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Pretace

WHAT MAKES ADVERTISING EFFECTIVE?

During the 2005 Super Bowl an ad for Anheuser-Busch called “Applause” showed people
in an airport spontaneously applauding a group of American troops returning home. Even
the audience watching from their living rooms was inclined to join in with applause as part
of this graceful display of respect and appreciation. It was touching. Memorable.
Beautifully photographed. And the people seemed real. But was it an effective ad? What
was it trying to accomplish?

Adbvertising can cause you to stop and watch, or even stop and think. It can make you
laugh, or squirm in your seat, or bring tears to your eyes. It can inspire you to read about a
new product or remember a favorite brand when you’re walking down the aisle in a super-
market. Advertising can also leave you free to change the channel or turn a page without
being aware of having seen the ad at all.

So what is effective advertising? Is it advertising that gets talked about? Is it adver-
tising like the Anheuser-Busch commercial that inspires you to applaud? In other words, is
it advertising that affects people or is it advertising that gets results and can be measured?
What, exactly, does it mean to say that an advertisement “works?"” Ultimately advertising
is evaluated on its ability to generate a desired consumer response based on meeting a set
of carefully crafted objectives.

In most cases, you have little idea what the objectives of an ad were because that
information generally isn’t made public. However, we contacted the winners of various
effectiveness award programs and wrote the stories in this book based on the “briefs,” the
documents advertisers write to explain the decisions behind their advertising. That means
the strategy becomes more transparent and you can actually read the objectives, as well as
the results. These aren’t hypothetical campaigns or stories clipped from magazines. We
work with the real planning documents and we talk to the people who developed the
advertising.

Adbvertising is part inspiration and part hard work. In this 7th Edition of Advertising:
Principles and Practice we take you behind the scenes of many award-winning campaigns
to uncover the hard work and explain the objectives, as well as the inspiration behind some
great advertising campaigns. You will see how the ideas come together; you will live
through the decision-making; and you will understand the risks that the creators of the
advertising faced.
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I PREFACE

THE FACETS MODEL: PICTURING ADVERTISING
EFFECTIVENESS

Advertising is complex and there are many different ways advertising can “affect”
people. At the most basic level, advertising works if people pay attention to it, become
aware of the brand, and remember both the brand and the advertising. That’s impact at
the perceptual level. But an advertisement may also be designed to create five other
general types of responses: It may provide useful information, touch emotions, give a
brand a personality, change consumer attitudes, and cause people to act.

The 7th Edition of Advertising: Principles and Practice has organized this discus-
sion of advertising effects for you in the form of a Facets Model. This illustration and
the ideas it represents are used throughout the book to help you remember what we
mean by effectiveness when we explain such things as how advertising works, how
objectives are decided upon, and how an advertisement is evaluated based on its objec-
tives.

ORGANIZATIONAL CHANGES AND THEMES
Table of Contents

The book is the same length in terms of the number of chapters, however, there are two
new chapters dealing with interactive media and evaluation of effectiveness. The interna-
tional and campaigns chapters have been eliminated as separate chapters; however, their
content has been integrated throughout remaining chapters.

Part 1: Foundations

In the 7th edition, former chapters 2 and 3 exchange places. The new organization provides
the platform to discuss practicing advertising and marketing communication in socially
responsible ways.

Chapter 1: Introduction to Advertising
Chapter 2: Advertising’s Role in Marketing
Chapter 3: Advertising and Society

Part 2: Planning and Strategy

We begin with Chapter 4, “How Advertising Works,” which was Chapter 6 in the previous
edition. We also introduce a new model of how advertising works—The Facets Model—
that will be used in other chapters, such as planning and message strategy.

Chapter 4: How Advertising Works
Chapter 5: The Consumer Audience
Chapter 6: Strategic Research
Chapter 7: Strategic Planning

Part 3: Effective Advertising Media

This part now consists of four chapters with a free-standing interactive chapter. In addition,
the more complex discussion of planning and buying has been myved to the end of this
section.

Chapter 8: Print and Out-of-Home Media
Chapter 9: Broadcast Media

Chapter 10: Interactive and Alternative Media
Chapter 11: Media Planning and Buying

Part 4: Effective Advertising Messages

The three creative chapters continue here as before, with the direct-response chapter mov-
ing to Part V.



Chapter 12: The Creative Side and Message Strategy
Chapter 13: Copywriting
Chapter 14: Design and Production

Part 5: Integration and Evaluation

The three other functional areas of marketing communication—direct response, sales pro-
motion, public relations—continue in this book but are now grouped together in Part V.
Retail, business-to-business and international are now combined into one chapter focusing
on special advertising situations. The former campaign chapter, which dissected a cam-
paign in-depth, has been eliminated on the advice of our reviewers, and the content that
framed the discussion of the campaign is now in the Strategic Planning chapter. We added
a summary chapter on evaluating effectiveness.

Chapter 15: Direct Response

Chapter 16: Sales Promotion, Events, and Sponsorships
Chapter 17: Public Relations

Chapter 18: Special Advertising Situations

Chapter 19: Evaluation of Effectiveness

Strong Brand Focus

The launch of the iPod is one example of how the 7th edition addresses strong brands with
advertising and IMC. In Chapter 8 you will learn about how the iPod was launched with great
print and broadcast ads. The introduction also included partnership programs with companies
like Volkswagon and the launch of iTunes, its sister music system. You’ll learn about the
importance of iPod’s buzz marketing programs and the variety of marketing communication
tools utilized to get people talking about the new product. Advertising has reached the stage
where it sometimes isn’t enough to have a great commercial, slogan or jingle. The industry
has moved to integrated marketing communication (IMC), which coordinates all the ways
an organization communicates about its products, services, or ideas.

Advertising: Principles and Practice was the first advertising or promotion text to fea-
ture the topic of IMC. We give it even greater emphasis in this edition by threading the
IMC perspective throughout the book. That’s why Advertising: Principles and Prac-
tice has always contained chapters on direct marketing, sales promotion, and public
relations. It is important that advertising be planned and evaluated as one element, albeit
an important one, within this constellation of messages. Here are some related concepts
and techniques used in support of an integrated campaign:

Account Planning: Effective advertising, as well as effective marketing communication
in all its forms, is based on an understanding of consumers—what they want from a
product, how they relate to a brand, and how they respond to various types of brand
messages. Consequently,effective advertising and IMC programs rely on practices, such as
account planning,which is a research and planning technique designed to uncover insight
into consumer beliefs and behavior. This edition of Advertising: Principles and Practices
has increased the coverage of account planning in an attempt to better explain how
planners derive insight from research. The KFC story in Chapter 7 about how the meaning
of the quintessentially American brand was adapted to appeal to British consumers
provides insight into the thinking of account planners.

international Context: Chapter 13 explains how Jaguar uses a “London Calling”theme
to sell its distinctive British cars in the U.S. As electronic communication has exploded
around the globe, advertising has been embedded in a web of international marketing strat-
egies. Even if an advertiser isn’t operating internationally,there’s a good chance the com-
petition is, which adds to the complexity of the planning,particularly for brands that are
being marketed internationally and creates a challenge for a consistent brand strategy—what
to change and what to keep the same?

Because of the importance of the international context, we have included an interna-
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IV PREFACE

tional discussion in most of the chapters. In addition, the basic discussion from the old
international chapter is now included within Chapter 18, Special Advertising Situations.
The goal is to make the international perspective a seamless part of all the discussions. To
that end, various chapters have chapter opening stories, A Matter of Practice boxes, and
Inside Stories from outside the U.S.

EFFECTIVENESS

It’s clear from the headlines in industry publications that advertisers want to know if their
ads and other marketing communication efforts work. But of equal concern is the return
advertisers get on their investment in advertising. Accountability is the word. Advertising
costs money—a lot of money in many cases—and advertisers want proof that their adver-
tising and marketing communication is efficient, as well as effective. That’s why we make
the claim—and, yes, this is an advertisement—that:

ADVERTISING: PRINCIPLES AND PRACTICE 1s the book to read to learn
about effective advertising

You will learn in this book that all advertising claims need to be supported. We are making
a bold claim, but here is how we back it up:

The Effectiveness Award Winners

Every chapter opens with a story about work that has been recognized as effective, such as
the development of the butterfly mascot for the Microsoft network(MSN), which is
featured in Chapter 12. Most of these stories are EFFIE awardwinning campaigns recog-
nized by The New York American Marketing Association as outstanding examples of
effectiveness, the Direct Marketing Association’s Echo Awards,the Public Relations
Society of America’s Silver Anvil,and the Sales Promotion Association’s Reggie Awards.

It's a Wrap

At the end of each chapter we loop back to the opening campaign story and show you why
it was successful. We match the results to the objectives and provide the data used by pro-
fessionals to determine whether the advertising worked. In the MSN “butterfly”’story, for
example, we document the success MSN had with this campaign in acquiring new custom-
ers for its Internet service.

A Matter of Practice

We continue to feature the “A Matter of Practice”box, which discusses effective profes-
sional practice. These boxes examine effectiveness tactics, such as the Starbucks’ foray
into television advertising using a technique that is less intrusive than the usual TV com-
mercial.

A Matter of Principle

Staying true to the book’s title—Advertising: Principles and Practice—every chapter also
features principles that guide the industry of advertising, as well as the issues that compli-
cate it. These boxes may feature a discussion on subliminal advertising in Chapter 4 and
the use of cookies in email in Chapter 10. Other times, a principle is a simple statement of
a fundamental truth that draws together the discussion of a key point and summarizes it as
an important rule that guides professional practice.

Inside Story

Catch the spirit of Sonia Montes, an account executive at Young and Rubicam and gradu-
ate of the Michigan State University advertising program, who tells you in her own words
why she loves advertising. One of the reviewers’ favorite features of Advertising: Prin-
ciples & Practice is The Inside Story, which are boxes that spotlight the thoughts and expe-
riences of young advertising professionals. You’ll enjoy the insights of these professionals



from agencies big and small,as well as other companies from all parts of the United States
and abroad.

Showcase Work

We collected examples of outstanding work contributed by young professionals who have
been nominated by their faculty. We included ads like these in past editions, but this time
we are showcasing the work in order to give more credit to these people and the schools
and professors who trained them.

Practical Tips

These are ideas that you can apply on the job, in an internship, or in your coursework.
Building on past editions, the Tips in this edition include when to use print and broadcast
media, tips for creating original ideas, and how to create effective direct mail pieces.

Hands-On Cases

This popular feature continues in the 7th Edition. At the end of the chapter, you have the
chance to become advertising decision makers yourself by analyzing a real-world advertis-
ing case. You will be challenged to think critically about the many pieces of the puzzle that
must work together to create successful ads. New companies examined include Wal-Mart
and its corporate image advertising in Chapter 1, AFLAC’s duck in Chapter 4, and the
BMW “Films” campaign which is revolutionizing Internet advertising in chapter 10.

Part-Ending Cases

Every part ends with an updated Chik-fil-A case. These cases illustrate how the key topics
of every chapter must work together to create an advertising campaign with a consistent
message.

Suggested Class Projects

To really understand what effective advertising is and how it is done, you have to do it
yourself. We help by providing Suggested Class Projects at the end of each chapter that
allow you to work together in teams as advertisers do. They also invite you to learn how to
use the Internet as a research and creative tool. For example in Chapter 7 you are asked to
create a positioning statement for car models, in Chapter 12 you are asked to brainstorm
about creative concepts to encourage people to use alternative transportation, and in
chapter 13 you are asked to transform print ads into broadcast commercials.

SUPPLEMENTS FOR INSTRUCTORS AND STUDENTS

Instructor’s Manual

Contains chapter overviews and key points, plus detailed chapter outlines, incorporating
key terms from the text. Also includes support for end-of-chapter material, along with
additional class projects and assignments.

* New feature: “Outside Examples” offer instructors additional lecture material for each
chapter. The examples may include extensions of concepts or company examples
briefly mentioned in the chapter, or new material that further develops a key concept in
the text.

* New feature: “Professors on the Go!” was created with the busy professor in mind.
This helpful feature brings key material upfront in the manual, where instructors who
are short on time can take a quick look and find key points and assignments to incorpo-
rate into a lecture without having to page through all the material provided for each
chapter.

Test Item File
Contains over 2,800 questions. Each chapter consists of multiple-choice, true/false, essay,
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and short-answer questions, with page references and difficulty levels provided for each
question.

« New feature: An entire section dedicated to application questions. This resource pro-
vides real-life situations that take students beyond basic chapter concepts and vocabu-
lary and asks them to apply their advertising knowledge.

PC/MAC TESTGEN

Prentice Hall’s test generating software is available from the Instructor’s Resource Center
(IRC) Online (www.prenhall.com/wellsburnett) or from the IRC on CD-ROM.

e 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.

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

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

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

NEW! Instructor’s Resource Center

All instructor resources are password protected ‘and available for download via
www.prenhall.com/wellsburnett. For your convenience, these resources are also avail-
able on the Instructor’s Resource CD-ROM.

o Instructor’s Manual: View this resource chapter-by-chapter or download the entire
manual as a .zip file.

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

« TestGen for PC/Mac: Download this easy-to-use software; it’s preloaded with the
Seventh Edition test questions and a user’s manual.

« Image bank (On CD only): Access many of the images, ads, and illustrations featured
in the text. Ideal for PowerPoint customization.

« PowerPoints: When it comes to PowerPoints, Prentice Hall knows one size does not fit
all. That’s why we offer instructors more than one option.

« PowerPoint BASIC: This simple presentation includes only basic outlines and key
points from each chapter. It integrates no animation or forms of rich media, which
makes the total file size manageable and easier to share online or via email. BASIC was
also designed for instructors who prefer to customize PowerPoints and who want to be
spared from having to strip out animation, embedded files, or other media rich features.

o PowerPoint MEDIA RICH (On CD only): This media rich alternative includes basic
outlines and key points from each chapter, plus advertisements and art from the text,
images from outside the text, discussion questions, Web links, and embedded video
snippets from the accompanying video library. It’s the best option if you want a com-
plete presentation solution. Instructors can further customize this presentation using the
image library featured on the IRC on CD-ROM.

Color Overheads

Features 15-20 color acetates per chapter selected from the Media Rich set of PowerPoints;
includes images from text.

Video

In order to enrich your advertising course, the accompanying video library offers a variety
of video segments. Some segments take students on location, profiling well-known com-
panies and their marketing and advertising strategies. Others offer a behind-the-scenes



look at a typical day in the life of various advertising employees at different levels in the
agency, providing insight into what skills are really needed to succeed in the field.
Additionally, a collection of commercial advertisements are included in the video library.
These serve as a great tool to demonstrate to your students what works—and what does-
n’t—in the field of advertising. You may download the Video Guide from the Instructor’s
Resource Center.

New! Media Guide

Are your students still struggling with the media aspect of advertising? Are you looking
for an innovative new way to introduce the various forms of media to your students?
Brand new to this edition, the Media Guide, complete with rate cards, gives an in-depth
explanation of each form of media. In addition, you will have many short- and long-term
project options to choose from, geared around each of the media channels discussed. After
reviewing the various forms of media, your students will then be asked to rate which is
best, given the information in the guide, ensuring that they understand the form that can
best suit their future business’s needs. For electronic manipulation, the rate cards can be
downloaded from the Companion Website at www.prenhall.com/wellsburnett. At the
request of the professor, the Media Guide can be packaged for FREE with new copies of
this textbook. Contact your Prentice Hall representative for the package ISBN.

Companion Website

This FREE site serves as a valuable resource for students in preparing for exams. Two stu-
dent quizzes per chapter are offered. The Concept Check Quiz is administered prior to
reviewing the chapter, in order to assess the students’ initial understanding. The Concept
Challenge Quiz is administered after reviewing the chapter to assess the students’ compre-
hension. Also featured on the site is the text glossary. You can reach the Companion
Website by visiting www.prenhall.com/wellsburnett.
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