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global interactive age.
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xii
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Updated exhibits.
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Simplified text throughout to improve readability and
student engagement.
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Updated material on the use of computers in
production.

More material on creating copy for digital media.

Streamlined and tightened copy throughout the
chapter.

chapter ten
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reduce textbook length and the number of chapters.

Material is still available online and in custom versions.
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Updated the exhibit on most viewed cable networks.
New exhibit on top advertising categories.

Updated the exhibit on commercial costs.
Significantly updated coverage of radio.

Updated the exhibit on spot radio spending.

chapter twelve
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Revised and updated information on search engine
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chapter thirteen

Updated exhibits and numerous statistics throughout
the chapter.

Enhanced the discussion of mall advertising.
Added new material on guerrilla marketing.

chapter fourteen

Updated media spending statistics in Exhibit 14—1.
Added new material on media-buying firms.

Added a new exhibit comparing spending on all media
options.

Added new exhibit showing rising costs for smaller
audiences on network primetime shows.

chapter fifteen

Updated the GEICO opening vignette.
Enhanced the description of database marketing.

Updated the exhibit on the largest direct-response
agencies in the United States and numerous statistics
throughout the chapter.

Enhanced discussion of direct-response digital
interactive media.
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chapter sixteen

Updated Netflix vignette to the present.

Updated three exhibits and numerous statistics
regarding sponsorships.
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n this chapter you will learn what

advertising and integrated market-

ing communications (IMC) are and
learn how advertising differs from
other forms of marketing communi-
cations. Next you’ll find out about
the functions and effects of adver-
tising in free economies and dis-
cover how advertising developed in
the U.S. Finally, you will consider

adverting’s impact on society.

You probably have a pretty good
idea what advertising is. But IMC is a
term you might not have heard be-
fore. So what is IMC, and why do ad-
vertising professionals need to
know about it? IMC is the modern
practice of coordinating and inte-
grating brand messages from a vari-
ety of sources. The IMC approach

contrasts with practices from the

past in which ad agencies created
campaigns without giving much
thought to how advertisements
worked with other marketing com-
munications. For example, an
agency might have created a com-
mercial for a car brand without both-
ering to learn about the brand’s
public relations activities or spon-
sorship commitments. Those days
are long gone. Today, advertising is
considered one tool in the market-

ing communications toobox.

To see why advertising works better
when guided by IMC, it might help to
reflect on a recent campaign for
Activia, a yogurt brand. When first
introduced several years ago, Activia
ran ads featuring actress Jaime Lee
Curtis speaking about the digestive

benefits of the the product.

But in 2014 Activia launched a new
campaign featuring pop star Shakira.’
A long commercial featuring the
singer, soccer, and world-hunger ran
during the World Cup. The campaign
was intended to drive fans to the web

continued on p. 4

LEARNING OBJECTIVES

After studying this chapter, you will be
able to:

LO1-1 Define integrated marketing
communications and explain its
importance.

LO1-2 Define advertising and distinguish
it from other forms of marketing
communications.

LO1-3 Explain the role advertising plays
in business and marketing.

LO1-4 lllustrate the functions of
advertising in a free-market
economy.

LO1-5 Discuss how advertising evolved
with the history of commerce.

LO1-6 Describe the impact of advertising
on society.



W (Twitter, Inc. @ twitter.com/adage/status/495915 1980854108

Ad Age Ad Age @&

@adage

Search Twitter Q

Have an account? Log in +

+% Follow

Shakira vanquishes Darth Vader: Pop star's
Activia-sponsored music video becomes
most-shared ad of all time bit.ly/1o0gx9QUW

v Ad Age

Shakira's Activia-Sponsored Music Video Vanquishes 'The

Force' as...

Music video for Shakira sponsored by Activia tops Volkswagens
"The Force" as most shared of all time.

View on web

RETWEETS FAVORITES

22 10

6:04 AM - 3 Aug 2014

Source: Advertising Age

continued from p. 3

to rewatch and share the video with their friends. Which

they did, in record numbers.?

Many who watch the video (you can see it here: https:/
vimeo.com/98017010) may wonder if it can truly be called
an advertisement. The Activia name is shown early, then is
referenced only through actors in the video drawing circles
on their stomachs. And while an English language version
was created, most viewers watched the Spanish-language

version.

The changes in Activia’s marketing efforts perfectly mirror
broader new approaches in the advertising world. It also
helps to demonstrate the importance of IMC for advertis-

ers. Let's see how.

The “old” Jamie Lee Curtis ads relied heavily on paid media,
particularly television. They targeted an older audience,

including many Baby Boomers (people born between 1946

4 PART 1 | AnIntroduction to Advertising
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and 1964). The primary focus of the campaign was the

United States, a large consumer market.

The new ad ran on television but was really meant to
encourage consumers to watch on the Web, where they
could share it with friends. The Shakira video targets a
younger and more global audience, especially Millennials
(people born between 1980 and 2000) in Latin and
South America. The “ad” in this case looks exactly like a
music video, so much so that some critics found it

confusing.®

Whether or not older audiences found the Shakira Activia
ad confusing, it was a hit with younger viewers. In fact, it
became the most shared advertisement in history and
global Activia sales, which had been flat, once again grew
in 2015.4

As this story suggests, advertising is in transition. U.S. and

European consumers are no longer the only focus of



global marketers. Television ads, which
have been growing more expensive even
as they reach fewer people, are being
used in a different way. Social media is

an important part of nearly every big

marketing
communications The
various efforts and tools
companies use to
communicate with
customers and prospects,
including newspaper ads,
event sponsorship,
publicity, telemarketing,
digital ads, and coupons, to

advertising A paid,
mediated form of
communication from an
identifiable source,
designed to persuade the
receiver to take some

action, now or in the future.

consumers People who
buy products and services
for their own, or someone
else’s, personal use.

campaign. And the 30-second spot is
declining in importance as a way to per-
suade consumers to try new brands or remain loyal to

old ones.

The story also shows the power of IMC. Activia integrated
messages that included the Shakira commercial, the online
video, the support of a world-hunger campaign, and the
sponsorship of World Cup soccer. Doing all of this together
could have confused consumers. Instead, these activities
resonated with the target audience because the messages

were carefully designed to work together. [l

LO1-1 Define integrated marketing communications and explain
its importance.

Throughout this text, we will discuss the importance of inte-
grated marketing communications (IMC): the coordination and
integration of brand messages from a variety of sources.
Marketers today realize that it is no longer possible to reach
and effectively persuade their audiences with traditional media
alone—television, radio, magazines, newspapers, direct mail,
and outdoor. They need to combine and coordinate those com-
munications tools with public relations, personal selling, sales
promotion, and digital media to mount an effective marketing
campaign.

The next section focuses on one important type of IMC com-
munication: advertising, Advertising is a messaging option
over which a company has the greatest control. As such, it is
likely to remain an important component of almost every major
IMC campaign.

LO1-2 Define advertising and distinguish it from other forms of
marketing communications.

WHAT IS ADVERTISING?

You are exposed to hundreds and maybe even thousands of
commercial messages every day. They appear in many
forms—TV commercials, websites, and social media
messages—or in the form of product placements in TV
shows, coupons, sales letters, event sponsorships, telemar-

mention just a few.

keting calls, or e-mails. These are just a few of the many
communication tools that companies and organizations use to
initiate and maintain contact with their customers, clients,
and prospects. You may simply refer to them all as “advertis-
ing.” But, in fact, the correct term for these various tools is
marketing communications. And advertising is just one
type of marketing communication.

So, then, what is advertising?

At the beginning of the twentieth century, Albert Lasker, often
regarded as the “father” of modern advertising, defined adver-
tising as “salesmanship in print, driven by a reason why.”> But
that was long before the advent of radio, television, or the
smartphone. More than a century later, our planet is a far differ-
ent place. The nature and needs of business have changed, and
so have the concept and practice of advertising.

How would you define advertising? There are many kinds of
marketing communications, but not all qualify as advertising.
Let’s start with a definition and then distinguish advertising
from these other marketing messages.

Advertising is a paid, mediated form of communication from
an identifiable source, designed to persuade the receiver to take
some action, now or in the future.

Let’s take this definition apart and analyze its six core com-
ponents. Advertising is, first of all, a type of communication.
It is actually a very structured form of communication, em-
ploying both verbal and nonverbal elements that are com-
posed to fill specific space and time formats determined by
the sponsor.

Second, advertising is typically directed to receivers, or people
who are attractive to the advertiser. These people could be
consumers, who buy products like cars, deodorant, or food for
their personal use. Or they might be businesspeople who buy
fleets of cars for commercial or government use. The messages
are delivered via media, such as television or the Internet,
rather than through direct, personal contact between a seller
and a buyer. Advertising is, therefore, a kind of nonpersonal, or
mass, communication.

Third, advertising is paid for by sponsors. GM, Walmart,
Activia, and your local fitness salon pay the newspaper or the
radio or TV station to carry the ads you read, see, and hear. But
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public service
announcements
(PSAs) An advertisement
serving the public interest,
often for a nonprofit
organization, carried by the
media at no charge.

media A plural form of
medium, referring to
communications vehicles
paid to present an
advertisement to their target
audience. Most often used
to refer to radio and

television networks, stations
that have new reporters,
and publications that carry
news and advertising.

Overview [1-A]

Welcome to My Ad Campaign, a valuable feature of this text. My Ad Cam-
paign should be useful in any of the following situations:

« Your instructor has asked students in your class to work on part or all of
an ad campaign, either individually or in groups.

« You are doing an internship and want practical advice on how to help
your internship sponsor.

- You want to try to apply the concepts and ideas that you are reading
about in this book in the real world.

Professors approach advertising projects differently. Some ask students to
create ads for a real product, although they never actually communicate
with the company that makes the product. Some assign a fictional brand in
a real product category. Perhaps your professor has offered your talents to
a client, such as a small local business or firm. You may even have to find a
client yourself by making inquiries in your community. Finally, your instruc-
tor may ask you to help a charity or nonprofit with its advertising. No matter
which of these things is the case, the good news is that developing an ad-
vertising campaign follows a similar path. And the My Ad Campaign feature
is designed to help guide you through the process.

Let’s begin with some definitions. An advertising campaign involves the
creation and placement of a series of messages that are unified by an under-
lying theme. The messages should help to promote a brand, product, ser-
vice, organization, or idea. They are typically designed to resonate with a
group called a target audience. Campaigns usually have specific objectives,
such as increasing product awareness or persuading people to try a service
or donate money. And to ensure that the target audience receives them,
messages appear in various media, such as newspapers, radio, or websites.
You may not do all of these activities but in most cases you will get a chance
to do some serious thinking, planning, and creative brainstorming.

We can make our definition of a campaign a bit more concrete by
thinking back to the opening vignette of this chapter. Activia is a yogurt
brand that may help with better digestive functioning. The company
wanted to reach a younger, more diverse audience than it had in previous
years. And it wanted to do so in a way that is credible to that audience.

If your team had been asked to change Activia’s advertising approach,
what would you have proposed? Activia’s real agency stopped relying so
much on U.S. TV ads with a spokesperson known best among Baby Boom-
ers. Instead, it created a commercial featuring a young pop star especially
popular with Hispanic audiences. The commercial did not run as frequently
as ads did during the old campaign. Instead, it was intended to encourage
people to go online to view a long-form video and share that with friends.

some sponsors don’t have to pay for their ads. The American
Red Cross, United Way, and American Cancer Society are
among the many national organizations whose public service
announcements (PSAs) are carried at no charge because of
their nonprofit status. Likewise, a poster on a school bulletin
board promoting a dance is not paid for, but it is still an ad—a
structured, nonpersonal, persuasive communication.

Fourth, advertising is mediated, meaning it reaches us through
a channel of communication referred to as a medium. An ad-
vertising medium is any nonpersonal means used to present an
ad to its target audience. Thus, we have radio advertising,
television advertising, newspaper ads, Google ads, and so on.

Hopefully you’ve inferred from all of this that advertising is very stra-
tegic. Lots of planning takes place long before ads are created. So while
you may be itching to create some advertisements for your client right off
the bat, you have lots of work to do before you begin creating ads. The
strategy of the new Activia campaign focused on reaching a younger au-
dience in Latin and South America. It was also based on the belief that
standard 30-second commercials don’t work especially well with that
audience. Finally, the campaign believed that younger people would
“get” the Activia connection to the Shakira video. That’s strategic think-
ing, and in this case it proved successful. On a much smaller scale and
with far less resources, you will face similar challenges. My Ad Campaign
is designed to help you to meet them.

In subsequent chapters, we’ll help you learn to develop a deeper un-
derstanding of your brand or client, develop a plan for marketing and
advertising activities, conduct research so that you can better under-
stand your target audience, formulate media strategy, and design effec-
tive advertisements. Finally, you’ll learn how to implement evaluation
programs to test whether your ads were successful. By the end of the
semester, you won’t be a top advertising professional. But you’ll have
some real experience in the art and science of developing an ad cam-
paign. And that’s a great start!

The My Ad Campaign topics are listed below. You may find it useful
or necessary to jump around among them as you develop your own
campaign.

1. Overview/Tools for Teamwork
2. Your Campaign Assignment
3. Understanding What Your Client Wants
4. Segmenting the Audience
5. Understanding Your Customer and Product
6. Conducting Marketing and Advertising Research
7. Situation Analysis, Objectives, and Budgets
8. The Creative Brief
9. Developing the Creative Product
10. Magazine and Newspaper Advertising
11. Television and Radio Advertising
12. Digital Interactive Media
13. Out-of-Home, Direct Mail and Specialty Advertising
14. Developing Media Objectives and Strategies
15. Developing a Plans Book
16. Blogging/The Client Presentation



word-of-mouth mass media Print or goods Tangible products services A bundle of ideas Economic, political,

(WOM) advertising broadcast media that reach such as suits, soap, and benefits that may or may religious, or social

The passing of information, very large audiences. Mass soft drinks. not be physical, that are viewpoints that advertising
especially product media include radio, temporary in nature, and may attempt to sell.
recommendations, in an television, newspapers, that come from the

informal, unpaid, person-to- magazines, and billboards. completion of a task.

person manner, rather than
by advertising or other forms
of traditional marketing.

When you tell somebody how much you
like a product, that’s sometimes called
word-of-mouth (WOM) advertising.
Although WOM is a communication me-
dium, it has not generally been considered
an advertising medium. However, the pop-
ularity of social media, such as Facebook
and Snapchat, is forcing advertisers to re-
consider this belief. Historically, advertis-
ers have used the traditional mass media
(the plural of medium)—radio, TV, news-
papers, magazines, and billboards—to send
their messages. Modern technology enables
advertising to reach us efficiently through a
variety of addressable media (like direct
mail) and interactive media (like Face-
book). Advertisers also use a variety of
other nontraditional media such as bill-
boards, directories, and direct mail, to link
with their audience.

Fifth, most advertising is intended to be
persuasive—to ultimately motivate the au-
dience to do something. What, exactly?
Ads can persuade people to try new things,
or to stay loyal to brands they already use.
Some ads try to convince people to increase
their usage of a product they already buy.
Ads can try to get people to vote for a can-
didate or support a ballot initiative. Some
ads even try to get people to do less of
something, for example to use less water or

You don't have to be perfect to be a perfect parent. energy. Getting people to change .thelr be-
There are thousands of teens in foster care who would love to put up with you. havior is not easy, and we’ll see in subse-
1888 200 4005 - adoptuskids.org quent chapters that there are intermediate

goals that ads target which can later lead to
behavior change.

AQ
Guna sk In addition to promoting tangible goods
such as oranges, iPods, and automobiles,

advertising helps publicize the intangible

Even nonprofits use advertising to communicate information. This ad for adoptuskids.org was created ~ S€rvICes of bankers, beauticians, bike repair

by the Advertising Council, a nonprofit organization that produces, distributes, and promotes ShOpS, bill collectors, and bakeries. Advertis-
campaigns that are each sponsored by a federal government agency or a nonprofit organization. ing is sometimes used to advocate a wide
Source: AdoptUSKids and The Advertising Council variety of ideas, whether economic, political,
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product The particular marketing An
good or service a company organizational function and
sells. a set of processes for

process A sequence of
actions or methods aimed
at satisfying consumer

marketing mix Four
elements, called the 4Ps
(product, price, place, and

marketing
strategy The statement
of how the company is

creating, communicating,
and delivering value to
customers and for
managing customer
relationships in ways that
benefit the organization and
its stakeholders.

religious, or social. In this book the term product encompasses
goods, services, and ideas.

Finally, an ad identifies its sponsor. This seems obvious. The
sponsor wants to be identified, or why pay to advertise? This
part of the definition of advertising distinguishes it from
product placements, an increasingly prevalent way to pro-
mote a product. Product placements occur when a brand is
featured in a show, story, or film in exchange for compensa-
tion of some kind. Whereas it is clear that an ad has a spon-
sor, product placements are often made to look natural and
unobtrusive, so that audiences can’t be sure they are seeing a
promotion.

1. What are the six key components of the
definition of advertising?

2. Which of these components do product
placements not fulfill?

LO1-3 Explain the role advertising plays in business and
marketing.

THE ROLE OF ADVERTISING
IN BUSINESS

In Chapter 5 we discuss in more detail how advertising helps
inform and persuade consumers, but first let’s consider adver-
tising’s role in business. Every business organization performs
a number of activities, typically classified into three broad
divisions:

+ Operations (production/manufacturing)
+ Finance/administration

+  Marketing

8 PART 1 | AnIntroduction to Advertising

needs profitably.

promotion), that every
company has the option of
adding, subtracting, or
modifying in order to create
a desired marketing
strategy.

going to accomplish its
marketing objectives.

Of all the business functions, marketing is the only one in-
tended to bring in revenue. Without revenue, of course, a com-
pany cannot pay its bills or earn a profit. So marketing is very
important.

What Is Marketing?

Over the years, the concept of marketing has evolved based on
the supply of and demand for products. Because we need to
understand marketing as it relates to advertising, we will use
the American Marketing Association’s definition:

Marketing is the activity, set of institutions, and processes
for creating, communicating, delivering, and exchanging offer-
ings that have value for customers, clients, partners, and society
at large.b

We focus in Part 2 on marketing and consumer behavior.
What’s important to understand now is that marketing is a
process—a sequence of activities—aimed at profitably satis-
fying consumer needs. This process is typically broken down
into the 4Ps of the marketing mix: developing products,
pricing them strategically, distributing them so they are avail-
able to customers at appropriate places, and promoting them
through sales and advertising activities (see Exhibit 1-1). The
ultimate goal of the marketing process is to earn a profit for
the firm by exchanging products or services with customers
who need or want them. And the role of advertising is to
promote—to inform, persuade, and remind groups of customers,
or markets, about the need-satisfying value of the company’s
goods and services.

Advertising and the

Marketing Process

Adbvertising helps the organization achieve its marketing goals.
So do market research, sales, and distribution. And these other
marketing specialties all have an impact on the kind of adver-
tising a company uses. An effective advertising specialist must
have a broad understanding of marketing in order to know what
type of advertising to use in a given situation.

Companies and organizations use many different types of ad-
vertising, depending on their particular marketing strategy. The
marketing strategy will help determine who the targets of
advertising should be, in what markets the advertising should
appear, and what goals the advertising should accomplish. The



vEXHIBIT 1-1 Advertising is one of several activities that fall under the promotion component of

the marketing mix.

Marketing Strategy
Define a target market and marketing mix

Distribution
(Place)

Promotion

advertising strategy
The advertising objective

wants to achieve with
respect to consumer
awareness, attitude, and
preference. Advertising
strategy describes how to
get there. It consists of two
substrategies: the creative
strategy and the media
strategy.

Sales

Advertising Promotion

Public
Relations

advertising strategy, in turn, will refine the target audience
and define what response the advertiser is seeking—what that
audience should notice, think, and feel. We will discuss the de-
velopment of marketing, advertising, and media strategies later
in the text.

We’ve defined marketing as a set of exchanges that create value
for the parties involved. At a broader level these exchanges
create an economy. This suggests that it is helpful to consider
the economic dimension of advertising and how advertising has
evolved as both an economic and a societal tool.

1. What is the ultimate goal of marketing?

2. What are the 4Ps of the marketing mix and
under which does advertising fall?

3. What guidance does marketing strategy give to
advertising planning?

LO1-4 |lllustrate the functions of advertising in a free-market
economy.

ECONOMICS: THE GROWING
NEED FOR ADVERTISING

Economics has driven the growth of advertising since its earliest
beginnings and has made advertising one of the hallmarks of the
free-enterprise system. As English historian Raymond Williams
wrote, advertising is “the official art of a capitalist society.”

Direct
Marketing

Personal

; Today, business and adver-
Selling

tising are undergoing
dramatic changes. To under-
stand the nature of these
changes and why they’re
taking place, we need to
look at how advertising has
evolved. We’ll explain how the changing economic environ-
ment has influenced the evolution of advertising through the
centuries. Then, in Chapter 2, we’ll look at how advertising in-
fluences the economy and society and, as a result, is often an
object of controversy and criticism.

Sponsorships
and Events

Principles of Free-Market Economics

The United States and other Western nations embrace eco-
nomic practices that are often described as capitalism. In capi-
talist economies, goods and services are created and sold by
private organizations (there are exceptions, for example, the
Post Office). In other economic systems, government plays are
larger role in determining what is made and sold. Capitalism is
based on the notion of free-market competition. While there is
no such thing as perfect competition, there are four fundamen-
tal assumptions of free-market economics that a market-driven
society strives to achieve:

1. Self-interest. People and organizations generally act in their
own self-interest. People always want more—for less. Com-
panies are free to try to meet consumer demand, creating
competition between self-interested sellers advertising to
self-interested buyers. The outcome is a greater diversity of
products and a high incentive for companies to develop new
products.

2. Complete information. The more information buyers and sell-
ers have about what products are available, at what quality,
and at what prices, the more efficient the competition. The
outcome is better quality products and lower prices for all.

3. Many buyers and sellers. Having a wide range of sellers en-
sures that if one company does not meet customer needs,
another will capitalize on the situation by producing a more
market-responsive product. Similarly, having a wide range of
buyers ensures that sellers can find customers who are inter-
ested in the unique products they are able to produce at a fair
price. When a seller has a monopoly (it is the only provider of
a product or service), it can gauge consumers with high prices
(this is why we have antitrust laws).
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