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Preface

Advertising, promotions, and marketing communications
are integral components of marketing. If your major is mar-
keting, understanding how companies can effectively com-
municate with customers and potential customers creates the
foundation needed to develop effective marketing skills.
This will help you succeed in your marketing career.

If you are not a marketing major, consider all of the
marketing communications around you. Any company or
organization you work for will be involved in marketing its
products or services. Understanding how marketing commu-
nications are developed and why will be valuable knowl-
edge. It will help you comprehend the methods used by the
people in the marketing department in the company where
you will work and will provide you with better information
to function as a consumer.

We created Integrated Advertising, Promotion, and
Marketing Communications, in part, to help students under-
stand the importance of integrating all marketing communi-
cations (IMC) and how they are produced and transmitted.
When our first edition was written, almost all marketing
communication textbooks focused exclusively on advertis-
ing. As you know from your everyday experiences and the
courses you have taken in college, marketing communica-
tions includes much more than that. It includes promotions,
such as coupons, price discounts, and contests. Marketing
has expanded to blogs on the Internet, customer reviews of
products, messages delivered to cell phones, and newer pro-
grams, such as buzz marketing. These venues are vital
ingredients in effectively reaching consumers. These must
also be carefully integrated into one clear message and
voice for customers to hear.

We prepared this textbook and all of the additional
materials in a way that will best help you to understand inte-
grated marketing communications. Students need opportu-
nities to apply concepts to real-life situations. This helps
them clearly understand and retain the ideas. As a result, we
have prepared a variety of end-of-chapter materials that are
designed to help you practice using the concepts. These
materials include Integrated Campaigns in Action, inte-
grated learning exercises, discussion and critical-thinking
exercises, creative exercises, and cases.

WHAT’S NEW IN THE
FIFTH EDITION?

This fifth edition of Integrated Advertising, Promotion,
and Marketing Communications offers some exciting
new features. The most dynamic is the addition of
the Integrated Campaigns in Action series, which con-
cludes nearly every chapter. These actual advertising and
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promotional programs are described by the people and
advertising agencies involved in creating them. Other new
features in this edition include:

o Interviews with advertising professionals. At various points
throughout the text, interviews and quotes from advertis-
ing professionals have been integrated into the chapters.
Some are as lengthy as a full description of the develop-
ment of the Motel 6 advertising program by Stan
Richards, founder of The Richards Groups, whereas oth-
ers are as short as one-sentence commentaries on various
marketing and promotions topics, but they all will give
you an important perspective on real-world applications.

o Increased emphasis on social media. One of the most
rapidly evolving aspects of advertising and promotion has
been the demand for increased usage of social media. This
edition presents a great deal of new material on these
important changes, including the book’s opening vignette
about Twitter. Coverage of social media has been added
wherever it has impacted marketing communications.

e New opening vignettes and cases. Many of the chapter
opening vignettes are brand new to this edition, and
each chapter includes one new case. These materials
keep the book fresh and current.

¢ Inclusion of personal selling. Based on responses from
reviewers of the previous edition, a section regarding
the importance of personal selling has been added to
Chapter 11. The face-to-face element of marketing
communications merits this new material.

o Updated examples. New examples of marketing
communications principles have been incorporated to
provide up-to-date information about companies you
can relate to. New discussion and critical-thinking exer-
cises have been created to help you understand and
apply the materials presented in each chapter.

INTEGRATED LEARNING
PACKAGE

We have created several features that are designed to help
you learn the material in this text. Advertising and market-
ing communications are interesting and enjoyable subjects,
and these materials have been developed to make learning
interactive and fun!

o Integrated Campaigns in Action. The most exciting and
unique new feature in this textbook is a series of pre-
sentations about actual marketing programs, as created
and designed by professional agencies. Bill Breedlove
from the Pink Jacket Creative advertising agency will



relay a great story about an event marketing program
set up for 200 people attending a trade show. He will
also tell you about his firm’s successful guerrilla mar-
keting program for Engobi. Lee McGuire will discuss
an integrated marketing campaign for selling Skyjacker
lift kits. Kraft and the mcgarrybowen advertising
agency share information on the newest Philadelphia
Cream Cheese campaign. These features appear and the
end of each chapter.

Lead-in vignettes. Each chapter begins with a vignette
related to the chapter’s topic. The majority of the vignettes
revolve around success stories in companies most of you
will recognize, such as PetSmart. In this edition, new
vignettes have been introduced, including stories about
Twitter, Platinum Motorcars, GoDaddy.com, and even one
about Barbie. The vignettes introduce you to the concepts
presented throughout the chapter.

International marketing discussions. Some of you have
traveled to other countries. Most of you interact with
students from around the globe. Global, international
business is all around. This makes understanding inter-
national marketing issues important. This book fea-
tures international concerns related to the topics at
hand. Also, a section called “International Implications™
appears at the end of every chapter.

Critical-thinking exercises and discussion questions. The
end-of-chapter materials include a variety of exercises
designed to help you comprehend and apply the chapter
concepts. These exercises challenge your thinking and
encourage you to dig deeper. The best way to know that
you have truly learned a concept or theory is when you
can apply it to a different situation. These critical-thinking
and discussion exercises require you to apply knowledge
to a wide array of marketing situations.

Integrated learning exercises. At the end of each chapter,
a set of questions guides you to the Internet to access
information that ties into the subject matter covered.
These exercises provide an opportunity to look up vari-
ous companies and organizations to see how they use
the concepts presented in the chapter.

Creative Corner exercises. A new feature has been added to
this edition. Most students enjoy the opportunity to use
their creative abilities. As a result, we feature a new exer-
cise called the “Creative Corner,” which asks you to
design advertisements and other marketing-related mate-
rials. We suggest you complete these activities even when
they are not assigned. They help you realize that you are
more creative than you might think, and they’re fun. Ken
Clow has taught students who said they had zero creative
ability. Yet these same students were able to produce ads
that won ADDY awards in student competitions spon-
sored by the American Advertising Federation (AAF). If
you don’t know anything about the AAF student competi-
tion, go the organization’s Web site at www.aaf.org.
Entering the annual competition is exciting, and partici-
pating looks great on a resume.
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e Cases. Two cases are provided at the conclusion of each
chapter. They were written to help you learn by providing
plausible scenarios that require thought and review of
chapter materials. The short cases should help vou
conceptually understand chapter components and the
larger, more general marketing issues.

PEARSON MYMARKETINGLAB

Pearson’s mymarketinglab (www.mypearsonmarketinglab.
com) gives you the opportunity to test yourself on key con-
cepts 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 mymarketinglab that accompanies /ntegrated
Advertising, Promotion, and Marketing Communications
includes:

o Ad exercises. View a variety of advertisements and test
your understanding of how they apply IMC concepts.

¢ Personalized study plans. Pre- and posttests are directed
to help you understand and apply the concepts where you
need the most help.

« Critical Thinking Challenge Questions. These questions
measure core critical-thinking skills through the context
of marketing applications. To answer these questions,
you will need to recognize assumptions, evaluate argu-
ments, identify relevant issues. draw inferences, spot
logical flaws, and recognize similantics between argu-
ments. Knowledge of marketing content picked up
through the text and the class will help you zero in on
the correct issues. but you will still need to exercise crit-
ical judgment in order to get the correct answer.

¢ Audio PowerPoints. Pcarson’s MyMarketinglLab also
offers the instructor PowerPoints in an audio format for
those of you taking classes online or as a supplencental
teaching aid to the classroom lectures.

Find out more at www.myvpearsonmarketinglab.com.
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