Nearly everyone in the modern world is influenced to
some degree by advertising and other forms of promo-
tion. 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 promo-
tional messages are used to sell products and services as
well as to promote causes, market political candidates,
and deal with societal problems such as alcohol and drug
abuse. Consumers are finding it increasingly difficult to
avoid the efforts of marketers, who are constantly
searching for new ways to communicate with them.

Most of the people involved in advertising and promo-
tion will tell you that there is no more dynamic and fasci-
nating field to either practice or study. However, they will
also tell you that the field is undergoing dramatic transfor-
mations that are changing advertising and promotion for-
ever. The changes are coming from all sides—clients
demanding better results from their advertising and pro-
motional dollars; lean but highly creative smaller ad agen-
cies; sales promotion and direct-marketing firms, as well
as interactive agencies, which want a larger share of the
billions of dollars companies spend each year promoting
their products and services; consumers who no longer
respond to traditional forms of advertising; and new tech-
nologies that may reinvent the very process of advertising.
We are experiencing perhaps the most dynamic and revo-
lutionary changes of any era in the history of marketing,
as well as advertising and promotion. These changes are
being driven by advances in technology and developments
that have led to the rapid growth of communications
through interactive media, particularly the Internet.

Google and a number of other companies from outside
the traditional advertising industry are rapidly changing
the process of making and delivering advertising mes-
sages to consumers. Marketers are being forced to look
beyond traditional mass-media advertising and find new
and more effective ways to communicate with their target
audiences. They recognize there are numerous ways to
reach their current and prospective customers and bring
them into contact with their products and services. Many
marketers view the Internet ads as a more cost-effective
way to reach specific target markets and measure the
results of their marketing efforts. However, the increased
use of online advertising is really only a part of the funda-
mental changes that have been occurring over the two
decades in the way companies plan, develop, and execute
their marketing communications programs.

For decades the advertising business was dominated by
large, full-service Madison Avenue—type agencies. The
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A number of factors are impacting the way marketers

communicate with consumers. The audiences that mar-
keters seek, along with the media and methods for reaching
them, have become increasingly fragmented. 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. Mar-
keters expect their promotional dollars to generate imme-
diate sales and are demanding more accountability from
their agencies. The Internet revolution is well under way
and the online audience is growing rapidly, not only in the
United States but in most other countries as well. Many
companies are coordinating all their communications
efforts so that they can send cohesive messages to their
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by the same things. Having taught in the advertising and
promotion area for a combined 50-plus years, we have
developed an understanding of what makes a book in
this field interesting to students. In writing this book, we
have tried to remember how we felt about the various
texts we used throughout the years and to incorporate the
good things and minimize those we felt were of little
use. We have tried not to overburden you with defini-
tions, although we do call out those that are especially
important to your understanding of the material.

We also remember that as students we were not really
excited about theory. But to fully understand how inte-
grated marketing communications works, it is necessary
to establish some theoretical basis. The more you under-
stand about how things are supposed to work, the easier
it will be for you to understand why they do or do not
turn out as planned.

Perhaps the question students ask most often is, How
do I use this in the real world? In response, we provide
numerous examples of how the various theories and con-
cepts in the text can be used in practice. A particular
strength of this text is the integration of theory with practi-
cal application. Nearly every day an example of advertis-
ing and promotion in practice is reported in the media.
We have used many sources, such as Advertising Age,
Adweek, Brandweek, The Wall Street Journal, Business-
Week, Fortune, Forbes, Sales & Marketing Management,
Mediaweek, Promo, and numerous online sites such as
eMarketer, AdAge.com, MediaPost.com, and ClickZ
News to find practical examples that are discussed
throughout the text. We have spoken with hundreds of
people about the strategies and rationale behind the ads
and other types of promotions we use as examples. Each
chapter begins with a vignette that presents an example of
an advertising or promotional campaign or other interest-
ing insights. Every chapter also contains several IMC
Perspectives that present in-depth discussions of particu-
lar issues related to the chapter material and show how
companies are using integrated marketing communica-
tions. Global Perspectives are presented throughout the
text in recognition of the increasing importance of interna-
tional marketing and the challenges of advertising and
promotion and the role they play in the marketing pro-
grams of multinational marketers. Ethical Perspectives
focus attention on important social issues and show how
advertisers must take ethical considerations into account
when planning and implementing advertising and promo-
tional programs. Diversity Perspectives discuss the
opportunities, as well as the challenges, associated with
marketers’ efforts to reach culturally and ethnically
diverse target markets. There are also a number of Career
Profiles, which highlight successful individuals working
in various areas of the field of advertising and promotion.

Each chapter features beautiful four-color illustra-
tions showing examples from many of the most current
and best-integrated marketing communication cam-
paigns being used around the world. We have included




more than 350 advertisements and examples of numer-
ous other types of promotion, all of which were carefully
chosen to illustrate a particular idea, theory, or practical
application. Please take time to read the opening
vignettes to each chapter, the IMC, Global, Ethical, and
Diversity Perspectives, and the Career Profiles and study
the diverse ads and illustrations. We think they will stim-
ulate your interest and relate to your daily life as a con-
sumer and a target of advertising and promotion.

Our major goal in writing the eighth edition of Advertising
and Promotion was to continue to provide you with the
most comprehensive and current text on the market for
teaching advertising and promotion from an IMC perspec-
tive. This new edition focuses on the many changes that
are occurring in areas of marketing communications and
how they influence advertising and promotional strategies
and tactics. We have done this by continuing with the infe-
grated marketing communications perspective we intro-
duced in the second edition. More and more companies are
approaching advertising and promotion from an IMC per-
spective, coordinating the various promotional mix ele-
ments with other marketing activities that communicate
with a firm’s customers. Many advertising agencies are
also developing expertise in direct marketing, sales pro-
motion, event sponsorship, the Internet, and other areas so
that they can meet all their clients’ integrated marketing
communication needs—and, of course, survive.

The text is built around an integrated marketing com-
munications planning model and recognizes the impor-
tance of coordinating all of the promotional mix
elements to develop an effective communications pro-
gram. Although media advertising is often the most visi-
ble part of a firm’s promotional program, attention must
also be given to direct marketing, sales promotion, pub-
lic relations, interactive media, and personal selling.

This text integrates theory with planning, manage-
ment, and strategy. To effectively plan, implement, and
evaluate IMC programs, one must understand the overall
marketing process, consumer behavior, and communica-
tions theory. We draw from the extensive research in
advertising, consumer behavior, communications, mar-
keting, sales promotion, and other fields to give students
a basis for understanding the marketing communications
process, how it influences consumer decision making,
and how to develop promotional strategies.

While this is an introductory text, we do treat each
topic in some depth. We believe the marketing and adver-
tising student of today needs a text that provides more
than just an introduction to terms and topics. The book is
positioned primarily for the introductory advertising, mar-
keting communications, or promotions course as taught in
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as well as issues regard-

ing the purchase of radio and TV time and audience mea-
surement. Chapter 12 considers the same issues for the
print media (magazines and newspapers). Chapter 13
examines the role of traditional support media such as
outdoor and transit advertising, the Yellow Pages, and
promotional products as well as the tremendous increase
in the use of nontraditional branded entertainment strate-

and product integration.

In Chapters 14 through 17 we continue the IMC
emphasis by examining other promotional tools that are

keting communications
ect marketing. This chap-

ter examines database marketing and the way by which

ly with target customers
ng direct mail, infomer-

cials, and direct-response TV commercials. Chapter 15

of marketers’ increasing
ing the Internet and wire-

less technologies to market their products and services.
We examine the increasing use of blogs, RSS, paid
search, and other digital media strategies. We also give

used to implement vari-
dvertising, sales promo-
products and services.
f sales promotion includ-

ing both consumer-oriented promotions and programs

targeted to the trade (retailers, wholesalers, and other
intermediaries). Chapter 17 covers the role of publicity
and public relations in IMC as well as corporate adver-
tising. Basic issues regarding personal selling and its
role in promotional strategy are presented in Chapter 18.

Part Six of the text consists of Chapter 19, where we
discuss ways to measure the effectiveness of various ele-
ments of the integrated marketing communications pro-
gram, including methods for pretesting and posttesting
advertising messages and campaigns. In Part Seven we
turn our attention to special markets, topics, and perspec-
tives that are becoming increasingly important in con-
temporary marketing. In Chapter 20 we examine the
global marketplace and the role of advertising and other
promotional mix variables such as sales promotion, pub-
lic relations, and the Internet in international marketing.

The text concludes with a discussion of the regula-
tory, social, and economic environments in which adver-
tising and promotion operate. Chapter 21 examines
industry self-regulation and regulation of advertising by
governmental agencies such as the Federal Trade Com-
mission, as well as rules and regulations governing sales
promotion, direct marketing, and marketing on the Inter-
net. Because advertising’s role in society is constantly
changing, our discussion would not be complete without
a look at the criticisms frequently levied, so in Chapter
22 we consider the social, ethical, and economic aspects
of advertising and promotion.

The following features in each chapter enhance students’
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 covered in the
chapter and guide the learning effort.

Chapter Opening Vignettes

Each chapter begins with a vignette that shows the effec-
tive use of integrated marketing communications 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 present-
ing an interesting example, development, or issue that
relates to the material covered in the chapter. Companies,
brands, and campaigns featured in the opening vignettes
include Google, Under Armour, Starbucks, Nike, Hyundai
Motor America, the Las Vegas Convention and Visitors
Authority, and Facebook. Some of the chapter openers
discuss current topics and issues such as green marketing,
marketing to early adopters of high-tech products,
changes in the measurement of the viewing audiences for
television commercials, the growing popularity of college




newspapers, measuring return on investment (ROI) for
advertising and promotion, developing IMC programs to
reach consumers in third-world countries, the efforts of
consumer groups to prevent marketers from sending
them unsolicited direct mail, and the debate regarding
the advertising and marketing practices of the food
industry.

IMC Perspectives

These boxed items feature in-depth discussions of inter-
esting issues related to the chapter material and the
practical application of integrated marketing communi-
cations. Each chapter contains several of these insights
into the world of integrated marketing communications.
Some of the companies/brands whose IMC programs
are discussed in the IMC Perspectives include Procter &
Gamble, YouTube, Maytag, Dove and the Campaign for
Real Beauty, the California Milk Advisory Board,
Apple, the Haggar Clothing Company, ESPN, and the
Crispin Porter + Bogusky advertising agency. Issues
addressed in the IMC Perspectives include the use of
music to enhance the effectiveness of commercials, the
role of neuroscience in studying the processing of
advertising messages, the growing popularity of
celebrity magazines, and problems that companies have
encountered when using contests and sweepstakes.

Global Perspectives

These boxed sidebars provide information similar to that
in the IMC Perspectives, with a focus on international
aspects of advertising and promotion. Some of the
companies/brands whose international advertising pro-
grams are covered in the Global Perspectives include
Motorola, PepsiCo, McDonald’s, and Coca-Cola. The
Global Perspectives also discuss topics such as the chal-
lenges of developing marketing communication pro-
grams in China, the Cannes International Advertising
Awards, celebrities who appear in commercials in Japan
while protecting their image in the United States, com-
munication problems in international advertising, and
the issue of whether the country of origin for products is
important to college students.

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. Issues covered in the Ethical Perspectives
include subliminal advertising, the use of telemarketing,
the battle between television networks and advertisers
over tasteful advertising, and controversies arising from
the increase in advertising of hard liquor on television, as
well as the growth in direct-to-consumer advertising of
prescription drugs.

Diversity Perspective
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National Advertising Review Council.
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Marketers are recognizi

ng

the importance of being

able to communicate with a diverse market that
includes Hispanics, African-Americans, Asian-
Americans, and other ethnic groups. This feature
focuses on the opportunities and challenges facing
companies as they develop integrated marketing
communications programs for markets that are
becoming more ethnically diverse.

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

New and Updated IMC Perspectives All of the
boxed items focusing on specific examples of how
companies and their communications agencies are
using integrated marketing communications are new
or updated, and they provide insight into many of the
most current and popular advertising and promotional
campaigns being used by marketers. The IMC
Perspectives also address interesting issues related to
advertising, sales promotion, direct marketing, mar-
keting on the Internet, and personal selling.

New and Updated Global and Ethical
Perspectives Nearly all of the boxed items focus-
ing on global and ethical issues of advertising and
promotion are new; those retained from the seventh
edition have been updated. The Global Perspectives
examine the role of advertising and other
promotional areas in international markets. The
Ethical Perspectives discuss specific issues, devel-
opments, and problems that call into question the
ethics of marketers and their decisions as they
develop and implement their advertising and
promotional programs.

New Career Profiles The eighth edition has all
new Career Profiles that discuss the career path of]
successful individuals working in various areas of
advertising and promotion, including clients,
advertising agencies, and the media. These
profiles provide students with insight into various
types of careers that are available in the area of
advertising and promotion on the client and
agency side as well as in media. They discuss the
educational backgrounds of the individuals
profiled, some of the responsibilities and require-
ments of their positions, and their career paths.
This feature has been very popular among
students, and in this edition we provide 11 new
profiles. These profiles have been written by the
individuals themselves and provide students with
insight into the educational background of the
persons profiled, how they got started in the field




of advertising and promotion, their current
responsibilities, and interesting aspects of their
jobs as well as experiences.

* Contemporary Examples The field of advertis-
ing and promotion changes very rapidly, and we
continue to keep pace with it. Wherever possible
we updated the statistical information presented
in tables, charts, and figures throughout the text.
We reviewed the most current academic and trade
literature to ensure that this text reflects the most
current perspectives and theories on advertising,
promotion, and the rapidly evolving area of
integrated marketing communications. We also
updated most of the examples and ads throughout
the book. Advertising and Promotion continues
to be the most contemporary text on the market,
offering students as timely a perspective as
possible.

A high-quality package of instructional supplements
supports the eighth edition. Nearly all of the supple-
ments have been developed by the authors to ensure their
coordination with the text. We offer instructors a support
package that facilitates the use of our text and enhances
the learning experience of the student.

Instructor’s Manual

The instructor’s manual is a valuable teaching resource
that includes learning objectives, chapter and lecture
outlines, answers to all end-of-chapter discussion ques-
tions, transparency masters, and further insights and
teaching suggestions. Additional discussion questions
are also presented for each chapter. These questions can
be used for class discussion or as short-answer essay
questions for exams.

Manual of Tests

A test bank of more than 1,500 multiple-choice ques-
tions has been developed to accompany the text. The
questions provide thorough coverage of the chapter
material, including opening vignettes and IMC, Global,
Diversity, and Ethical Perspectives.

Computerized Test Bank
A computerized version of the test bank is available to
adopters of the text.

Instructor CD-ROM

This exciting presentation CD-ROM allows the profes-
sor to customize a multimedia lecture with original
material from the supplements package. It includes
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as Vegas Convention and [Visitors Authority; the
“Happy Cows” campaign developed by Deutsch LA for
the California Milk Advisory Board; and the integrated
marketing campaign used by the San Diego Padres, one
of the most successful teams in Major League Baseball
in recent years. Also included on the second set of video
are segments featuring campaigns chosen as Ogilvy
Award Winners by the Advertising Research Foundation
and Reggie Award Winners by the Promotional Market-
ing Association. Short segments examining the use of
celebrities in advertising and outdoor advertising in
America are also included.

While this eighth edition represents a tremendous
amount of work on our part, it would not have become a
reality without the assistance and support of many other
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Alan Fletcher, Louisiana State University
Marty Flynn, Suffolk Community College
Judy Foxman, Southern Methodist University
Amy Frank, Wingate University

Jon B. Freiden, Florida State University

Stefanie Garcia, University of Central Florida

Geoff Gordon, University of Kentucky

Norman Govoni, Babson College

Donald Grambois, Indiana University

Stephen Grove, Clemson University

Robert Gulonsen, Washington University

Bill Hauser, University of Akron

Ron Hill, University of Portland

JoAnn Hopper, Western Carolina University

Paul Jackson, Ferris State College

Karen James, Louisiana State University—Shreveport

Patricia Kennedy, University of Nebraska

Robert Kent, University of Delaware

Don Kirchner, California State
University—Northridge

Paul Klein, St. Thomas University

Susan Kleine, Arizona State University

Patricia Knowles, Clemson University
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Darrel Muehling, Washington State University

John H. Murphy I1, University of Texas—Austin

Carol Osborne, USF Tampa

Charles Overstreet, Oklahoma State University

Notis Pagiavlas, University of Texas—Arlington

Paul Prabhaker, Depaul University, Chicago

William Pride, Texas A&M University

Sanjay Putrevu, Bryant University

Joel Reedy, University of South Florida
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Michelle Rodriquez, University of Central Florida

Herbert Jack Rotfield, Auburn University

Judith Sayre, University of North Florida

Carol Schibi, State Fair Community College

Denise D. Schoenbachler, Northern Illinois
University

Lisa Sciulli, Indiana University of Pennsylvania

Andrea Scott, Pepperdine University

Elaine Scott, Bluefield State College

Eugene Secunda, New York University

Tanuja Singh, Northern Illinois University

Lois Smith, University of Wisconsin

Harlan Spotts, Northeastern University

Mary Ann Stutts, Southwest Texas State University
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John Weitzel, Western Michigan University

Mike Weigold, University of Florida—Gainesville

Roy Winegar, Grand Valley State University

Richard Wingerson, Florida Atlantic University

Terrence Witkowski, California State
University—Long Beach

Elaine Young, Champlain College
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We are particularly grateful to the individuals who
provided constructive comments on how to make this
edition better:

Mike Behan, Western Technical College and Viterbo
University, Karen Bowman, University of California,
Riverside; Margaret C. Campbell, University of Col-
orado at Boulder; Les Carlson, Clemson University;
Sherry Cook, Missouri State University; Richard M.
Dailey, University of Texas—Arlington; Dr. Barbara Laf-
ferty, University of South Florida; Dana Lanham, Uni-
versity of North Carolina—Charlotte; Aron Levin,
Northern Kentucky University; Dr. Darrel D. Muehling,
Washington State University, Barbara Mueller, San
Diego State University, Peter Noble, Southern Methodist
University; Mandy H. Ortiz, University of Alabama,
Tuscaloosa; Astrid Proboll, San Francisco State Univer-
sity; Sekar Raju, University at Buffalo; Allen D. Schae-
fer, Missouri State University; Monique Stampleman,
Fashion Institute of Technology, Dr. James E. Swartz,
Cualifornia State Polytechnic University; Ric Sweeney,
University of Cincinnati; Kenneth C. Wilbur, University
of Southern California; Merv H Yeagle, University of
Maryland at College Park.
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