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PREFACE

The tenth edition of Kleppner’s Advertising Procedure marks 63 years that this text
has discussed the exciting business of advertising. During these past six decades,
advertising has developed from primitive ads and posters into a sophisticated com-
plement to the total marketing process.

This edition, as have those in the past, seeks to explore advertising in a way that
will be profitable to several kinds of students. To those students embarking on a
career in advertising, the text offers an introduction to more in-depth study in
advanced courses. To students in marketing, commercial art, and other related
fields, the text demonstrates the relationship between advertising and other disci-
plines. Finally, for those students who are interested in advertising from a consumer
perspective, the text provides insights into the role of advertising in our daily lives.

The text examines advertising strategy and techniques on three levels. The first
level views advertising as an institution. In Chapter 1, we review the historical
development of advertising, showing how it has mirrored the economical and cul-
tural priorities of society. Chapter 2 reviews the flexibility of advertising and the
many roles it plays in the marketing communication process.

The second level of Advertising Procedure discusses the field as a business. Parts
Two and Three emphasize the planning, research, and management skills necessary
for successful advertising. In recent years, the agency-client relationship has under-
gone some major changes. The mergers of major agencies into so-called mega-
agencies have created opportunities as well as the stress that inevitably accompanies
such growth. Client conflicts and some degree of depersonalized client service have
offset some of the obvious efficiencies of these huge agencies.

The third level of our discussion begins in Part Four, with the execution of ads
and commercials. We start this discussion with an examination of advertising
media. During the last decade, the media-buying process has taken on greater im-
portance. Although the double-digit annual cost increases of the 1960s and 1970s
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have been tempered in recent years, media costs are still the major advertising
expenditure for most companies. In addition, the diversity and fragmentation of
advertising media demand great skill and expertise on the part of the media planner.
The financial risks of bad decisions by media planners have escalated tremendously
in the last several years.

Media vehicles are being targeted to reach prime prospects in ways that were
unavailable only a few years ago. Cable TV, direct-response advertising, narrowly
programmed radio stations, and selective magazines provide evidence of the indi-
vidualization of the media-buying function. However, as we will see, this ability to
reach narrowly targeted audiences is not without its price. The cost per reader or
viewer increases significantly as advertisers demand vehicles that reach a small,
clearly identified group of prospects. The media buyer must search through the
myriad of media-buying opportunities to find those that deliver both prospects and
reasonable cost efficiencies.

From the world of media numbers and statistics of Part Four, we move to one of
creative ideas and concepts. In Part Five, we see that the creation of unique and
persuasive advertising has become more difficult amid the swirl of competing mes-
sages that the average person encounters each day.

The text has updated creative examples to give students a sample of the very best
of modern advertising. As in past editions, the authors seek to take students through
the creative process from marketing objectives to finished ads or commercials.
Teaching people how to have the great idea is, of course, impossible. However, we
can show the techniques of planning, research, and collaboration that often result in
that creative gem.

More importantly, the authors have attempted to demonstrate that advertising
must be marketing and sales oriented. Illustrations and copy cannot be judged ex-
cept in a context that encourages prime prospects to become loyal customers. For
more than 60 years, Advertising Procedure has emphasized the marketing ap-
proach. The present edition continues this tradition.

In Part Six, we examine the basic techniques of advertising in some special areas.
From the fast-paced world of retailing to the problems of opening the Chinese
mainland to American products, advertising demonstrates its flexibility and persua-
sive power. Also in this section the authors discuss the legal, ethical, and cultural
environments of advertising. As the most visible aspect of business, advertising
must take special precautions to maintain the highest standards of practice.

So we begin our journey through the exciting field of advertising. We hope that it
will reward those seeking a general understanding as well as those who anticipate
that advertising will be their life’s work.
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PART THE PLACE
ONE OF ADVERTISING

Advertising is often viewed as a
communication tool of fairly re-
cent origin. In fact, advertising is
as old as civilization and com-
merce. It has always been neces-
sary to bring buyers and sellers
together. The only thing that has
changed over the centuries is the
degree of sophistication of the
advertising function. In Chapter 1,
we trace the development of ad-
vertising from its primitive begin-
nings on clay tablets and tavern
signs to the electronic age.

In Chapter 2, we review the
many facets of advertising. Adver-
tising is not a single technique, but
one that can be adapted to virtu-
ally any product or company. The
versatility of advertising as a tool
to solve marketing problems is
one of its predominate character-
istics. No aspect of business de-
mands the breadth of knowledge
required to create successful ad-
vertising.
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