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PREFACE

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 brand message at all. So the question for you as a student
of marketing communication is: Did it work?

But you're not the only one facing that question. I’s clear from the headlines in in-
dustry publications that marketers want to know if their ads and other marketing commu-
nication efforts work. Marketing communication, particularly advertising, costs money—a
lot of money in many cases—and marketers want proof that their advertising and market-
ing communication is efficient and effective.

That's why this textbook, Advertising & IMC: Principles & Practice, is dedicated not
only to explaining advertising and other areas of brand communication—such as public re-
lations, direct marketing, and sales promotion—but also to investigating what makes mar-
keting communication effective.

The challenge for this Ninth Edition is to pin down the basic principles and best practices
in an industry that is undergoing radical change—old media are shape-shifting and in some
cases disappearing; new media are emerging and merging with old media as well as develop-
ing entirely new functions. The practice of advertising, in particular, faces new challenges in
an interactive age where consumers are more in charge—actively selecting and designing
their own media world and engaging with their friends in new forms of social media. This
Ninth Edition reflects these changes as it challenges its readers to assume control not only of
their media choices, but of their bigger role as consumers of products, ideas, and media.

WHAT'S NEW IN PRINCIPLES & PRACTICE,
NINTH EDITION

1. New emphasis on enduring principles in a changing industry

Keeping up with the dynamic world of advertising and marketing communication is a
challenge for any textbook. Recent developments facing the industry including the evolv-
ing world of digital media and the varied consumer responses to the Great Recession re-
mind us to think about principles that anchor our profession. Although we recognize that
the marketing communication environment is in an increasing state of upheaval, we also
believe that the basic principles of advertising and marketing communication are enduring
and will help the industry adjust to the changing marketplace. We call attention to these en-
during principles throughout Principles & Practice as we describe how the practices are af-
fected by these new situations.
2. Increased IMC focus

To reflect a wider view of advertising among consumers and within the industry, we
have refocused the positioning of Principles & Practice to add a more obvious discussion
of integrated marketing communication (IMC). The word advertising, in other words, has
come to refer (o a variety of marketing communication tools and functions. From the very
first edition, Principles & Practice has contained discussions about IMC, but in this edition
we have made that orientation clear. This broader focus includes all the various forms of
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PREFACE

marketing communication—multiplatform, as well as multimedia—and the discussion is
embedded seamlessly throughout the book.
3. Increased brand focus

We have introduced brand communication in previous editions, but with the more ex-
tensive use of IMC concepts in the Ninth Edition, we also have adjusted the language in
Principles & Practice to focus on the point of the communication, which we see as a brand.
In other words, instead of talking about an advertisement as if it were an end in itself, we
now talk about brand communication. This recognizes that the ad, or any other marketing
communication message, has to be about something. And that something—the focus of all
these communication efforts—is the brand.
4. New set of IMC principles

For most of this book’s life, we have made an effort to identify key principles and draw
attention to them as call-outs in the margins. With the increased emphasis on IMC in the
Ninth Edition, we have also made an effort to develop a set of 10 key IMC-based princi-
ples for brand communication. They evolve within the chapters as various IMC concepts
are introduced and explained and come together as a set in a much revised Chapter 18, “The
IMC Umbrella.” This IMC wrap-up chapter explains IMC campaigns and distinguishes
campaigns from the management of a Total Communication program.
5. Language adjustment

To reflect this broader focus on brands and IMC, we also needed to adjust the language
throughout Principles & Practice. In the Ninth Edition students will read about brand com-
munication, not just ads and advertisements. We still refer to ads, but only when we are talk-
ing specifically about that function. When we talk about the wider world of “advertising,”
we refer to marketing or brand communication.
6. Creative chapters moved ahead of media chapters

Creative thinking is a basic requirement in all areas of marketing communication. To
emphasize that and to respond to adopters and reviewers who prefer to teach creative be-
fore media, Part 3 now focuses on the creative side and message strategy; Part 4 focuses on
the media side.
7. Rewritten and reorganized media chapters reflecting changes in industry

In our first point on this list, we mentioned the changes in the media industry; which
include the growth of social media and the assault on traditional media. In recognition of
this new media environment, we have totally rewritten and reorganized the media chapters
in Principles & Practice. The first media chapter, which is now Chapter 11, is completely
new. It provides an overview of this new media world with a special emphasis on the ex-
citing new opportunities to engage with consumers. It also introduces the basic concepts
necessary to evaluate and compare media options. The second chapter is also completely
rewritten and now combines all the traditional media in one discussion. The third chapter
is more tightly focused on digital media; and the fourth chapter puts it all together in a dis-
cussion on media planning and buying including, of course, the new media.
8. New interactive and social media discussions

We note the special role that social media play in marketing communication strategies.
What has happened is a huge change in the way advertising, both in its traditional and wider
meanings, operate. It’s a paradigm shift with the entire industry moving from one-way tar-
geted media to two-way interactive media. The idea that the audience is in control not only
of what media they choose, but also what content they see (including messages generated
by other consumers), means companies have to engage, rather than target prospective cus-
tomers. And engagement means companies have to listen, as well as deliver messages. And
listening is much more complicated because it’s not just one customer calling a customer
service line, but rather sharing information online among family and thousands of ““friends”
on social media, such as Facebook. Throughout Principles & Practice, the Ninth Edition
recognizes the impact and implications of this shift from company-controlled to consumer-
controlled media.



9. New Principled Practice boxes
We’ve added a new feature called Principled Practice. In previous editions we in-
cluded ethics discussions in our Matter of Principle and Matter of Practice boxes. In the

Ninth Edition we have designated a separate feature for these ethics boxes and titled it

Prineipled Practice to help students think critically about current issues in the industry.

10. New pedagogical tools

« A new award-winning American Advertising Federation National Student Advertising
Competition (AAF NSAC) case for the Century Council appears in the Appendix, and
questions referring to the case were added at the end of each chapter.

* BrandRevive is a new assignment at the end of each chapter that guides the student
through the activities involved in developing a brand campaign plan, in this case for
some older, perhaps forgotten brand that needs a new lease for space in the minds of con-
sumers. If students engage in this assignment continuously throughout the course, they
will develop a campaign plan for their portfolio.

+  Anew MyLab website for Principles & Practice has been created. Content from the text
has been moved to this site to provide more integration between the printed text and the
online support materials and activities.

WHY MARKETING COMMUNICATION?

We are using the phrase marketing communication or brand communication because what
used to be known as advertising has expanded beyond the familiar ads in print media and
commercials on radio and television.

Electronic and social media have opened up new ways to communicate online with
consumers about a brand. Alternative and nontraditional forms, such as guerilla marketing
that reaches people in surprising ways in unexpected places, have opened up new opportu-
nities to engage people with brand messages through memorable experiences.

Creating buzz and dialogue have replaced the old
practice of targeting messages at consumers. A new
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goal is to enlist word-of-mouth conversations to rein- The Facets Model of Effects

force and extend the power of the more traditional
marketing communication forms.

This wider view of advertising includes an array
of communication tools. We mentioned public rela-
tions, direct marketing, and sales promotion, but those
are just a few of the tools in the brand communication ‘
toolkit. We will describe the use of these various -
forms of brand communication as integrated market- See/near
ing communication (IMC), which refers to the strate- Y Pgrcepﬂun
gic use of multiple forms of communication to engage N
different types of consumers who have an interest in
or connection to a brand. "

So the two most central themes for this introduc- : _ .
tory brand communication textbook are effectiveness (hink/understand
and integration and they will be discussed throughout Cognition
the chapters that follow.

WHAT IS EFFECTIVENESS?

During a recent Super Bowl, an ad for Anheuser-
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Busch called “Applause” showed people in an airport ASSUCIatlﬂn
spontaneously applauding a group of American troops 5
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returning home. Even the audience watching from their living rooms was inclined 1o join
in with applause as part of this graceful display of respect and appreciation. It was touch-
ing. Memorable. Beautifully photographed. And the people seemed real, not rehearsed. But
was it an effective ad? What was it trying to accomplish? Did the viewers remember it as
an Anheuser-Busch ad and, if so, did it affect their opinions of that company and its brands?

What is effective advertising? Is it marketing communication that gets talked about?
Is it a message like the Anheuser-Busch commercial that touches your emotions and in-
spires you to applaud? What, exactly, does it mean to say that an advertisement “works™?

Our answer is that brand communication is effective if it creates a desired response in
the audience. A brand message that works is advertising that affects people; it gets results
that can be measured. To better understand how this impact is created by a message, this
textbook will highlight the principles and best practices of the industry.

Principles & Practice uses the Facets Model of Advertising Effects to better explain
brand communication strategies, consumer responses, and effectiveness. The facets model
is like a diamond or a crystal whose surfaces represent the different types of responses gen-
erated by a brand message. This model and the ideas it represents are used throughout the
book to help explain such things as how objectives are decided on, what strategies deliver
what kind of effects, and how an advertisement and other forms of marketing communica-
tion are evaluated based on their objectives.

Principles & Practices
Marketing communication messages are part inspiration and part hard work, but they are
also a product of clear and logical thinking. Ultimately marketing communication is eval-
uated on its ability to generate a desired consumer response that meets a set of carefully
crafted objectives.

In most cases, consumers have little idea what the objectives are because that infor-
mation generally isn't made public—and you sometimes can’t tell from the ad itself. But
think about the “Applause” ad. From what we’ve told you, what do you think the ad’s ob-
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CHAPTER 1 » 1HE NEW WORLD OF MARKETING COMMUNICATION 7%

A Passion for the Business ! A View from the Marketing
w L Communication Front Line

Werile Zamir Gt

jectives are? To sell beer? To get viewers to run out and buy the brand? Actually, the ad
seems Lo be a bit removed from a straight sales pitch.

An educated guess—and that’s what you will be better able to make after reading this
book—is that perhaps its objective is simply to make people feel good, to see the goodness
in a simple patriotic gesture—and, ultimately, to associate that feeling of goodness and
warmth with the brand. Does it work? How did you feel when you read over the descrip-
tion of the ad? Even without seeing the commercial, you may have found that the idea
touched your emotions and increased your respect or liking for the brand. To write objec-
tives, however, you must have some understanding of how these messages work.

This book presents both principles and practices of effective brand communication. You
will find principles in the margins of the text in every chapter. In addition, boxes and other
features elaborate on both the principles and practices related to the topic of each chapter.

In this Ninth Edition, we take you behind the scenes of many award-winning cam-
paigns, such as the “Aflac,” “Altoids,” and “Wii” campaigns, to uncover the hard work and
explain the objectives, the inspiration, and the creative ideas behind some great campaigns.
You will see how the ideas come together; you will live through the decision making; and
you will understand the risks the message creators faced.

We also have contributions from highly experienced professionals, as well as our Ad
Stars, graduates from advertising and marketing communication programs around the
country who were nominated by their professors to be featured in this book. We showcase
their work throughout the book. They also have written Inside Stories that explain strate-
gies and what they have learned on the job, as well as A Day in the Life features that pro-
vide insight into various career opportunities in marketing communication.

['he Prool

Advertisers and marketers want proof that their marketing communication is effective and
efficient. Likewise, you should want proof about the value of your textbooks. You will learn
in this book that all advertising claims need to be supported. That's why we make the
claim—and, yes, this is an advertisement—that Advertising & IMC: Principles & Practice
is the book to read to learn about effective brand communication. We are making a bold
claim, but here is how we back it up.
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Adbvertising & IMC: Principles & Practice is time tested. That’s why it has continued
as one of the market leaders for more than 20 years. It continues to be in touch with the most
current practices in the industry, but it also presents the fundamental principles in ways that
will give you a competitive edge. That’s why students keep this textbook on their shelves
as an important reference book as they move through their major. One thing we hear from
our young professional Ad Stars is that they continue to rely on this book as they make their
transition to professional life, and you can find it on many of their office shelves, as well.
The principles in this book are enduring and your understanding of the practices of the field
can jump-start your career.

mymarketinglab

mymarketinglab (www.mypearsonmarketinglab.com) gives you the opportunity to test
yourself on key concepts and skills, track your own progress through the course, and use
the personalized study plan activities—all to help you achieve success in the classroom.

The MyLab that accompanies Advertising & IMC: Principles & Practice includes:

¢+ Part Ending Cases: Each part incorporates a case study that features award-winning
campaigns recognized by the NY American Marketing Association as outstanding ex-
amples of effectiveness.

* Ad Exercises: View a variety of advertisements and test your understanding of how they
apply IMC concepts.

Plus:

* Personalized study plans—Pre- and post-tests with remediation activities directed to
help you understand and apply the concepts where you need the most help.

* Interactive elements—A wealth of hands-on activities and exercises let you experience
and learn firsthand, whether it is with the online e-book where you can search for specific
keywords or page numbers, highlight specific sections, enter notes right on the e-book
page, and print reading assignments with notes for later review or with other materials.

* Mini-simulations—These simulations help you move beyond the basics with interactive .
simulations that place you in a realistic marketing situation that requires you to make de-
cisions based on marketing concepts.

Find out more at www.mypearsonmarketinglab.com.
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