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Preface

he thirteenth edition of Kleppner’s Advertising Procedure is a combination

of its traditional strengths with significant new material to introduce stu-

dents to the exciting changes in marketing, advertising, and media.
Change is the key efement in modern advertising, and instructors and students
will find a number of changes in the current text. As has been the case in the
past 12 editions of the book, the authors seek to emphasize the important con-
cepts of advertising and promotion and discuss these in an environment that
places these functions in a matrix of the total business function.

The current text presents advertising in a context of marketing communication
and integrated marketing. As we move into the twentieth century, students must
be conversant with all forms of promotion. They must be flexible enough to adapt
to all forms of communication that are likely to persuade the diverse and frag-
mented audiences to whom they will sell their products and services. Several ex-
amples of products categories and individual companies are carried across a num-
ber of chapters so that students can study the manner in which the same products
are sold through a number of media and with different creative approaches.

Despite a more integrated approach to marketing communications, the major
emphasis of the text continues to the practice and philosophy of advertising. The
text is not a marketing book but rather an advertising book that places the ad-
vertising function with a2 marketing framework. The authors seek to show how
the advertising function must be coordinated with all other aspects of market-
ing communications.

The thirteenth edition also offers a global perspective to the advertising func-
tion. Recent changes in agency ownership, the growing importance of multina-
tional advertising, and the cultural and ethnic nature of the U.S. market are all
discussed throughout the text. It is rare that companies selling any product or
service, even those sold exclusively in the United States, can be successful with-
out some international perspective. Some of the major marketing disasters of re-
ceirt years have been caused by an ignorance and sensitivity to the cultures and
customs of other groups within our society or in other countries.

Advertising is one of the most apparent and, to many, controversial business func-
tions. Advertisers are increasingly coming to realize that their messages have cf-
fects far beyond the intended selling messages. For example, the manner in which
minorities and women are portrayed in advertisements and commercials can of-
fer realistic pictures of how these groups function in society or, conversely, can
be a2 means of negatively stereotyping these people. By the same token, many




nonprofit and public opinion advocacy groups are using advertising as an effec-
tive and efficient means of exposing their messages to the general public.

Students must understand both the intended and unintended messages conveyed
by advertising. In a diverse society where consumers are very aware of the power,
for good and evil, of advertising, it is imperative that advertisers perceive the to-

tality of their messages.

The thirteenth edition also explores the exciting new world of new media and
the current and future impact that these technologies will have on advertising,
In the near future, technology will provide speedier and more personal commu-
nication. It also will provide the public with the availability of two-way com-
munication much more under the control of the audience. The transition from
onc-way to two-way communication offers a number of challenges and oppor-
tunities to advertisers. The text seeks to put these emerging media in a context
of how they will affect adverusing as well as which ones are truly pracucal in the
coming years.

As in past years the text is designed for those students who plan careers in ad-
vertising, for those who seek an introduction to the field as a supplement to other
majors and even for those wanting to become more educated consumers. Re-
gardless of the career goals of those reading the text, the overview of advertising
secks to define its function as an integral part of our everyday lives.

The text is divided into six parts with a total of 26 chapters. The first section
begins with a historical overview of the foundations of selling and exchange of
goods up to the present. Chapter 2 offers a brief description of the various func-
tions of advertising at all levels. The authors seek to delineate the flexibility of
advertising to solve a host of marketing communication problems as well as out-
line the manner in which advertising complements other forms of promotion.

Part 2 discusses the foundations of research and audience analysis so imperative
to successful advertising. Chapter 3 introduces the concept of the produt life cy-
cle and the strategies needed tc keep products vital in a changing marketplace.
Chapter Four addresses the problems of identifying prime prospects and devel-
oping plans to reach these groups most effectively.

Part 3 emphasizes the organization of the advertising function from both the
agency and the client perspectives. As the advertising function grows more com-
plex, management of the function has changed dramatically. In Chapters 5 and
6 the process of planning and executing advertising is discussed. In addition, the
various skills needed to carry out sophisticated advertising is discussed.

In Part 4 we begin our discussion of the various media formats that carry pro-
motional messages to audiences. In recent years the cost and diversity of media
have increasingly required significant expertise of media executives. New tech-
nology being introduced each year will make this area even more interesting and
demanding in the future.

Preface X1
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In Chapter 7 we introduced the general topic of media planning and a compar-
ative overview of the major media categories. This chapter is followed by seven
chapters that discuss in detail the role of the individual media in carrying out
the advertising communications functien. The media planner must be well versed
in marketing, careful and proficient in statistics, and able to interpret research
data. This section emphasizes the fact that there are no superior or inferior me-
dia. Rather, different communication vehicles are more suitable for solving cer-
tain types of problems. The media planner must be able to judge objectively all
media and promotional vehicles to select the combination thar will best serve
the specific needs of a particular marketing problems.

In Part 5 we begin our discussion of the creative function. While advertising is
largely identified with the finished advertisements and commercials we see every-
day, creative ideas are usually the result of research that offers insight into con-
sumer production selection, and media preferences. Chaprers 15-24 seek to out-
line the many steps of planning, research, and production necessary to bring the
rough idea to fruition as a finished ad. Contrary to popular opinion, grear ad-
vertising is rarely the result of spontaneous ideas but rather the fruit of long hours

of hard work and study.

This edition concludes with a discussion of some of the specialized areas of ad-
vertising. Chapter 24 discusses the special problems inherent in advertising on a
multinational stage. Chapter 25 outlines the many regulatory and legal pitfalls
facing advertising in a litigious society. Finally, Chapter 26 brings into focus the
ethical and economic foundations of advertising.

The chirteenth edition of Kleppner’s Advertising Procedure seeks to brings students
the latest information concerning the existing field of advertising. At the same
time, it recognizes that advertising is both an art and a science. The authors hope
that we have offered you insights into the profession and at the same time con-
veyed our sense of anticipation and enthusiasm over this everchanging but never
duli business.

J. Thomas Russell
‘W. Ronald Lane




Supplements

Completely revised, expanded, and fully integrate, this new comprebensive ancillary
package is available upon adoption of KLEPPNER'S ADVERTISING PROCE-

DURE, 13/E
Instructor’s Resource Manual with Video Guide

Complete with chapter overview, learning objectives, a detailed lecture outline,
answers to all end-of-chapter questions, class projects and exercises, and addi-
tional readings, this guide provides an invaluable teaching tool. The lecture out-
line provides a concise overview of cach chapter and thoroughly integrates all
key lecture components, including all three video libraries (ABC News, EFFIE,
and New York Festivals) and the color transparencies. Each chapter offers at least
three projects or exercises at various levels of difficulty, plus a special “Humor in
Advertising” section with additional class projects.

Test Item File

Includes multiple-choice, true/false, and essay questions. The test bank is de-
signed to reflect Kleppner's practical approach through realistic questions and an
applications-oriented approach. In addition, the test bank incorporates questions
based on the extensive video material available with the thirteenth edition.

3.5” IBM Test Manager

This powerful computerized testing package, available for DOS-based comput-
ers allows instructors to create their own personalized exams using questions from
the Test ftem File. It offers full mouse support, complete question editing, ran-
dom test generation, graphics and printing capabilities. Toll free technical sup-
port is offered to all users, and the Test Manager is free upon adoption.

"~ ABC News Video Library

Our ABC News/Prentice Hall Video Library contains timely and relevant video seg-
ments from acclaimed ABC News programs, such as Nighdine, World News
Tonight, and Business World, available for the college market exclusively through
Prentice Hall. Designed specifically to complement the text, this library is an ex-
cellent tool for bringing students into contact with the world outside the classroom.

Fully supported by integrated teaching notes in the Instructor’s Resource Manual.

EFFIE Video Library

This video features some of the award-winning campaigns from EFFIE, the only
advertising honor awarded on the basis of objective marketing results. Since 1969,
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Supplements,

the New York chaprer of the American Marketing Association has been award-
ing the EFFIE to advertisers and cheir agencies. The EFFIE competition recog-
nizes the highest achievement in advertising: superior results in meeting sales ob-
jectives. All text video case clips are fully supported by integrated teaching notes

in the Instructor’'s Resource Manual.
New York Festivals Video Library

In conjunction with the New York Festvals International Advertising Awards,
Prencice Hall offers you and vour students a comprehensive bank of award-win-
ning international advertisements that will enhance vour in-class discussions and
add unparalleled “real world™ relevance to your lectures. These video clips are
available exclusively from Prentice Hall. All clips are supported by teaching notes
in a separate New York Festivals Video Guide. In addition, segments are refer-
enced in the lecture outlines within the Instructor's Resource Manual for easy

lecture integration.

THE NEW YORK




Color Transparencies

50 full-color transparencies highlight key concepts for presentation and offer ad-
ditional advertisements for class discussion and analysis. Each transparency is ac-
companied by a full page of teaching notes that includes relevant key terms and
discussion points from the chapters as well as additional material from supple-
mentary sources. All acetates and lecture notes are available on Powerpoint 4.0.
The disk is designed to allow you to present the transparencies to your class elec-
tronically. The Color Transparencies are also availabd in slide format.

New York Times/Prentice Hall “Themes of the Times” Program for Advertising

Prentice Hall and The New York Times, one of the world’s top news publica-
tions, join to expand your students’ knowledge beyond the walls of the class-
room. Upon adoption, professors and students receive a specialized “mini-news-
paper” containing a broad spectrum of carefully chosen articles that focus on
events and issues in the world of advertising as well as on some of the news-mak-
ing marketing professionals of the 1990s. To ensure complete timeliness, this
supelement is updated twice a year.

Suppilements XV
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