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The Changing World of
Advertising and Promotion
Nearly everyone in the modern world is influenced to
some degree by advertising and other forms of pro-
motion. Organizations in both the private and public
sectors have learned that the ability to communicate
effectively and efficiently with their target audiences
is critical to their success. Advertising and other types
of promotional messages are used to sell products and
services as well as to promote causes, market political
candidates, and deal with societal problems. The
field of advertising and promotion has changed
tremendously with recent advancements in technol-
ogy coupled with adaptations of organizations and
their agencies to meet the needs of many different tar-
get audiences.

For decades, the advertising strategy for a
national brand involved creating one or two com-
mercials that could be run on network television, a
few print ads that would run in general interest
magazines, and some sales promotion support such
as coupons or premium offers. However, in today’s
world there are a myriad of media outlets—print,
radio, specialty TV channels on cable and satellite
delivery services, and now the Internet—competing
for consumers’ attention. Marketers are looking
beyond the traditional media to find new and better
ways to communicate with their customers. They
no longer accept on faith the value of conventional
advertising placed in traditional media.

A number of factors are fueling this evolution in
marketing communications. The audiences that
marketers seek, along with the media and methods
for reaching them, have become increasingly frag-
mented. Advertising and promotional efforts have
become more regionalized and targeted to specific
audiences. Retailers have become larger and more
powerful, forcing marketers to shift money from
advertising budgets to sales promotion. Marketers
expect their promotional dollars to generate imme-
diate sales and are demanding more accountability
from their agencies. The Internet is well established
as a medium and the online audience is growing
rapidly throughout the world. Many companies are
coordinating all their communications efforts so
that they can send cohesive messages to their cus-
tomers. Some companies are building brands with

little or no use of traditional media advertising.
Many advertising agencies have acquired, started,
or become affiliated with sales promotion, direct-
marketing, interactive agencies, and public
relations companies to better serve their clients’
marketing communications needs. Their clients
have become “media-neutral” and are asking that
they consider whatever form of marketing commu-
nication works best to target market segments and
build long-term reputations and short-term sales.

This text will introduce students to this fast-
changing field of advertising and promotion. While
advertising is its primary focus, it is more than just
an introductory advertising text because there is
more to most organizations’ promotional programs
than just advertising. The changes discussed above
are leading marketers and their agencies to
approach advertising and promotion from an inte-
grated marketing communications (IMC)
perspective, which calls for a “big picture”
approach to planning marketing and promotion
programs and coordinating the various communica-
tion functions. To understand the role of advertising
and promotion in today’s business world, one must
recognize how a firm can use all the promotional
tools to communicate with its customers.

Changes to the Second
Canadian Edition
A number of changes have been undertaken in the
creation of the second Canadian edition.

• A Continuing Emphasis on Integrated Marketing
Communications This edition continues to
place a strong emphasis on approaching the field
of advertising and promotion from an integrated
marketing communications perspective. It shows
how the various elements of an organization’s
promotional mix are combined to develop a total
marketing communications program that sends a
consistent message to customers. More attention
is also given to setting communication objectives
for IMC programs. The importance of specific
communication objectives for each target audi-
ence and the importance of unique messages that
resonate for each target audience are given
greater attention. This approach helps establish a
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unique brand position for each target audience
while maintaining the overall market position of
the brand. Collectively, these ideas allow for
individual components of the IMC program, such
as advertising or sales promotion, to have their
own communication objectives that contribute to
the overall communication objectives of the
entire IMC program.

• New Chapter Opening Vignettes All of the chap-
ter opening vignettes in the second Canadian
edition are new and were chosen for their cur-
rency and relevance to Canadian students. They
demonstrate how various companies and adver-
tising agencies use advertising and other IMC
tools. They also provide interesting insights into
some of the current trends and developments
that are taking place throughout Canada.

• New and Updated Perspectives All of the boxed
items focusing on specific examples of how
companies are using integrated marketing com-
munications are new or updated, and provide
insight into many of the most current and popu-
lar advertising and promotional campaigns being
used by marketers. The IMC Perspectives also
address interesting issues related to advertising,
sales promotion, direct marketing, and marketing
on the Internet. Nearly all of the boxed items
focusing on global and ethical issues of advertis-
ing and promotion are new.

• Canadian Examples The field of advertising and
promotion changes very rapidly. Wherever possi-
ble, the statistical information presented in
tables, charts, and figures throughout the text
have been updated. The most current Canadian
trade literature was reviewed to ensure that this
text reflects the most current perspectives on
advertising, promotion, and the rapidly evolving
area of integrated marketing communications in
Canada. Many new Canadian examples and ads
throughout the book have been added.
Advertising & Promotion is the most contempo-
rary text on the market, offering students as
timely a perspective as possible.

• Clear Decision Focus Chapter 1 features a clear
planning framework and identifies the content of
an IMC plan. This framework is followed more
closely throughout the text. The major parts of
the text are organized and given a title that corre-
sponds to the steps in the IMC plan as noted in a
previous section. Further, within many chapters,
a clear distinction is made between the type of
decisions that a marketer or advertiser makes ver-
sus the information they use to formulate the
decision. This approach makes it easier for stu-

dents to understand the key decisions that need
to be made for a successful IMC plan.

Organization of This Text
This book is divided into six major parts. In
Part One, “Understand Integrated Marketing
Communications” we examine the role of advertis-
ing and promotion in marketing and introduce the
concept of integrated marketing communications.
Chapter 1 provides an overview of advertising and
promotion and its role in modern marketing. The
concept of IMC and the factors that have led to its
growth are discussed. Each of the promotional mix
elements is defined and an IMC planning model
shows the various steps in the promotional plan-
ning process. This model provides a framework for
developing the integrated marketing communica-
tions program and is followed throughout the text. 

In Part Two, “Connect Consumers to IMC,” we
cover the various theories and models to under-
stand consumer behaviour in the context of
marketing communication in order to perform a
promotional program situation analysis. Chapter 2
covers the stages of the consumer decision-making
process. The focus of this chapter is on how adver-
tisers can use an understanding of buyer behaviour
to develop effective communication that is directed
to specific target audiences. Chapter 3 examines
various communication theories and models of how
consumers respond to advertising messages and
other forms of marketing communication.

These first sections of the text provide students
with a solid background in the areas of IMC plan-
ning, consumer behaviour, and communication.
This lays the foundation for the remaining sections
as we discuss the development of the integrated
marketing communication program.

In Part Three, “Articulate the Message,” we con-
sider how firms develop objectives for their
integrated marketing communications programs and
how to translate those objectives into meaningful
messages. Chapter 4 stresses the importance of know-
ing what to expect from advertising and promotion,
the different types of communication objectives, char-
acteristics of good objectives, and problems in setting
objectives. Chapter 5 explores various ways advertis-
ers try to position their brands through effective
communication. Chapter 6 discusses the planning
and development of the creative strategy and adver-
tising campaign. In Chapter 7 we turn our attention to
ways to execute the creative strategy and some crite-
ria for evaluating creative work. Chapter 8 discusses
ways to measure the effectiveness of various elements
of the integrated marketing communications pro-
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gram, including methods for pretesting and posttest-
ing advertising messages and campaigns. 

In Part Four, “Deliver the Message,” we explore
the various ways of getting the message to the target
audience. Chapters 9 through 12 cover media
strategy and planning and the various advertising
media. Chapter 9 introduces the key principles of
media planning and strategy, and examines how a
media plan is developed. We have also integrated
the discussion of various methods for determining
and allocating the promotional budget into this
chapter. Chapter 10 discusses the strengths and lim-
itations of broadcast media, as well as issues
regarding the purchase of radio and TV time and
audience measurement. Chapter 11 considers the
same issues for the print media (magazines and
newspapers). Chapter 12 examines the role of out-
of-home and support media.

In Part Five, “Strengthen the Message,” we con-
tinue the IMC emphasis by examining other
promotional tools that are used in the integrated
marketing communications process. Chapter 13
examines the area of sales promotion, including
both consumer-oriented promotions and programs
targeted to the trade (retailers, wholesalers, and
other middlemen). Chapter 14 covers the role of
public relations in IMC. Chapter 15 looks at the rap-
idly growing areas of direct marketing. This chapter
examines database marketing and the way by which
companies communicate directly with target cus-
tomers through various media. Chapter 16 provides
a detailed discussion of interactive media and mar-
keting on the Internet and how companies are using
the World Wide Web as a medium for communicat-
ing with customers. We discuss how this new
medium is being used for a variety of marketing
activities including advertising, sales promotion,
and even the selling of products and services.

In Part Six, “Implement and  Control the IMC
Plan,” we explore two issues for IMC program suc-
cess. Chapter 17 describes how firms organize for
advertising and promotion and examines the role of
ad agencies and other firms that provide marketing
and promotional services. A discussion of how ad
agencies are selected, evaluated, and compensated, as
well as the changes occurring in the agency business
are included. The text concludes with Chapter 18, a
discussion of the regulatory, social, ethical, and eco-
nomic environments in which advertising and
promotion operate.

Chapter Features
The following features in each chapter enhance stu-
dents’ understanding of the material as well as their
reading enjoyment.

Chapter Objectives
Objectives are provided at the beginning of each
chapter to identify the major areas and points cov-
ered in the chapter and guide the learning effort.

Chapter Opening Vignettes
Each chapter begins with a vignette that shows the
effective use of integrated marketing communica-
tions by a company or ad agency or discusses an
interesting issue that is relevant to the chapter.
These opening vignettes are designed to draw the
students into the chapter by presenting an interest-
ing example, development, or issue that relates to
the material covered in the chapter. 

IMC Perspectives
These boxed items feature in-depth discussions of
interesting issues related to the chapter material
and the practical application of integrated market-
ing communications. Each chapter contains these
insights into the world of integrated marketing com-
munications.

Chapter 14 Public Relations

consume. This approach appeared bet-
ter than claiming carbohydrates are a
problem and Sterling is a low-carbohy-
drate solution.

To communicate this critical mes-
sage, Labatt turned to public relations
through many media interviews that
generated over 20 million impressions
across Canada. A television spot sup-
ported the public relations a few
months later, but success had already
been achieved with the initial part of
the campaign. With only public rela-
tions communicating its message,
Labatt sold 85,000 six-packs in the first
week, causing shortages in three
provinces. It obtained 1 percent of the

ll b k d lik l

The content of a message is a critical
advertising decision as well as a sig-
nificant public relations decision as
seen by the recent launch of Labatt
Sterling, a beer containing just
2.5 grams of carbohydrates. The
increasing health concerns of con-
sumers and the introduction of
specialized, brand name diets has
resulted in low-carbohydrate niche
products in a variety of food cate-
gories and beer was no exception in
the latter part of 2003. 

According to Ipsos-Reid, a leading
market research firm, 80 percent of
all Canadians believed a low-carb
diet could be part of their efforts
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I M C  P E R S P E C T I V E

A Clear PR Message for Labatt Sterling

14–2

As the Toronto Jays baseball team attempted to

reclaim its on-field glory years of the late 1980s

and early 1990s, culminating in two successive

World Series titles, it also faced the task of attract-

ing an entirely new audience of baseball fans with

its current communication plan. In 2002, its atten-

dance figures placed Toronto’s

Major League Baseball team in

the bottom 20 percent after set-

ting records 10 years ago. 

While many cited a variety of

reasons for the decline such as

a less-competitive team, the

players’ strike of 1994 along

with the negative perceptions

associated with no World
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more than 10 percent from 1.6 million to 1.8 million.

Furthermore, viewership of Jays’ televised games

was up 30 percent especially among women and

those in the 18–35 demographic and registered vis-

itors to the Jays website rose by 150 percent. For

2004, the Jays continued with the Baseball North

theme but evolved the original

positioning from “It’s a Different

Kind of Game Up Here” to

“You’ve Got to See These Guys

Play.”

The communication cam-

paign included additional price

promotion for tickets and

extensive product placement

of the brand in a Martin Short

fil L l d d CTV’

Jays Field a New Positioning

C H A P T E R  O B J E C T I V E S

• To review the various elements of the promotional mix: advertis-
ing, sales promotion, public relations, direct marketing, Internet
marketing, and personal selling.

• To introduce the concept of integrated marketing communica-
tions (IMC) by considering its evolution, growth, importance,
and a broader view.
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Ethical Perspectives
These boxed items discuss the moral and/or ethical
issues regarding practices engaged in by marketers
and are also tied to the material presented in the
particular chapter. 

Key Terms
Important terms are highlighted in boldface
throughout the text and listed at the end of each
chapter with a page reference. These terms help call
students’ attention to important ideas, concepts,
and definitions and help them review their learning
progress.

Chapter Summaries
These synopses serve as a quick review of impor-
tant topics covered and a very helpful study guide.

Discussion Questions
Questions at the end of each chapter give students
an opportunity to test their understanding of the
material and to apply it. These questions can also
serve as a basis for class discussion or assignments.

Support Material
With this support package, you and your students
receive everything from the basic supplements to
the latest in educational technologies. Check it out
for yourself.

Lecture Preparation, Assessment, and
Presentation Tools
Instructor’s CD-ROM. The CD-ROM includes all of
the necessary Instructor  supplements, including:

•  Instructor’s Manual. The thoroughly revised
Instructor’s Manual includes Chapter Overviews,
Chapter Objectives, Chapter and Lecture
Outlines, Teaching Suggestions, Answers to
Discussion Questions, and Additional Discussion
Questions and Answers (not shown in text).

•  PowerPoint® Presentation and Digital Assets. These
incorporate a high-quality photo and art program,
including figure slides, commercials, product
shots, advertisements, and advertising-in-practice
shots.

•  Computerized Test Bank. This test bank contains
3,000 questions categorized by topic and level of
learning (definitional, conceptual, or applica-
tion). The instructor-friendly format allows easy
selection of questions from any part of the text,
boxed materials, and cases. The program allows
you to select any of the questions, make changes
if desired, or add new questions—and quickly
print out a finished set customized to your course.

Video Case Studies. A unique series contemporary
advertising cases (both Canadian and international)
is available on VHS and DVD and from the Online
Learning Centre. 

Online Technology
Online Learning Centre 
This robust book-specific web-
site at www.mcgrawhill.ca/
college/belch includes resources for both instructors
and students. For the instructor, we offer download-
able supplement materials. Students have a 24/7
study centre to keep them up-to-date, to provide
examples for application, and to prepare for tests.

Instructor Centre
• Instructor’s Manual
• PowerPoint®—Includes concept screens, art

from the text, and notes on other digital assets
available in the PowerPoint® Presentations.

1. Consider all the marketing
communication tools (i.e., adver-
tising, sales promotions, public
relations, direct marketing,
Internet marketing, and personal
selling) that are used to market a
new car that a graduating student
might be expected to buy.
Explain why each tool would be

cessful IMC plan during the past
year or so?

4. Many sales promotions often
look like ads these days. Why
might this be occurring?

5. The various classifications of
advertising to consumer and
business-to-business markets are

tising and other forms of market-
ing communication be possible?

7. Discuss the role of direct
marketing as an IMC tool, giving
attention to the various forms of
direct marketing.

8. Analyze the role of the
Internet in the integrated market-

DISCUSSION QUESTIONS

This chapter introduced you to
issues involved in measuring the
effects of advertising and promo-
tions. These issues include
reasons for testing, reasons com-
panies do not test, and the review
and evaluation of various
research methodologies. We
arrived at a number of conclu-
i ( ) d i i h

information is critical to planning
for the next period, since pro-
gram adjustments and/or
maintenance are based on evalua-
tion of current strategies.
Problems often result when the
measures taken to determine
such effects are inaccurate or
improperly used.

Thi h d d h

BehaviorScan, Scantrack, and
Market Source were discussed for
measuring the effects of advertis-
ing. These single-source systems
offer strong potential for improv-
ing the effectiveness of ad
measures in the future, since
commercial exposures and reac-
tions may be correlated to actual
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selectivity, 317
gatefolds, 320
bleed pages, 320
controlled-circulation

basis, 324
pass-along readership, 324

total audience/
readership, 324

PMB study, 324
selective binding, 326
ink-jet imaging, 326
display advertising, 329

classified advertising, 329
preprinted inserts, 330
city zone, 335
retail trading zone, 335
agate line, 338
column width, 338
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run of paper (ROP), 339
preferred position 

rate, 339

KEY TERMS

Part 6 Implement and Control the IMC Plan

reports to assess the degree to
which media literacy is delivered
across the country.

As these activities take hold, the
question arises as to how literate

children are these days. One market research firm invited 200
children from its online panel of 2,000 that it regularly surveys
to participate in an impromptu evaluation of clothing ads fea-
turing both sexual (e.g., Guess) and non-sexual (e.g., The Gap)
content. An interesting trend of three groups emerged; anti-
brand, comfort, and high fashion. The anti-brand children
recognized the clothing ads but clearly rejected all of them on
principle and were offended by sexually suggestive clothing
ads. Comfort consumers claim their purchase decision is not
affected by their like or dislike of advertising but were
offended by ads with sex. The final group often buy brands

Media literacy of children is thriv-
ing in Canada thanks to some
organizations devoted to ensuring
that kids understand the media
environment they live in. One
such firm, Mediacs, provides workshops to children in their
classrooms on many topics including how marketing and
advertising influences perceptions of body image, sexual
stereotypes, and the like. With media literacy a part of the
core curriculum across Canada, it is not surprising to find
many other organizations involved in similar work such as
the Association for Media Literacy, the Media Awareness
Network (MAN), Concerned Children's Advertisers (CCA),
and the Canadian Teachers' Federation. And the goal is not
to communicate that all advertising messages are inherently
bad. But rather, to encourage children to think critically with

E T H I C A L  P E R S P E C T I V E

Children's Views of Advertising

18–2
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• CBC Videos
• Video Case Solutions
• Bessies Showreel (Canadian Television Com-

mercial Festival)
• Marketing Horizons Newsletter
• Notes for using the Advertising Campaign

Planner

Student Centre
• Chapter Objectives
• Multiple Choice Quizzes
• Internet Exercises
• Video Cases
• Web Links
• Glossary
• Access to Marketing Magazine
• Marketing Plan
• ∑-STAT
• Study To Go
• PowerWeb (optional package)
• Globe and Mail Headlines
• Career Profiles & Planning
• Advertising Campaign Planner

New Online IMC Campaign Builder

An online template demonstrates how to build and
design a comprehensive Integrated Marketing
Communications (IMC) plan, enabling students to
achieve a keen awareness and understanding of the
decisions, issues, and activities involved in develop-
ing such a plan. In the creation of their own first-rate
IMC plan, students will apply the fundamental con-
cepts they have learned and gain an appreciation for
the complexity of a complete IMC plan.

Online Course Options 

The material in Advertising & Promotion can be used
with instructor-generated online learning sites. Any
online platform, including WebCT and Blackboard, is
compatible with the text’s material. There are two
basic options here: a course companion website or an
online course where the material is fully or partially
delivered via a course website.

McGraw-Hill’s PageOut course website tool
enables you to create a course website where you can

post your syllabus, case solutions, course information
updates, test results, and other key material. You can
include links to McGraw-Hill’s Online Learning
Centre content, add links to important resources, and
maintain student results in the online gradebook. 

Superior Service
Service takes on a whole new meaning with McGraw-
Hill Ryerson and Advertising & Promotion. More than
just bringing you the textbook, we have consistently
raised the bar in terms of innovation and educational
research—both in marketing and in education in gen-
eral. These investments in learning and the education
community have helped us to understand the needs
of students and educators across the country, and
allowed us to foster the growth of truly innovative,
integrated learning.

Integrated Learning 
Your Integrated Learning Sales
Specialist is a McGraw-Hill Ryerson
representative who has the experi-
ence, product knowledge, training,
and support to help you assess and
integrate any of our products, technology, and serv-
ices into your course for optimum teaching and
learning performance. Whether it’s using our test
bank software, helping your students improve their
grades, or putting your entire course online, your
iLearning Sales Specialist is there to help you do it.
Contact your local iLearning Sales Specialist today to
learn how to maximize all of McGraw-Hill Ryerson's
resources!

iLearning Services Program 
McGraw-Hill Ryerson offers a
unique iServices package
designed for Canadian fac-
ulty. Our mission is to equip providers of higher
education with superior tools and resources required
for excellence in teaching. For additional informa-
tion, visit www.mcgrawhill.ca/highereducation/
iservices.

Teaching, Learning &
Technology Conference Series 
The educational environment
has changed tremendously in
recent years, and McGraw-Hill Ryerson continues to
be committed to helping you acquire the skills you
need to succeed in this new milieu. Our innovative

TM
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Teaching, Learning & Technology Conference Series
brings faculty together from across Canada with 3M
Teaching Excellence award winners to share teaching
and learning best practices in a collaborative and
stimulating environment.
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