and communicate
that the study of advertising is more important today than ever before. It’s
important not just for students of business or journalism—who may be
contemplating a career in the field—but also for students of sociology,
psychology, political science, economics, history, language, science, or the
arts. Many of these people will become creators of advertising; all will be
lifetime consumers of it.

Essentials of Contemporary Advertising explores the core principles
that drive advertising, using a concise and lively voice that goes beyond
academic theory. Students in many short-format courses, some community
college curricula, and other nontraditional learning programs may not
have the time to successfully complete an exhaustive course in advertising.
They are likely to be attending school while working part- or full-time.
They may be exploring new majors or new careers. One introductory
advertising course may be all they need to enhance their skills, or it might
inspire them to take more advertising courses.

Our goal is to present advertising as it is actually practiced and make
the fundamentals accessible and relevant to the student’s “real life.” Adver-
tising should be taught as it really is—as a business, a marketing tool, a
creative process, and a dynamic, hybrid discipline that draws upon various
arts and sciences to influence our everyday lives. The study of advertising
gives students, regardless of their major field of study, many valuable tools
to use in any subsequent profession. It teaches them to think and plan
strategically; gather and analyze primary and secondary research data;
compute and evaluate alternative courses of action; cooperate with teams
in developing creative solutions to problems; analyze competitive propos-
als; understand why people behave the way they do; express themselves
and their ideas with clarity and simplicity; defend their points of view with
others; appreciate and assess the quality of different creative endeavors;
and use data to speak with knowledge, confidence, and conviction.

The spirit of advertising evokes enthusiasm and vital energy—our goal
is to provide the tools so this energy can transcend to those studying
advertising. Therein lies the key to this textbook—we want students to like
it. We don’t want them to be intimidated or overwhelmed. We do want
them to be excited and inspired about the field of advertising. If we're suc-
cessful, they will continue in their studies.

Organization

Essentials of Contemporary Advertising is divided into six parts. Part 1, “An
Introduction to Advertising,” looks at what advertising is today and how it
has evolved (Chapter 1). Chapter 2 looks at the social and economic
impact of advertising and the role of regulatory policies. Then, Chapter 3
gives an overview of the advertising industry and each of the key players
in the business.

Part 2, “Understanding the Target Audience,” first explores marketing
segmentation and its role in the marketing mix in Chapter 4. Then, Chapter 5
looks at the communication process, consumer behavior, and the steps
involved in consumer decision making.

vii
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Preface

In Part 3, “The Planning Process,” the account planning function and how
research improves advertising decision making are discussed in Chapter 6. The
roles of strategic planning and brand positioning are discussed in Chapter 7.

Part 4, “The Creative Process,” begins by explaining why a creative strategy
is essential to the creation of great advertising and proceeds to explore the cre-
ative process (Chapter 8). Next, in Chapter 9 we explore how art and copy
come together to form ads. And, in Chapter 10, we discuss the different
processes for producing advertising for print, television, radio, and the Internet.

Part 5, “Reaching the Target Audience,” analyzes the different channels of
communication through which advertising messages are conveyed. We begin
with print advertising (Chapter 11) and discuss television and radio advertising
in Chapter 12. Next, we explore interactive media and direct mail (Chapter 13)
before concluding the part with an examination of outdoor and supplementary
media such as billboards, specialty advertising, and trade shows (Chapter 14).

In Part 6, “Integrating Marketing Communications Elements,” we first look
at the role of media planning and how it helps to accomplish the advertising
objectives (Chapter 15). Next, Chapters 16 and 17 focus on integrated market-
ing communications and how other elements of the marketing mix can be
combined with advertising to build effective relationships with customers.
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Reaching the
Target Audience

chapter eleven

Print Advertising

Opening Vignettes
Chapter-opening vignettes introduce each chapter, featuring an
actual situation that illustrates a relevant concept in the study

of advertising. Wherever possible, the opening story is then
woven through the chapter to demonstrate how textbook

concepts actually come to life in real-world situations.

Commercial Breaks

Active participation enhances learning, so
the Commercial Break plays a significant
role in many chapters. These unique
sidebars to the world of advertising
introduce students to topics of current

interest or controversy and then involve
them in the subject by posing questions
(Applying the Breaks) that stimulate
critical thinking.




Ethical Issues in Advertising

promotion (communication) element,
118

psychographics, 102

psychographic segmentation, 102
psychological pricing, 115

pull strategy, 110
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chapter four Segmentation, Targeting, and the Marketing Mix

reseller, 103, 117

| Review Questions

. How does the concept of shared characteristics relate to

the market segmentation process?

. How could you use VALS to develop the marketing

strategy for a product of your choice?

. How does the segmentation of business markets differ

from that of consumer markets?
What is the most important factor to consider when
determining the elements of the marketing mix?

. What is the difference between a product and a product

concept?

Exploring Advertising

. Find a print ad and identify the utility that is

communicated in the ad. Does it address a functional
need or a symbolic want? Describe that need or want.
Bring in or describe an advertisement that seems to be
directed toward a specific target market. Describe what
you perceive to be the targeted market segment. Define
it using behavioristic, demographic, psychographic, and
geographic variables.

. Select a consumer product and describe what stage of the

Product Life Cycle you believe it to be in. How would
being in that stage affect the target market selected and
the marketing mix used for this product or service?

purchase occasion, 98
push strategy, 110

resources axis, 102
selective demand, 110
selective distribution, 117

target market, 108
target marketing, 107
usage rate, 98

user status, 97

utility, 93

volume segmentation, 98

6. What are some examples of product positioning not
discussed in this chapter?
7. What effect does the product life cycle have on the
advertising a company uses?
8. What factors influence the price of a product?
9. How do the basic methods of distribution affect
advertising?
10. What product characteristics encourage heavy
advertising? Little advertising? Why?

4. Think of a product or service (not mentioned in this
chapter) that is strongly positioned. Describe its
positioning. Does its advertising differentiate it from
other products with perceptible, hidden, or induced
differences?

5. Go to the VALS Web site (www.sric-bi.com) and take the
VALS Survey. Do you agree with the results? Do they
correctly describe your segment? How would this
information be useful to a marketer who was trying to
target its product or service to you?

121

Ethics play a vital role in the practice of
advertising. The Ethical Issues features
focus attention on the most critical social
questions facing advertisers today. These
include debates over puffery, advertising to
children, comparative advertising, targeting
ethnic minorities, consumer profiling,
manipulating research results, creative
plagiarism, sexually explicit content, and
others.

Exploring Advertising

A

Every chapter concludes with active
learning exercises that provide students
opportunities to apply what they just read
to real-world situations. Instructors will find
these activities extremely useful as
homework assignments or in-class activities.

Xi



Checklist

1)

fiant color. New fiber optics, giant video screens, and
backlit display technologies offer even more creative
options.

+  Location, Outdoor can target consumers by activity,
reaching shoppers on their way to the store, business-
peaple on their way to work, of travelers on their
way to the airport, thereby influencing consumers
just bafore they make 3 purchase decision,

The Pros and Cons
of Outdoor Advertising

The Pros
Accessibility. Outdoor carries the message 24 hours
per day and cannot be fast-forwarded, put aside,
zapped, or turned off.

' Reach. For the same dollars, outdoor reaches over 86
percent compared with spot TV (76 percent), radio
(72 percent), and newspaper (72 percent) of the same
target audience in the same city. The audience is
mostly young, educated, affluent, and mobile—an
attractive target to many national advertisers.

= Frequency. Most people reached with outdoor adver-

tising see it daily.

Geographic flexibility. Outdoor advertisers can place

their advertising where they want it nationally,

regionally, or locally in more than 9,000 markets
across North America.

+  Demographic flexibility. Messages can be
concentrated in areas frequented or traversed by
young people, upper-income people, or people of

specific ethnic backgrounds. With computerization,

it's possible to characterize outdoor audiences by age,
sex, income, and fifestyle down to the block level,

+  Cost. Outdoor offers the lowest cost per exposure of
any major advertising medium. Rates vary depending
on market size and concentration, but the GRP
system makes cost comparisans possible from market
to market.

+  Impact. Because advertisers can build up GRPs very

fast, outdoor is the ideal medium for those with a

short, simple, and authoritative message.

Creative flexibility. Outdoor offers a large display and

the spectacular features of lights, animation, and bril-

Practical Checklists

i
-

The Cons
Fleeting message. Customers pass quickly, so outdoor
advertising must be intrusive to be effective. The
design and copy must tell a story briefly and crisply,
and the words must sell.

Environmental influence. Outdoor messages are
influenced by their environment. Placement in a run-
down area can detract from a product’s image.

+  Audience Audience
difficult to measure. Not every passerby sees or reads
the ad, 5o some media buyers distrust audience esti-
mates.

+  Control, Unlike print and broadcast ads, its difficult
o physically inspect each outdoor poster panel.

+  Planning and costs. Outdoor messages usually require
six to eight weeks of lead time for printing and post-
ing. High initial preparation cost may discourage local
use. And for national advertisers, buying outdoor s
complex, As many as 30 companies may sell ad space
in a single market,

Availability of locations. Outdoor is so popular that
demand for good locations now exceeds the supply.

*  Visual pollution. Some people object to outdoor
advertising s visual pollution. They may have a nega-
tive reaction to advertisers who use it.

Handy Checklists appear regularly
throughout the text—they teach students

how to handle a large volume of information
and creatively convert this information into

effective marketing communications. The
Checklists can stimulate memory, organize
thinking, and reinforce important concepts.

288 part & The Creative Process

Built-in Learning Aids

Learning objectives,

concept checks, bold key terms, chapter

summaries, and review questions facilitate learning and allow
students to check their understanding of the material. The
concept checks and review questions may be assigned as

homework to confirm comprehension.

“Power to Move Forward” TV commercial
Following the shoot, the footage goes to the editing studios where music, voice-overs, special
effects, and supers are all incorporated into the finished commercial. For the “Power to Move
Forward” spot, treadmills, which had been placed under the talent and the vehicles to create a
natural pacing, were removed during the stage.

chapter three The Advertising Industry 87
With computer and videotape technology, editor

tape and add effects such as wipes and dissolves |
director will spend many hours editing a commercial = —
be considerably less than what would be needed for fi

Many professionals still prefer film. The visual pd Chapter Summary
appears on one piece of celluloid (film) without the
or supers (words superimposed on the picture). The S —
bled on another piece of celluloid. This is the work p
rough cut or interlock).

External sound is recorded next, The sound engin
and singers, as well as the announcer’s voice-over na
music may be bought and integrated into the comr
includes any sound effects, §
or doors slamming,

Once sound editing is col
Describe the important tasks that take the finished sound is cor
place during each stage of the televi- completed visual celluloid, yf
sion commercial production process?

The advertising business comprises four main groups: advertis- 88
ers (clients), agencies, suppliers, and media. It employs a wide  n)
range of artists and businesspeople, sales reps and engineers,  b]
top executives, and clerical personnel Rt
There are four main categories of advertisers based on their s

b

i

I

a

part1 An Introduction to Advertising

media, 60, 85

media-buying service, 74
media commission, 79
multinational corporation, 68
national advertiser, 64
national agency, 72

product advertising, 62
production department, 76
production house, 85
regional advertiser, 63
regional agency, 72
research supplier, 85

sale advertising, 62

sales promotion department, 77
speculative presentation, 81
straight-fee method, 80
supplier, 60

traffic department, 77

geographic activities: local, regional, national, and transnational.
Local advertising is placed by businesses in a particular city or
county and aimed at customers in the same geographic area. Itis
important because most sales are made or lost in the local arena
Regional advertisers operate in one or several states and ]
market exclusively within that region. National advertisers

o

lock. The addition of optical printer, 85 retainer method, 80 Web design house, 85
the answer priit. This is th operate in several regions or throughout the country and com-
= g he largest advertisers. gt
. g Ccaplics prise t
‘f’_:”}f“"- ‘f"_"‘f “}i”"‘ ‘fl_ Alarge company’s advertising department may be central- | — - e — S —
delivery to the networks or heaion ach ethuturs e i Saead. ol

vantages. The centraiized organization is the most typical ond
may be structured by product, subfunction of advertising, end
user, or geography. Decentralized departments are typical of  b]

Review Questions

large, far-flung organizations with numerous divisions, sub- i
sidiaries, products, countries, regions, and/or brands. 1. Almost half of advertising dollars are spent on local 6. How do the media in other countries tend to differ from
Transnational advertisers face unique challenges. Their ¢ advertising. Why is local advertising so important? that which we are accustomed to in the United States?

markets have different value systems, environments, and lan- i
guages with customers of different purchasing abilities, habits, i
3nd motivations. Media that are customary in the United States

may be unavailable or ineffective. Companies therefore often 24
need different advertising strategies. To manage their advertis-

ing, transnational advertisers use an international, multina- e
tional, or global marketing structure.

Ad agencies are independent organizations of creative
people and businesspeople who specialize in developing and s
preparing advertising plans, ads, and other promotional tools ]
on behaif of their dlients e . . o= S

Exploring Advertising

2. What are the three types of local advertising and what 7. Why do so many advertisers hire ad agencies?

purposes do they serve? In what ways does the role of an Account Planner differ
3. Why do wholesalers and manufacturers provide co-op from that of an Account Executive?

advertising funds and materials to local advertisers? . What are the most important things an advertiser should
4. What services might a modern full-service advertising consider when selecting an agency?

agency offer a large business-to-business advertiser? What s the best way to compensate an agency? Explain
5. What additional challenges are faced by companies that your answer.

advertise internationally

®

©

B

Key Terms

1. Select the advertising agency position that is most

Select an advertising agency that interests you. You may

- = appealing to you. Describe what educational background,

account executive (AE), 74
account planning, 75

account supervisor, 74
advertiser, 60

advertising agency, 60, 71

art directors, 76

art studios, 85

brand manager, 67
business-to-business agency, 73

centralized advertising department, 66

classified advertising, 62
cooperative (co-op) advertising, 63

copy, 76

copywriter, 76

creative boutique, 73
creative director, 76
decentralized system, 6
departmental system, 7'
fee-commission combin
foreign media, 70
full-service advertising
general consumer agens
global marketer, 69
group system, 78

work experience, skills, and personality might be most
appropriate for that position. Search the Internet for
recruitment ads for that position to confirm your answers.
2. Your agency is paid on a traditional 15 percent media
commission. You purchase $300,000 in network TV time
to run an ad for your client. How much will your client
pay for the TV time? How much will the network receive?
How much will the agency be paid?
The ad you ran cost $30,000 to produce. Your agency
charges a 17.65 percent markup for production costs.
How much will your client pay for the production? How
much will your agency receive?

admire its campaigns or you might be interested in it as a
possible employer. Write a review of the agency
organization and philosophy including as much of the
following information possible. Consider using the
Standard Directory of Advertising Agencies, Web sites,
annual reports, Advertising Age, and Adweek as sources.
s+ Agency size: billings and number of employees

«  Corporate affiliation (part of a holding company?)
«  Locations of major offices

+ Top officers of the company

- Keyclients

Mot notable campaigns

« Brief agency history

+ Agency philosophy

+  What makes this agency unique?

If you were an advertiser seeking an agency, why might
this agency appeal to you? What if you were a job
seeker?
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Advertising Target Practice: Creating Solutions to
Marketing Problems, a new Web-based tool, combines
video and interactive material to allow students to
explore the concepts and theories presented in the
text as they relate to real-world practice. Each segment
takes an in-depth look at a real advertising agency and
their work on a real-world based campaign. Students
will watch interviews, examine objectives of the
campaign process, choose a strategy, and then create
their own versions of the campaigns. This exciting
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apply their own critical thinking to build a campaign.
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