Advertising & IMC

Principles and Practice

Moriarty e Mitchell « Wells



Advertising & IMC

Principles & Practice

Ninth Edition

Sandra Moriarty

University of Colorado

Nancy Mitchell

University of Nebraska-Lincoln

William Wells

University of Minnesota

Prentice Hall

Boston Columbus Indianapolis New York San Francisco Upper Saddle River

Amsterdam Cape Town Dubai London Madrid Milan Munich Paris Montreal Toronto
Delhi Mexico City Sao Paulo Sydney HongKong Seoul Singapore Taipei Tokyo



Editorial Director: Sally Yagan

Editor in Chief: Eric Svendsen

Acquisitions Editor: Melissa Sabella
Editorial Project Manager: Meeta Pendharkar
Editorial Assistant: Elisabeth Scarpa

Director of Marketing: Patrice Lumumba Jones
Senior Marketing Manager: Anne Fahlgren
Marketing Assistant: Melinda Jensen

Senior Managing Editor: Judy Leale

Project Manager: Becca Richter Groves
Senior Operations Supervisor: Arnold Vila
Operations Specialist: Cathleen Petersen
Senior Art Director: Janet Slowik

Art Director: Steve Frim

Interior Designer: DePinho Design and Yellow Dog Designs
Cover Designer: DePinho Design

Cover Art: Precision Graphics and DePinho Design
Manager, Rights and Permissions: Hessa Albader

Media Editor: Denise Vaughn

Media Project Manager, Production: Lisa Rinaldi
Full-Service Project Management: S4Carlisle Publishing Services
Composition: S4Carlisle Publishing Services
Printer/Binder: Quebecor World Color/Versailles

Cover Printer: Lehigh-Phoenix Color/Hagerstown

Text Font: 10/12 Times

Credits and acknowledgments borrowed from other sources and reproduced, with permission, in this textbook appear on appropriate page
within text (or on page 628).

Microsoft® and Windows® are registered trademarks of the Microsoft Corporation in the U.S.A. and other countries. Screen shots and icons
reprinted with permission from the Microsoft Corporation. This book is not sponsored or endorsed by or affiliated with the Microsoft
Corporation.

Copyright © 2012, 2009, 2006, 2003, 2000 Pearson Education, Inc., publishing as Prentice Hall, One Lake Street, Upper Saddle
River, New Jersey 07458. All rights reserved. Manufactured in the United States of America. This publication is protected by
Copyright, and permission should be obtained from the publisher prior to any prohibited reproduction, storage in a retrieval system, or
transmission in any form or by any means, electronic, mechanical, photocopying, recording, or likewise. To obtain permission(s) to use
material from this work, please submit a written request to Pearson Education, Inc., Permissions Department, One Lake Street, Upper
Saddle River, New Jersey 07458.

Many of the designations by manufacturers and seller to distinguish their products are claimed as trademarks. Where those designations
appear in this book, and the publisher was aware of a trademark claim, the designations have been printed in initial caps or all caps.

Library of Congress Cataloging-in-Publication Data
Moriarty, Sandra E. (Sandra Ernst)

Advertising & IMC: principles & practice / Sandra Moriarty, Nancy Mitchell, William Wells.
-- Oth ed.

p.cm.

Includes bibliographical references and index.

ISBN 978-0-13-216364-4 (alk. paper)
1. Advertising. I. Mitchell, Nancy, 1950- II. Wells, William, 1926- III. Title.

HF5823.W455 2012

659.1--dc22 2010023721

10987654321

Prentice Hall
is an imprint of

PEARSON ISBN 10: 0-13-216364-0

/\, .
www.pearsonhighered.com ISBN 13: 978-0-13-216364-4



This Ninth Edition is dedicated to all the students who have inspired us
with their questions and ideas and all the colleagues who have
challenged us with new thoughts and new findings. Most of all we
dedicate this book to all of our many contributors—the students,
graduates, professors, and professionals who have contributed their

thoughts, creative work, and professional experiences to this edition.



BRIEF CONTENTS

PART 1 ENDURING PRINCIPLES IN TIMES OF TURMOIL

1 The New World of Marketing Communication 4
2 Integrated Brand Communication 32
3 Brand Communication and Society 62
PART 2 PRINCIPLE: BE TRUE TO THY BRAND
4 How Marketing Communication Works 96
5 Segmenting and Targeting the Audience 128
6 Strategic Research 160
7 Strategic Planning 188
PART3 PRACTICE: WHERE IS CREATIVE HEADED?
8 The Creative Side 224
9 Copywriting 258
10 Visual Communication 288
PART 4 PRACTICE: WHERE ARE MEDIA HEADED?
11 Media Basics 324
12 Traditional Media 352
13 Digital Media 388
14 Media Planning and Buying 418
PART 5 PRINCIPLES: IMC AND TOTAL COMMUNICATION
15 Public Relations 458
16 Direct Response 486
17 Promotions 516
18 The IMC Umbrella 544
19 Evaluation of Effectiveness 576
Appendix 605
Glossary 610
Credits 628
Notes 631

Index 641



CONTENTS

Preface xix

PART 1 ENDURING PRINCIPLES IN TIMES OF TURMOIL

1 The New World of Marketing Communication

IT’S A WINNER: Ingredients for a Burger Freakout
What Is Advertising?

Is Advertising the Only Tool in the Promotional Toolkit? 8 | Why Advertising? 9 |

A MATTER OF PRACTICE: The Greatest Commercial Ever Made

What Are the Most Common Types of Advertising? 11 |
How Did Current Practices and Concepts Develop?

Eras and Ages 13 | So What Are the Key Components of Advertising? 17 |
The Agency World

Who Are the Key Players? 18 |

THE INSIDE STORY: A Passion for the Business

Types of Agencies 21 | How Are Agency Jobs Organized? 23 |
A DAY IN THE LIFE: Tweets from the Front Line

How Are Agencies Paid? 25 |

How Is the Practice of Advertising Changing?
Consumer in Charge 26 | Blurring Lines and Converging Media 26 |
Accountability and Effectiveness 27 | Integrated Marketing Communication
(IMC) 27 | Looking Ahead 28 |

IT°S A WRAP: Best Burger, Best Campaign, Best Practices
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Integrated Brand Communication
IT’'S A WINNER: Wii Wages Campaign in Video Game War

What Is Marketing?
Why Marketing 1017 34 |

Ut

10

13

18

19

24

26

28
28
29
29
30
30
30
31
31

32
33
34



A DAY IN THE LIFE: A View from the Marketing Communication Front Line
How Does the Marketing Process Work? 39 | What Key Concepts Drive
Marketing Practices? 39 | What Is the Marketing Mix? 41 |

What Is Marcom’s Role in Branding?
How Does a Brand Acquire Meaning? 44 |

A MATTER OF PRACTICE: The Complex World of Organization Branding

A MATTER OF PRINCIPLE: It's Pure and It Floats
What Are the Key Components of a Brand? 48 | How Is Brand Equity
Developed? 50 |

Why Integrated Marketing Communication?
Total Brand Communication 53 | Organizing for IMC 53 |

THE INSIDE STORY: Who's the Integrator Here, Anyway?
IMC Principles and Practices 55 |

Brand Communication in a Time of Change
Accountability 55 | Global Marketing 55 | Looking Ahead 57 |

IT°S A WRAP: Winning Video Game War with Wii
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Brand Communication and Society
IT’S A WINNER: Haagen-Dazs Creates a Buzz about Bees

What Is the Social Impact of Brand Communication?
What Are the Debates about Marcom’s Social Role? 65 | Other Social
Responsibility Issues 67 |

A PRINCIPLED PRACTICE: Pizza, Tacos, and Truck Parts: Sex in Advertising
A MATTER OF PRINCIPLE: Preston on Puffery

What Are Communicators’ Ethical Responsibilities?

PRACTICAL TIPS: Brilliant or Offensive Advertising?
Personal and Professional Ethics 78 |

A MATTER OF PRACTICE: Advertising Gets No Respect!
International Standards and Codes 79 | Ethical Decision-Making Tools 79 |

PRACTICAL TIPS: An Ethics Checklist for Marketing Communicators

Why and How Is Advertising Regulated?
Marketing Communication’s Legal Environment 81 | Marketing Regulatory
Environment 84 | The Impact of Regulation 86 | Media Review
of Advertising 88 | Self-Regulation 88 | Looking Ahead 90 |

IT'S A WRAP: It's a Winner, Just Bee-Cause
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

36

44

45
47

53

54

55

57
58
59
59
60
60
60
61
61

62
63

64

72

76
77

78

80
80

90
91
91
91
92
92
92
93
93



PART 2 PRINCIPLE: BE TRUE TO THY BRAND

4 How Marketing Communication Works

IT°’S A WINNER: Ford in Sync with Hispanic Audience
Does Advertising Work?

How Does Marketing Communication Work?
The Mass Communication Approach 100 | Advertising as Mass
Communication 100 | Adding Interaction to Marketing Communication 101 |

What Are the Effects Behind Effectiveness?
Traditional Approaches 103 | What Effects Are Critical? 103 |

What Are the Facets of Impact?
The Perception Facet: See/Hear 107 | The Emotional or Affective Facet:
Feel 109 |

A MATTER OF PRINCIPLE: Ice Cubes, Breasts, and Subliminal Ads

A MATTER OF PRACTICE: Thought vs. Feeling
The Cognition Facet: Think/Understand 113 | The Association Facet:
Connect 114 | The Persuasion Facet: Believe 116 |

A PRINCIPLED PRACTICE: Does Negative Political Advertising Help

or Hinder Citizens?
The Behavior Facet: Act/Do 120 |

The Power of Brand Communication
Interaction and Impact 121 | Strong and Weak Effects 122 |

THE INSIDE STORY: Kids, Cars, and Car Seat Safety
Does It or Doesn't It? 124 | Looking Ahead 124 |

IT’S A WRAP: Pitch Perfect: Ford's in SYNC with Singer/Songwriter
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Segmenting and Targeting the Audience
IT’S A WINNER: Old Navy SuperModelquins Reveal Secrets

What Influences Consumer Decisions?
Cultural Influences 132 |
A MATTER OF PRINCIPLE: Patriotism, Spending, and Saving
Social Influences 134 | Psychological Influences 135 |

How Do We Segment Consumer Groups?
Segmentation Strategies 137 | Types of Segmentation 138 |
Demographics 139 |
A PRINCIPLED PRACTICE: Making Blacks Visible
Psychographics 145 | Behavior 148 |

Consumer Decision Making
The Paths to a Brand Decision 152 |

Targeting the Right Audience
Profiling the Target Audience 153 | Microtargeting 154 |

THE INSIDE STORY: Behavioral Targeting: An Emerging Online Strategy

96
97

99
99

102

105

110
112

117

121

123

125
125
126
126
126
127
127
127
127

128
129

130

133

137

144

150

152

155

CONTENTS vii



viii

CONTENTS

Ethical Issues 155 | Looking Ahead 156 |
IT’S A WRAP: A Model New Way to Connect with Customers
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Strategic Research
IT’S A WINNER: Cheesy Fun. It's Not Just for Kids.

How Do You Find Consumer Insights?
What Are the Basic Types of Research? 164 |

A MATTER OF PRINCIPLE: Does Advertising Make Smoking Cool?
The Uses of Research 169 |

THE INSIDE STORY: How the Lamb Industry in Iceland Survived
the Economic Downturn

What Are the Most Common Research Methods?
Ways of Contact: Quantitative Methods 174 | Ways of Contact: Qualitative
Methods 176 |

A MATTER OF PRACTICE: PART 1: Online Survey Research
A MATTER OF PRACTICE: PART 2: Online Qualitative Research

A DAY IN THE LIFE: A Stopwatch, Codesheet, and Curiosity
Choosing a Research Method 183 |

Research Trends and Challenges
Global Issues 184 | IMC Research Challenges 184 | Planning for
Feedback 184 | Looking Ahead 184 |

IT’S A WRAP: Comfort Food for Thought
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Strategic Planning

IT°’S A WINNER: How to Sell Diet Drinks to People Who Don't Like the Idea

of Diet Drinks

What Is Strategic Planning?
The Business Plan 191 | The Marketing Plan 192 | The Advertising or IMC
Plan 194 |

What'’s in a Campaign Plan?
THE INSIDE STORY: Branding Billings
Situation Analysis 196 | Objectives 198 | Targeting 199 |
A PRINCIPLED PRACTICE: What Is Diversity and Why Is It Important?
Positioning 202 | Brand Communication Strategy 205 |

A MATTER OF PRINCIPLE: 7-Up: The Uncola Story
Campaign Strategies and Management 208 |

156
156
157
157
157
158
159
159
159

160
161

163

168

170
174

177
179
180

184

185
185
186
186
186
186
187
187
187

189
190

194
195

201

206



CONTENTS ix

Account Planning: What Is It? 210
The Research Foundation 211 |

A MATTER OF PRACTICE: “Just Give Me My One Vice:" College Students

and Smoking 212
Consumer Insight: The Fuel of Big Ideas 213 | The Communication Brief 214 |

Planning for IMC Campaigns 216
IMC Campaign Planning 216 |

A MATTER OF PRACTICE: The Crossover between Account Planning

and IMC 217

Synergy and Strategic Consistency 218 | Looking Ahead 218 |

IT’S A WRAP: Winning the Coke Zero Infringement Case 219
Key Points Summary 219
Words of Wisdom: Recommended Reading 219
Key Terms 220
Review Questions 220
Discussion Questions 220
Take-Home Projects 221
Team Project: The BrandRevive Campaign 221
Hands-On Case: The Century Council 221

PART 3 PRACTICE: WHERE IS CREATIVE HEADED?

8 The Creative Side 224
IT’S A WINNER: Frontier: A Whole Different Animal 225
Science and Art? 226
Who Are the Key Players? 228 |
A DAY IN THE LIFE: What's in a Title? 229
What Is the Role of Creativity? 229 | The Creative Brief 231 |
Message Strategies 235
The Strategic Approach 235 | Strategic Formats 237 |
A MATTER OF PRINCIPLE: Six Message Strategies in Six Minutes 238
Matching Messages to Objectives 241 |
Creative Thinking: So How Do You Do It? 244
Creative Big Ideas 244 |
PRACTICAL TIPS: Ten Creative Tips 245
The ROI of Creativity 246 | The Creative Leap 247 | Dialing Up Your
Creativity 248 |
PRACTICAL TIPS: Exercise Your Creative Muscles 249
The Creative Process: How to Get an Idea 249 | Brainstorming 250 |
Managing Creative Strategies 251
Extension: An Idea with Legs 251 | Adaptation: Taking an Idea
Global 251 |
A MATTER OF PRACTICE: A Campaign with Legs (and Flippers) 252
Evaluation: The Go/No-Go Decision 253 | Looking Ahead 253 |
IT'S A WRAP: Frontier’s Still the One 254
Key Points Summary 254
Words of Wisdom: Recommended Reading 255
Key Terms 255
Review Questions 255
Discussion Questions 256

Take-Home Projects 256



x CONTENTS

10

Team Project: BrandRevive Revitalization Campaign
Hands-On Case: The Century Council

Copywriting
IT’S A WINNER: Chick-fil-A Gets Creative with Renegade Cows

What Is the Language of Copywriting?
The Copywriter 261 | The Art and Science of Names 262 | Advertising Writing
Style 262 | How to Write Effective Copy 263 |

PRACTICAL TIPS: So You Think You Want to Create a Funny Ad?

How Is Copy Created for Print?

A PRINCIPLED PRACTICE: Check Those Claims
How to Write Headlines 266 |
How to Write Other Display Copy 270 | How to Write Body Copy 271 |

A MATTER OF PRINCIPLE: The Principle of Truth
Print Media Requirements 273 |

How Is Copy Written for Radio?
Tools of Radio Copywriting 275 | The Practice of Radio Copywriting 276 |
Planning the Radio Script 277 |

How to Write Television Copy
Tools of Television Copywriting 278 |

A MATTER OF PRACTICE: How the Emotional Pivot Works in a Story
Planning the TV Commercial 281 |

How Different Is Copywriting for the Internet?
Websites 282 | Banners 282 | Internet Ads 283 |

Lessons about Copywriting
Writing for a Global Brand 283 | Looking Ahead 284 |

IT’S A WRAP: Cows Build Moo-Mentum for Chick-fil-A
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Visual Communication
IT°S A WINNER: A Strong Mint with a Curious Past

Why Is Visual Communication Important?
Visual Impact 291 | Visual Storytelling 292 |

A PRINCIPLED PRACTICE: An Imperative: Respect the Dignity of the Person
Brand Image 293 | Environmental Design 295 |

What Is Art Direction?
The Designer’s Toolkit 296 |

THE INSIDE STORY: Loving McDonald’s New Look
A MATTER OF PRINCIPLE: Obama’s HOPE Poster Hangs on a Question

of Fair Use
Design Principles 302 | Print Layout 303 | Composition 304 |

What Do You Need to Know about Production?
Print Media Requirements 305 | Print Art Reproduction 306 | Binding and
Finishing 307 |

257
257

258
259

260

264

265
266

272

275

277

279

282

283

284
285
285
286
286
286
287
287
287

288
289

290

293

296

297

299

305



CONTENTS xi

What Do You Need to Know about Video Production? 309
A DAY IN THE LIFE: A Copywriter's View of TV Production 310
Filming and Editing 310 | The Process of Producing Videos 311 |
The TV Production Process 313 |

A MATTER OF PRACTICE: BU Ad Class Ready for Its Close-Up 315
Why Study Web Design? 316

PRACTICAL TIPS: The Best and Worst Website Designs 317

Action and Interaction 318 | Looking Ahead 318 |

IT’'S A WRAP: Keeping the Altoids Brand in Mint Condition 318
Key Points Summary 319
Words of Wisdom: Recommended Reading 319
Key Terms 320
Review Questions 320
Discussion Questions 320
Take-Home Projects 321
Team Project: The BrandRevive Campaign 321
Hands-On Case: The Century Council 321

PART 4 PRACTICE: WHERE ARE MEDIA HEADED?

11 Media Basics 324
IT’S A WINNER: Getting Dirty Boys Cleaner 325
What Do We Mean by Media? 326

Media Classifications 327 |
A MATTER OF PRINCIPLE: The Dynamics of the Changing Media

Environment 328
What Do Media Do? 328 | The Evolution of Media Roles 329 |

A MATTER OF PRACTICE: People Really Enjoy Their Large-Screen

Televisions 330
The Media Industry 330 | Key Media Players 331 |

What Are the Fundamentals of Media Strategy? 332
The Media Plan 332 | Key Strategic Media Concepts 334 | The Basis for the
Buy 3351

How Is the Media Environment Changing? 337

IMC and Media 337 | Channels to Contact Points 337 |
A MATTER OF PRACTICE: Thoughts About Media Evolution

and Revolution 337
New Consumer Media Use Patterns 341 | New and Alternative Forms
of Contact 341 |

THE INSIDE STORY: The Animated Axe Effect in City Hunters 345

Looking Ahead 348 |

IT’'S A WRAP: Axe Cleans Up 349
Key Points Summary 349
Words of Wisdom: Recommended Reading 350
Key Terms 350
Review Questions 350
Discussion Questions 350
Take-Home Projects 351
Team Project: The Brand Revive Campaign 351

Hands-On Case: The Century Council 351



xii

CONTENTS

12

13

Traditional Media
IT’S A WINNER: Quacking through Clutter

What Are the Key Print Media Characteristics?
Newspaper Basics 355 | Magazine Basics 358 | Directories 362 |

A MATTER OF PRINCIPLE: Directories: The Medium You Trust the Most
Other Print Media 364 |

What Are the Out-of-Home Media Characteristics?
Outdoor Advertising 364 |

PRACTICAL TIPS: Outdoor: An Effective Brand Communication Medium

On-Premise Signs 367 | Posters 367 | Transit Advertising 367 | Using Print and

Out-of-Home Media Effectively 368 |
What Are Broadcast Media Characteristics?
Radio Basics 369 | Television Basics 373 |
A MATTER OF PRACTICE: Mad Men: Advertising at the Intersection
of Social Change
Television Advertising 380 |

Other Video Formats

Movie Trailers and Disc Ads 382 | Promotional Videos 383 | Using Broadcast

and Video Effectively 383 | Looking Ahead 384 |
IT’'S A WRAP: Aflac’s Duck Spreads Its Wings
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Digital Media
IT’S A WINNER: You're in the (Virtual) Army Now

Interactive Media: Web 2.0 and You
Internet Basics 391 | The Internet Audience 393 | Internet Marketing 393 |

A MATTER OF PRACTICE: Toyota Taps the DIY Community
The Internet as a Marcom Medium 395 |
What Are the Functions of Internet Marcom? 395 |

THE INSIDE STORY: Everything Is Going Online

Types of Online Marketing Communication
Websites 399 | E-Mail Communication 400 | Why Is Internet Advertising
Growing So Fast? 401 | Social Media Tools 405 |

A MATTER OF PRINCIPLE: Consumers, Advertisers, and Social Media

How Is Internet Marcom Evolving?
Offline Advertising for Websites 411 | E-Media Developments and
Applications 411 | Issues in Internet Advertising 412 | Advantages and
Limitations of Internet Advertising 414 | Looking Ahead 414 |

IT’'S A WRAP: Mission Accomplished
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions

352
353

354

363

364

366

369

375

382

384
385
385
385
386
386
387
387
387

388
389

390

394

396
399

406
410

415
415
416
416
416
416



CONTENTS xiii

Take-Home Projects 417
Team Project: The BrandRevive Campaign 417
Hands-On Case: The Century Council 417
14 Media Planning and Buying 418
IT’S A WINNER: Dove Audiences Redefine Beauty 419
How Are Media Plans Created? 420
THE INSIDE STORY: Campaign Ads in Video Games 421
Media Research: Information Sources 422 | The Media Plan 424 |
What Are the Key Steps in Media Planning? 424
Step 1: Target Audience 425 |
A WEEK IN THE LIFE: What Do | DO as a Media Planner? 426

Step 2: Communication and Media Objectives 427 | Step 3: Media
Strategies 430 |

PRACTICAL TIPS: When to Use Various Media 432
Step 4: Media Metrics and Analytics 435 | Cost Efficiency 437 |

A MATTER OF PRINCIPLE: Integrating Advertising and PR Media Planning 438

A MATTER OF PRINCIPLE: When Is Too Many Too Much? 440
A Sample Media Plan 440 |

What Is the Big Picture of Media Planning? 444
IMC and Contact Point Planning 444 | Global Media Planning 446 |

How Does Media Buying Work? 447

Media Buying Complexities 447 | Media Planning and Buying Trends 450 |
Looking Ahead 452 |

IT’'S A WRAP: Beauty of a Campaign 452
Key Points Summary 453
Words of Wisdom: Recommended Reading 453
Key Terms 453
Review Questions 454
Discussion Questions 454
Take-Home Projects 454
Team Project: The BrandRevive Campaign 455
Hands-On Case: The Century Council 455

PART 5 PRINCIPLES: IMC AND TOTAL COMMUNICATION

15 Public Relations 458
IT’'S A WINNER: The Ultimate Road Trip 459
What Is Public Relations? 460

Public Opinion 461 |
Reputation: Goodwill, Trust, and Integrity 461 | Comparing Public Relations
and Advertising 462 |

What Are the Different Types of Public Relations Programs? 463
A MATTER OF PRINCIPLE: Can Advertising Help the U.S. Government
Sell Ideas and Attract Tourists? 467
What Key Decisions Guide Public Relations Plans? 468

Research and SWOT Analysis 468 | Targeting 468 | Objectives and
Strategies 469 | The Big Idea 469 | PR's Role in IMC 470 |

What Are the Most Common Types of Public Relations Tools? 471
Advertising 472 |



xiv. CONTENTS

16

17

A PRINCIPLED PRACTICE: The Social Impact of Public Service Advertising
Publicity 474 | Publications 476 |

PRACTICAL TIPS: How to Write E-Mail Pitch Letters
Other Tools 477 | Online Communication 479 |

A MATTER OF PRACTICE: Engaging Word of Mouth through Online
Influencers

The Bottom Line
Why Measure Public Relations Results? 481 | Looking Ahead 483 |

IT’'S A WRAP: Milestones for Hampton’s Landmark Campaign
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Direct Response
IT’S A WINNER: He's Cute; He's Green; He Sells Insurance

What Is Direct-Response Marketing Communication?
Who Are the Key Players? 490 | What Is Included in the DMC Process? 491 |

What Are the Primary Media of DMC?
Direct Mail 495 | Catalogs 498 | Telemarketing 499 | Direct-Response
Advertising 501 | The Internet and New Forms of Direct Response 503 |

Why Are Databases the Foundation of DMC?
How Do Databases Create a Circular Process? 506 | Lists 506 |

DMC Trends and Challenges
Integrated Direct Marketing 509 |

A PRINCIPLED PRACTICE: PRIVACY: The Need to Use But Not Abuse

Consumer Information
Global Considerations in DMC 512 | What Are the Advantages and
Limitations of DMC 512 | Looking Ahead 513 |

IT’S A WRAP: The Gecko and Friends Drive Customer Response
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Project
Hands-On Case: The Century Council

Promotions
IT’S A WINNER: Frontier Campaigns for Favorite Animal Votes and Web Hits
Why Sales Promotion?

Why Is Sales Promotion Growing? 519 | Sales Promotion Planning 520 | What
Are the Primary Categories of Sales Promotion? 520 |

A PRINCIPLED PRACTICE: Finding Jesus. In a Candy Bar?

Consumer Promotions

473

476

480
481

483
483
484
484
485
485
485
485
485

486
487

488

495

505

509

510

513
513
514
514
514
514
515
515
515

516
517

518

521
521



18

What Are the Tools of Consumer Promotions? 522 | How Are Consumer
Promotions Used? 525 |

THE INSIDE STORY: The Intersection of the Movie and Promotion Industries

Trade Promotions
What Are the Types of Trade Promotion? 528 | How Is Trade Promotion
Used? 529 |

PRACTICAL TIPS: Planning Point-of-Purchase Promotions

Multiplatform Promotions
Sponsorships and Event Marketing 532 |

A MATTER OF PRACTICE: Advertising through Sports
A MATTER OF PRINCIPLE: Who'll Win the Next Super Bow!l Ad

Championship? It Might Be You.
Loyalty Programs 535 | Partnership Programs 536 |

Promotion Strategy
Promotion Objectives 537 | Promotion Integration 538 | Promotion
Effectiveness 540 | Looking Ahead 541 |

IT'S A WRAP: Consumers Vote Frontier the Winner
Key Points Summary
Words of Wisdom: Recommended Reading
Key Terms
Review Questions
Discussion Questions
Take-Home Projects
Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

The IMC Umbrella
IT'S A WINNER: Match CR-V to Your Lifestyle

IMC Management
Managing IMC Campaigns 547 | Managing 360-Degree Communication 547 |
Ninth Principle of IMC 548 | Ten Principles of IMC 550 |

Retail Marketing Communication
Retail Communication Planning 551 | Cooperative Advertising 552 | Creating
the Retail Ad 553 | The Media of Retail Marketing Communication 554 |

A MATTER OF PRACTICE: “Life Is Great” at SPAR

Business-to-Business Marketing Communication
B2B Buying Behavior 556 | Types of B2B Marketing Communication 556 |
Creating B2B Communication 557 | B2B Media 558 |

Nonprofit or Social Marketing
Fund-Raising 560 | Social Marketing and Public Communication 560 | Cause
and Mission Marketing 561 |

A PRINCIPLED PRACTICE: Pause for the Cause: Boosting Brands and Building

Goodwill with Cause Marketing

International Marketing Communication
Stages of Marketing Development 564 | The Global versus Local Debate 564
| Planning International Strategies 567 | Organizing for International
Marketing Communication 569 | The IMC Factor in International Campaign
Planning 570 | Looking Ahead 570 |
THE INSIDE STORY: Chasing the Same Dream

IT°S A WRAP: Driving Honda’s CR-V to Number One

526
527

531
531

533

534

537

541
541
542
542
542
543
543
543
543

544
545

546

550

555
556

559

563
563

571
572

CONTENTS xv



xvi

CONTENTS

19

Key Points Summary

Words of Wisdom: Recommended Reading
Key Terms

Review Questions

Discussion Questions

Take-Home Projects

Team Project: The BrandRevive Campaign
Hands-On Case: The Century Council

Evaluation of Effectiveness
IT’S A WINNER: The Colorado Pass—The Coolest Club on the Slopes!

Impact: Does It Work?
Evaluating Effectiveness 580 | Types and Stages of Evaluation 580 | Facets:
Measuring Responses 581 |

A MATTER OF PRINCIPLE: Completing the Cycle

What Is Message Evaluation?

Copytesting 584 | Message Development Research 584 | During Execution:

Concurrent Testing 585 |

A MATTER OF PRACTICE: Finding Moments of Truth
Post-Testing: After-Execution Research 588 | Scanner Research 590 |

Media Evaluation
Evaluating Audience Exposure 592 | ROl and Media Efficiency 593 |

Evaluating IMC Tools, Campaigns, and Programs
Marcom Tools 594 | Special Advertising Situations 597 |

THE INSIDE STORY: How Web Sites Build Brands (or Don't)
Campaign and Program Evaluation 599 |

A PRINCIPLED PRACTICE: Can a Broken Guitar Really Hurt United?
IT’S A WRAP: The Colorado Pass Club Comes to Pass

Key Points Summary

Words of Wisdom: Recommended Reading

Key Terms

Review Questions

Discussion Questions

Take-Home Projects

Team Project: The BrandRevive Campaign

Hands-On Case: The Century Council

Appendix
Glossary
Credits
Notes

Index

572
573
574
574
574
575
575
575

576
577

579

582
582

586

591

594

598

600
602
603
603
603
603
604
604
604
604

605
610
628
631
641



ABOUT THE AUTHORS

Sandra Moriarty, Ph.D., Professor Emerita, University of Colorado at Boulder

Sandra Moriarty is cofounder of the Integrated Marketing Communication graduate
program at the University of Colorado. Now retired, she has also taught at Michigan
State University, University of Kansas, and Kansas State University, where she earned
her Ph.D. in education. She specialized in teaching the campaign course and courses
on the creative side—both writing and design. She has worked in government public
relations, owned an advertising and public relations agency, directed a university pub-
lications program, and edited a university alumni magazine. She has been a consultant
on integrated marketing communication with agencies such as BBDO and Dentsu, the
largest advertising agency in the world, and with their clients in the United States, Eu-

rope, and Asia. Professor Moriarty has published widely in scholarly journals on mar-
keting communication and visual communication topics and has authored 12 books on
advertising, branding, integrated marketing communication, marketing, visual com-
munication, and typography. A classic book on integrated marketing, Driving Brand
Value, was written with coauthor Tom Duncan. Most recently she has authored the
Science and Art of Branding with Giep Franzen, University of Amsterdam. Interna-
tional versions of her books include Spanish, Chinese, Taiwanese, Korean, and Japa-
nese editions and also an English-language version for India. She has spoken to groups
and presented seminars in most European countries, as well as Mexico, Japan, Korea,
India, New Zealand, and Turkey.

Nancy Mitchell, Ph.D., Professor, University of Nebraska—Lincoln

Nancy Mitchell is professor of advertising in the College of Journalism and Mass
Communications at the University of Nebraska—Lincoln (UNL), where she has taught
since 1990. She served as chair of the advertising department for 11 years before head-
ing the graduate program in her college. In addition to her teaching responsibilities, she
is now Director of General Education at UNL. Prior to her tenure at the University of
Nebraska, she taught at West Texas A&M University. She has taught a variety of
courses, including advertising principles, design, copywriting, research and strategy,
and campaigns and media ethics. She worked as an advertising professional for
15 years before entering academe. She gained experience as a copywriter, designer, ed-

itor, fund-raiser, and magazine editor in an array of businesses, including a large de-
partment store, a publishing company, an advertising agency, a newspaper, and a
Public Broadcasting System affiliate. Her research focuses on creating effective ad-
vertising messages to underrepresented groups, ethical issues, and assessment of stu-
dent learning. Nationally, she served as Advertising Division head for the Association
for Education in Journalism and Mass Communications. She serves on the editorial
boards for the Journal of Advertising Education and Journalism and Mass Communi-
cation Educator. xvii



xviii ABOUT THE AUTHORS

William Wells, Ph.D., Professor Emeritus, University of Minnesota, and former
Executive Vice President, DDB, Chicago

One of the industry’s leading market and research authorities, Bill Wells is a retired pro-
fessor of advertising at the University of Minnesota’s School of Journalism and Mass
Communication. Formerly Executive Vice President and Director of Marketing Services
at DDB Chicago, he is the only representative of the advertising business elected to the
Attitude Research Hall of Fame. He earned a Ph.D. from Stanford University and was
formerly professor of psychology and marketing at the University of Chicago. He joined
Needham, Harper—Chicago as Director of Corporate Research. Author of the Needham
Harper Lifestyle study as well as author of more than 60 books and articles, Dr. Wells
also published Planning for ROI: Effective Advertising Strategy. He was recognized by
the American Academy of Advertising in 2010 for his dedication and commitment to ad-
vertising and previously received the AAA’s “Distinguished Service Award.”



PREFACE

Adpvertising can cause you to stop and watch, or even stop and think. It can make you laugh,
or squirm in your seat, or bring tears to your eyes. It can inspire you to read about a new
product or remember a favorite brand when you’re walking down the aisle in a super-
market. Advertising can also leave you free to change the channel or turn a page without
being aware of having seen the brand message at all. So the question for you as a student
of marketing communication is: Did it work?

But you’re not the only one facing that question. It’s clear from the headlines in in-
dustry publications that marketers want to know if their ads and other marketing commu-
nication efforts work. Marketing communication, particularly advertising, costs money—a
lot of money in many cases—and marketers want proof that their advertising and market-
ing communication is efficient and effective.

That’s why this textbook, Advertising & IMC: Principles & Practice, is dedicated not
only to explaining advertising and other areas of brand communication—such as public re-
lations, direct marketing, and sales promotion—but also to investigating what makes mar-
keting communication effective.

The challenge for this Ninth Edition is to pin down the basic principles and best practices
in an industry that is undergoing radical change—old media are shape-shifting and in some
cases disappearing; new media are emerging and merging with old media as well as develop-
ing entirely new functions. The practice of advertising, in particular, faces new challenges in
an interactive age where consumers are more in charge—actively selecting and designing
their own media world and engaging with their friends in new forms of social media. This
Ninth Edition reflects these changes as it challenges its readers to assume control not only of
their media choices, but of their bigger role as consumers of products, ideas, and media.

WHAT'S NEW IN PRINCIPLES & PRACTICE,
NINTH EDITION

1. New emphasis on enduring principles in a changing industry

Keeping up with the dynamic world of advertising and marketing communication is a
challenge for any textbook. Recent developments facing the industry including the evolv-
ing world of digital media and the varied consumer responses to the Great Recession re-
mind us to think about principles that anchor our profession. Although we recognize that
the marketing communication environment is in an increasing state of upheaval, we also
believe that the basic principles of advertising and marketing communication are enduring
and will help the industry adjust to the changing marketplace. We call attention to these en-
during principles throughout Principles & Practice as we describe how the practices are af-
fected by these new situations.
2. Increased IMC focus

To reflect a wider view of advertising among consumers and within the industry, we
have refocused the positioning of Principles & Practice to add a more obvious discussion
of integrated marketing communication (IMC). The word advertising, in other words, has
come to refer to a variety of marketing communication tools and functions. From the very
first edition, Principles & Practice has contained discussions about IMC, but in this edition
we have made that orientation clear. This broader focus includes all the various forms of

Xix
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marketing communication—multiplatform, as well as multimedia—and the discussion is
embedded seamlessly throughout the book.
3. Increased brand focus

We have introduced brand communication in previous editions, but with the more ex-
tensive use of IMC concepts in the Ninth Edition, we also have adjusted the language in
Principles & Practice to focus on the point of the communication, which we see as a brand.
In other words, instead of talking about an advertisement as if it were an end in itself, we
now talk about brand communication. This recognizes that the ad, or any other marketing
communication message, has to be about something. And that something—the focus of all
these communication efforts—is the brand.
4. New set of IMC principles

For most of this book’s life, we have made an effort to identify key principles and draw
attention to them as call-outs in the margins. With the increased emphasis on IMC in the
Ninth Edition, we have also made an effort to develop a set of 10 key IMC-based princi-
ples for brand communication. They evolve within the chapters as various IMC concepts
are introduced and explained and come together as a set in a much revised Chapter 18, “The
IMC Umbrella.” This IMC wrap-up chapter explains IMC campaigns and distinguishes
campaigns from the management of a Total Communication program.
5. Language adjustment

To reflect this broader focus on brands and IMC, we also needed to adjust the language
throughout Principles & Practice. In the Ninth Edition students will read about brand com-
munication, not just ads and advertisements. We still refer to ads, but only when we are talk-
ing specifically about that function. When we talk about the wider world of “advertising,”
we refer to marketing or brand communication.
6. Creative chapters moved ahead of media chapters

Creative thinking is a basic requirement in all areas of marketing communication. To
emphasize that and to respond to adopters and reviewers who prefer to teach creative be-
fore media, Part 3 now focuses on the creative side and message strategy; Part 4 focuses on
the media side.
7. Rewritten and reorganized media chapters reflecting changes in industry

In our first point on this list, we mentioned the changes in the media industry; which
include the growth of social media and the assault on traditional media. In recognition of
this new media environment, we have totally rewritten and reorganized the media chapters
in Principles & Practice. The first media chapter, which is now Chapter 11, is completely
new. It provides an overview of this new media world with a special emphasis on the ex-
citing new opportunities to engage with consumers. It also introduces the basic concepts
necessary to evaluate and compare media options. The second chapter is also completely
rewritten and now combines all the traditional media in one discussion. The third chapter
is more tightly focused on digital media; and the fourth chapter puts it all together in a dis-
cussion on media planning and buying including, of course, the new media.
8. New interactive and social media discussions

We note the special role that social media play in marketing communication strategies.
What has happened is a huge change in the way advertising, both in its traditional and wider
meanings, operate. It’s a paradigm shift with the entire industry moving from one-way tar-
geted media to two-way interactive media. The idea that the audience is in control not only
of what media they choose, but also what content they see (including messages generated
by other consumers), means companies have to engage, rather than target prospective cus-
tomers. And engagement means companies have to listen, as well as deliver messages. And
listening is much more complicated because it’s not just one customer calling a customer
service line, but rather sharing information online among family and thousands of “friends”
on social media, such as Facebook. Throughout Principles & Practice, the Ninth Edition
recognizes the impact and implications of this shift from company-controlled to consumer-
controlled media.



9. New Principled Practice boxes
We’ve added a new feature called Principled Practice. In previous editions we in-
cluded ethics discussions in our Matter of Principle and Matter of Practice boxes. In the

Ninth Edition we have designated a separate feature for these ethics boxes and titled it

Principled Practice to help students think critically about current issues in the industry.

10. New pedagogical tools

* A new award-winning American Advertising Federation National Student Advertising
Competition (AAF NSAC) case for the Century Council appears in the Appendix, and
questions referring to the case were added at the end of each chapter.

* BrandRevive is a new assignment at the end of each chapter that guides the student
through the activities involved in developing a brand campaign plan, in this case for
some older, perhaps forgotten brand that needs a new lease for space in the minds of con-
sumers. If students engage in this assignment continuously throughout the course, they
will develop a campaign plan for their portfolio.

* Anew MyLab website for Principles & Practice has been created. Content from the text
has been moved to this site to provide more integration between the printed text and the
online support materials and activities.

WHY MARKETING COMMUNICATION?

We are using the phrase marketing communication or brand communication because what
used to be known as advertising has expanded beyond the familiar ads in print media and
commercials on radio and television.

Electronic and social media have opened up new ways to communicate online with
consumers about a brand. Alternative and nontraditional forms, such as guerilla marketing
that reaches people in surprising ways in unexpected places, have opened up new opportu-
nities to engage people with brand messages through memorable experiences.

Creating buzz and dialogue have replaced the old
practice of targeting messages at consumers. A new
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goal is to enlist word-of-mouth conversations to rein- The Facets Model of Effects

force and extend the power of the more traditional
marketing communication forms.

This wider view of advertising includes an array
of communication tools. We mentioned public rela-
tions, direct marketing, and sales promotion, but those
are just a few of the tools in the brand communication
toolkit. We will describe the use of these various
forms of brand communication as integrated market-
ing communication (IMC), which refers to the strate- P:’l!dulu.lll
gic use of multiple forms of communication to engage
different types of consumers who have an interest in
or connection to a brand.

So the two most central themes for this introduc- !
tory brand communication textbook are effectiveness \/UNlET otaf
and integration and they will be discussed throughout J.' nition’
the chapters that follow.
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WHAT IS EFFECTIVENESS?
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During a recent Super Bowl, an ad for Anheuser- > ‘
Busch called “Applause” showed people in an airport ~ ASSOC duon
spontaneously applauding a group of American troops
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PREFACE

returning home. Even the audience watching from their living rooms was inclined to join
in with applause as part of this graceful display of respect and appreciation. It was touch-
ing. Memorable. Beautifully photographed. And the people seemed real, not rehearsed. But
was it an effective ad? What was it trying to accomplish? Did the viewers remember it as
an Anheuser-Busch ad and, if so, did it affect their opinions of that company and its brands?

What is effective advertising? Is it marketing communication that gets talked about?
Is it a message like the Anheuser-Busch commercial that touches your emotions and in-
spires you to applaud? What, exactly, does it mean to say that an advertisement “works”?

Our answer is that brand communication is effective if it creates a desired response in
the audience. A brand message that works is advertising that affects people; it gets results
that can be measured. To better understand how this impact is created by a message, this
textbook will highlight the principles and best practices of the industry.

Principles & Practice uses the Facets Model of Advertising Effects to better explain
brand communication strategies, consumer responses, and effectiveness. The facets model
is like a diamond or a crystal whose surfaces represent the different types of responses gen-
erated by a brand message. This model and the ideas it represents are used throughout the
book to help explain such things as how objectives are decided on, what strategies deliver
what kind of effects, and how an advertisement and other forms of marketing communica-
tion are evaluated based on their objectives.

Principles & Practices

Marketing communication messages are part inspiration and part hard work, but they are
also a product of clear and logical thinking. Ultimately marketing communication is eval-
uated on its ability to generate a desired consumer response that meets a set of carefully
crafted objectives.

In most cases, consumers have little idea what the objectives are because that infor-
mation generally isn’t made public—and you sometimes can’t tell from the ad itself. But
think about the “Applause” ad. From what we’ve told you, what do you think the ad’s ob-

Campaigns:
“Still the One,”

“Flip to Mexico,”

“Leather Seats”
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The Creative Side

Awards: most airlines by creating an “episodic sitcom” much like Seinfeld or Cheers. As a
Grey Worldwide Gold Effie (for sustained success), Silver result, consumers built an emotional attachment to the brand and its spokes-
Clio, Silver Effie, Gold Mobius (“Best of animals. And with each new commercial, that connection grew stronger as Frontier

. How do we explain the science and art of creative strategy, as well as the important parts of a
creative brief?

What are some key message strategy approaches?

Can creative thinking be defined, and how does it lead to a Big Idea?

What characteristics do creative people have in common, and what is their typical creative process?
What issues affect the management of creative strategy and its implementation?

LA o

Frontier: A Whole Different Animal

hen low-cost carrier Frontier Airlines started up in 1994, it took off with

animals emblazoned on the tails of its planes. Frontier's distinctive air-

craft tails, all of which depict a variety of different wildlife, have made
Frontier's brand name synonymous with the airline’s Western heritage. Years of
award-winning advertising have firmly established the airline with its talking animals
on the planes’ tails as a favorite of consumers in the Denver market and beyond.

The economic downturn of 2008 and 2009, however, grounded much of Fron-
tier's advertising as the airline was forced into bankruptcy because of a cash-flow
problem. Luckily, it emerged from the downturn with a new owner who recognized
the value of the brand and its award-winning advertising.

Frontier's agency, Grey Worldwide, realized that Denverites were elated that
their hometown airline and its beloved animals would live to see another day. A
narrow window to celebrate this great news emerged. And once again, Creative
Directors Shawn Couzens and Gary Ennis turned to Larry, Jack, Flip, and the rest
of the gang for the perfect solution. The campaign had to be written and produced
quickly and affordably—so it could air while the news was still fresh. And so, in just
a few short weeks, the “Still the One” campaign was born.

This is just one example of how nimble the Frontier campaign is. No matter
what the message, or how quick the turnaround, the animals can always deliver it
in a way that's engaging and relevant. In fact, the animals have proven so popular,
they may end up being the airline’s single most important asset when it comes to
the brand’s ultimate survival.

So how did it all start? In 2003, Grey Worldwide brought the tail animals to life
by creating a likable cast of characters—each different and unique in its own way.
The humorous ad campaign broke away from the buttoned-up approach used by

Show” Nomination) for “Flip to Mexico” continued to evolve the campaign.
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A Passion for the Business

Wende Zomnir, Creative Director and Founding Partner, Urban Decay Cosmetics

Being the creative force behind a

brand like Urban Decay makes

me responsible for cranking

out great ideas. And in the 13

years I've been doing this, I've

figured out a few things about

how to generate creative ideas

with which people connect. It

begins with a passion for the busi-

ness. Here are my seven principles.
about how to run a business creatively:

1. Feel a passion for your brand. Everyone in product
development, design, PR, merchandising, sales, and
marketing at Urban Decay loves our makeup and
deeply connects to our position as the countercul-
ture icon in the realm of luxury makeup.

Spot emerging trends. Our best ideas don't start
from analysts telling us what the trends are. My cre-
ative team and | talk about what kinds of colors, vi-
sual icons, textures, and patterns we are craving and
start from there. Our job at Urban Decay is to lead
graphically with our product design and formulation.
Recently we launched a volumizing mascara called

~

Big Fatty and played off the connotations in the

w

Cultivate your inner voice. You also need to develop
a gut instinct for what will work. | felt that skuls were
going to be huge because everyone in the office was
craving them on Tshirts, shoes, key rings, and so
forth. We decided to put them on our seasonal holi-
day compacts in 2005. And the same season that
Marc Jacobs launched them, so did we. We had dis-
tributors begging us to sell them a version without
the skull, but we stood firm and wouldn't change it
because we knew it was right. And you know what?
The same distributors who balked placed the biggest
reorders and complained that we couldn’t stock
them fast enough.

Check your ego. Listening to that inner voice IS
something you can cultivate, but you've got to check
your ego at the door in order to do it. That can be
hard, because being a creative leader means you've
probably generated a lot of great ideas that work.
So, you've got confidence in your concepts and your
ability to deliver, but you have to be able to admit
others have great ideas, too.

Cherry-pick the best ideas. Gut instinct is important,
BUT—and this is big—even more crucial is being able
to listen to all the ideas and sort out the junk. After

IS

o

A View from the Marketing
Communication Front Line

Peter Stasiowski, Marketing and Communication Manager, Interprint, Inc

A DAY IN THE LIFE

There's a big difference between working for an ad agency,
where the focus is on promoting many clients, and becom-
ing an individual company’s lone marketing professional,
where the focus is on promoting the company that signs
your paycheck.

The most obvious changes, such as fine-tuning one
marketing plan instead of juggling several, give way to more
subtle and important differences. When | traded my agency
fitle of art director and creative director for my current po-
sition as marketing and communications manager for an in-
dustrial printing company, | went from working with a group.
of people dedicated to practicing good marketing commu-
nications to working with a group dedicated to printing
good décor paper for its customers in the laminate indlustry.

In my case, the opportunities to expand my marketing
skills beyond lart int like copywriting and
financial planning came with the responsibility to make
good marketing decisions without the security of an ad
agency's team behind me

Atits core, a day in my life s the marketing and com-

ble. For example, to the broad laminate market, | write 90
percent of the articles for Interprint's promotional maga-
zine about everything from our latest printing technologies
1o our environmental stewardship programs.

'm also responsible for speaking with newspaper re-
porters, either to answer their questions or to promote a
press release. Then there's coordinating the construction of
trade show exhibits, planning press conferences, and, yes,
designing print advertising. It all meant to get the good
word out to the right eyes and ears.

At the end of the day, my reward is knowing that as |
dive deeper into the fabric of one company and lear what
messages and media resonate with its customers, | gain
both a broader skill set and the unfiltered feedback that
ensures increasingly successful marketing efforts into the
future.

For out Interprint, checl

k out the company's factshet at hitp://usa

You sort through everything, then pick the very best
concept, even if it's NOT your idea.

Little ideas are important, too. You've got to rally
everyone behind your Big Idea, but realize that all
those little ideas that prop up the big one are great,
to0. That's what makes so many of our products work
in the marketplace: a big idea supported by little
ideas—and the people who develop them.

Be flexible. My final important creative principle is
flexibility. Knowing when to be flexible has resulted
in some of the best work we've created here. While
working on a body powder for summer that was to
be impregnated with water for a cooling sensation
on the skin, we ran into production problems. We
wanted a powder, but | decided to add flavor in-
stead. That edible body powder became a huge

munications manager for Interprint is spent communicating

i i | - - 5
(LG T o et D ol v clear messages to the right markets as efficiently as possi-

ping the mascara vial in an Age of Aquarius-inspired
print. Shortly after the product's release, a supplier to
the cosmetics industry came in to show us a version
of our own mascara, giving us a presentation on the
coming trends. It's annoying, but when this happens,
we know we're doing our job.

I

subbrand for us, spawning multiple flavors and gen-
erating huge amounts of press and revenue. The
cooling powder would have been late, had quality
control issues, and probably would have lasted a
season

Wende Zomnir (aka Ms. Decay) graduated from the University
of North Texas where she was a student of Professor Sheri

Broyles. designed for his company.7
The distinctive personality of Urban Decay Cosmetics is ¢ ma

seen in its packaging, as well as its products’ names, Check out Urban Decay at www.urbandecay.com/; www

such as the Ammo Group, and colors: “Smog, " and

“Mildew,” and “Oil Slick.” UrbanDecay411

Massachusetts. In addition to his story, he has provided two business-to-business ads that he

als and ingredients used in producing a product are obtained from other companies,
referred to as suppliers or vendors. The phrase supply chain is used to refer to this complex net-
work of suppliers who produce components and ingredients that are then sold to the manufacturer.
‘The distribution chain or channel of distribution refers to the various companies involved in
moving a product from its manufacturer to its buyers. Suppliers and distributors are also partners

jectives are? To sell beer? To get viewers to run out and buy the brand? Actually, the ad
seems to be a bit removed from a straight sales pitch.

An educated guess—and that’s what you will be better able to make after reading this
book—is that perhaps its objective is simply to make people feel good, to see the goodness
in a simple patriotic gesture—and, ultimately, to associate that feeling of goodness and
warmth with the brand. Does it work? How did you feel when you read over the descrip-
tion of the ad? Even without seeing the commercial, you may have found that the idea
touched your emotions and increased your respect or liking for the brand. To write objec-
tives, however, you must have some understanding of how these messages work.

This book presents both principles and practices of effective brand communication. You
will find principles in the margins of the text in every chapter. In addition, boxes and other
features elaborate on both the principles and practices related to the topic of each chapter.

In this Ninth Edition, we take you behind the scenes of many award-winning cam-
paigns, such as the “Aflac,” “Altoids,” and “Wii” campaigns, to uncover the hard work and
explain the objectives, the inspiration, and the creative ideas behind some great campaigns.
You will see how the ideas come together; you will live through the decision making; and
you will understand the risks the message creators faced.

We also have contributions from highly experienced professionals, as well as our Ad
Stars, graduates from advertising and marketing communication programs around the
country who were nominated by their professors to be featured in this book. We showcase
their work throughout the book. They also have written Inside Stories that explain strate-
gies and what they have learned on the job, as well as A Day in the Life features that pro-
vide insight into various career opportunities in marketing communication.

The Proof

Adpvertisers and marketers want proof that their marketing communication is effective and
efficient. Likewise, you should want proof about the value of your textbooks. You will learn
in this book that all advertising claims need to be supported. That’s why we make the
claim—and, yes, this is an advertisement—that Advertising & IMC: Principles & Practice
is the book to read to learn about effective brand communication. We are making a bold
claim, but here is how we back it up.


www.urbandecay.com/
www.myspace.com/urbandecaycosmetics
www.myspace.com/urbandecaycosmetics
http://twitter.com/UrbanDecay411
http://twitter.com/UrbanDecay411
http://usa.interprint.com/media
http://usa.interprint.com/media
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Advertising & IMC: Principles & Practice is time tested. That’s why it has continued
as one of the market leaders for more than 20 years. It continues to be in touch with the most
current practices in the industry, but it also presents the fundamental principles in ways that
will give you a competitive edge. That’s why students keep this textbook on their shelves
as an important reference book as they move through their major. One thing we hear from
our young professional Ad Stars is that they continue to rely on this book as they make their
transition to professional life, and you can find it on many of their office shelves, as well.
The principles in this book are enduring and your understanding of the practices of the field
can jump-start your career.

mymarketinglab

mymarketinglab (www.mypearsonmarketinglab.com) gives you the opportunity to test
yourself on key concepts 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 MyLab that accompanies Advertising & IMC: Principles & Practice includes:

e Part Ending Cases: Each part incorporates a case study that features award-winning
campaigns recognized by the NY American Marketing Association as outstanding ex-
amples of effectiveness.

* Ad Exercises: View a variety of advertisements and test your understanding of how they
apply IMC concepts.

Plus:

e Personalized study plans—Pre- and post-tests with remediation activities directed to
help you understand and apply the concepts where you need the most help.

e Interactive elements—A wealth of hands-on activities and exercises let you experience
and learn firsthand, whether it is with the online e-book where you can search for specific
keywords or page numbers, highlight specific sections, enter notes right on the e-book
page, and print reading assignments with notes for later review or with other materials.

* Mini-simulations—These simulations help you move beyond the basics with interactive
simulations that place you in a realistic marketing situation that requires you to make de-
cisions based on marketing concepts.

Find out more at www.mypearsonmarketinglab.com.


www.mypearsonmarketinglab.com
www.mypearsonmarketinglab.com
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PART

ENDURING PRINCIPLES
IN TIMES OF TURMOIL

This is one of the most exciting times to take an advertising course because of all the changes in
the industry—new technology, new media, new types of consumers and media users, new ways
of looking at marketing communication, and new economic challenges. It’s also a great time to
be studying the basics of advertising because this is the era of back to basics.

From 2008 through 2010, the depressing economic scene, which was complicated by scary
shifts in media, played out like a really bad reality show. Analysts and experts worried about tra-
ditional business practices and called for new business models that would create turnarounds and
breakthroughs.

Unchanging Truths
in Times of Change

Rather than redefine the field to deal with the effects of the recession, Bill Weintraub, one of this
book’s Advisory Board members and a marketing expert who led marketing teams at Procter &
Gamble, Tropicana, Kellogg’s, and Coors, insists that the basic truths in marketing communica-
tion are immutable:

I don’t believe the underlying principles of marketing and communication should ever
change. Regardless of the economy, new media, changes in culture, etc. I don’t accept
that these superficial changes in the marketing environment are relevant in terms of
how intelligent business practices should be conducted.

So what are the immutable principles that guide the practice of marketing commu-
nication? Advisory Board member Regina Lewis, who has been in charge of consumer
insights for InterContinental Hotel Group and Dunkin’ Brands, says:

I believe firmly that even—especially!—in a downturn, the basics of branding by con-
necting with consumer values lie at the heart of success. During tough economic times,
uniquely positioning your brand (a strategy based on knowing how consumers think
and feel about your brand versus competitive brands) is essential. And communicating
about your brand in a way that is highly meaningful to consumers becomes more im-
portant. This is my philosophy.

Viewpoints of Bill Weintraub, retired Coors chief marketing officer, and Regina Lewis, vice
president of Global Consumer Insights for the InterContinental Hotel Group



Chapter 1 » The New World of Marketing Communication
Chapter 2 ¢ Integrated Brand Communication
Chapter 3 * Brand Communication and Society

We agree with Weintraub and Lewis that branding, positioning, and communication are the
foundations of brand success. We’ve elaborated on their thoughts to compile seven principles that
we believe express marketing and marketing communication basics—even in economic down-
turns. These principles are central themes in this textbook:

1. Brand Build and maintain distinctive brands that your customers love.
2. Position 1dentify your competitive advantage in the minds of consumers.

3. Consume Focus on consumers and match your brand’s strengths to consumer needs
and wants.

4. Message Identify your best prospects and engage them in a brand conversation.
5. Media Know how to best reach and connect with your target audience.

6. Integrate Know how to connect the dots and make everything in the marketing com-
munication toolkit work together.

7. Evaluate Track everything you do so you know what works.

As you will see in this book, effective advertising and marketing communication are
founded on basic, enduring principles. The principles and practices described in this book pro-
vide direction even when the economy crashes. That doesn’t mean that brand communication is
unchanging. In fact, the practices are dynamic and continually adapting to changing marketplace
conditions. But the basic principles are unchanging even in times of change.

In the chapters that follow, these principles and practices will be explained, as will the key
practices of advertising and marketing communication. In Part 1, the first two chapters focus on
defining advertising and marketing and explaining where marketing communication fits. Chapter 3
analyzes the ethics and social responsibility of marketing and communication.



The New World
of Marketing
Communication

CHAPTER

It's a Winner

Campaign: Company: Agency: Award:
“Whopper Burger King Crispin Porter + Grand Effie and
Freakout” Bogusky Gold Effie in

Restaurants category




1. What is advertising, how has it evolved, and what does it do in modern times?

2. How have the key concepts of marketing communication developed over time?

3. How is the industry organized—Kkey players, types of agencies, and jobs within agencies?
4. How is the practice of advertising changing?

Ingredients for a Burger Freakout

magine the reaction store managers would receive if they announced to their

customers, “Today this Burger King is a Whopper-free zone.” No more Whop-

pers. That's precisely what happened in a Las Vegas Burger King. The an-
nouncement was part of a social experiment designed to see how consumers
would react if they couldn’t get their beloved burgers. In the process it showed the
power of advertising to be relevant and effective in confirming that the Whopper
is “America’s favorite burger,” and it increased sales. Here's the inside scoop.

Ad agency Crispin Porter + Bogusky (CPB) faced this challenge: the Crispin
team had to “take a product that has been around for 50 years and sells more than
a billion units annually and make it interesting enough that the campaign would in-
crease sales during a highly competitive period.” And they had to do it using no
marketing tools other than advertising. Adding to the challenge, CPB had to ac-
complish this in a competitive environment: McDonald’s consistently outspends
Burger King three to one.

The solution: CPB knew that America loves the Whopper. The agency figured
it wasn't enough to just announce that BK's burger is the best. Who would care?
Instead of telling facts about the product, the agency figured it had to demonstrate
that it was the best burger in a compelling manner. Here’s your first advertising les-
son: To convince consumers, show them the truth about the product—don’t just
tell them about it—and do it memorably.

Just who eats Whoppers? Burger King knows its core demographic (its biggest
group of consumers) is 18- to 24-year-old males, and it sure knows how to connect
with those dudes. Past promotional efforts included sponsorships with the Na-
tional Football League and NASCAR and tie-ins with The Simpsons Movie. Its
chicken sandwich was launched with the “Subservient Chicken” website. Who
could forget the creepy King mascot who shows up in weird places? The Whopper
commands a loyal and passionate following from those who love the weird—and
who aren’t counting calories.

To grab the attention of Whopper lovers, CPB came up with a big idea, a prank.
It devised an experiment that deprived consumers of their beloved Whopper—
something that hadn’t been done before in the burger war. To enact the deprivation
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strategy, the agency took over a Burger King in Las Vegas for a single day and video-
taped with hidden cameras the reactions of consumers who were either told that
Whoppers had been permanently removed from the BK menu or given a competi-
tor’s burger such as a Big Mac or Wendy burger instead of a Whopper.

Actors were used as Burger King employees, but real consumers —not actors—
reacted to the bad burger news. TV commercials created from these scenes drove
viewers to www.whopperfreakout.com, where they could watch an 8-minute docu-
mentary about the experiment. The agency hoped that this would catch on with con-
sumers who would then pass the word and generate more web traffic. Ad Lesson #2:
The best advertising is word-of-mouth endorsements from friends.

Did it work? Customers freaked out. Turn to the end of the chapter to find out
how wildly successful this campaign has been. And if you want to see more of this
campaign, check out www.bk.com/en/us/campaigns/whopper-freakout.html.

Sources: Effie brief provided by New York American Marketing Association; Eleftheria Parpis, “BK's "Whopper Freakout’
Wins Grand Effie,” June 3, 2009, www.adweek.com; Li Evans, “Whopper Freakout Shows Burger King Is King of Viral Mar-
keting,” January 13, 2008, www.searchmarketinggurus.com; Suzanne Vranica, “Hey, No Whopper on the Menu?! Hoax by
Burger King Captures Outrage,” The Wall Street Journal, February 8, 2008, www.wsj.com; Andrew Martin, “Gulp! Burger
King Is on the Rebound,” The New York Times, February 10, 2008, www.nytimes.com; www.whopperfreakout.com.

The Burger King “Whopper Freakout” campaign is an example of an award-winning effort that
proved how much America loves the Whopper. But what made it successful? In the Part 1 opener
we made the point that, in spite of economic downturns, the basic principles remain important.
The Burger King story demonstrates the importance of a dramatic idea, as well as the power of
word of mouth. In this chapter we’ll define advertising and its role in marketing communication,
explain how its basic concepts and practices evolved, and describe the agency world. We’ll con-
clude by analyzing the changes facing marketing communication.

WHAT IS ADVERTISING?

You’ve seen thousands, maybe millions of commercial messages, so how would you define ad-
vertising, which is the most visible of all the forms of marketing communication that we will be
discussing in this book? It may sound silly to ask such an obvious question. But where would you
start if your instructor asked you for a definition of advertising?

At its most basic, the purpose of advertising has always been to sell a product, which can be
goods, services, or ideas. Although there have been major changes in recent years from dying
print media to merging and converging digital forms, the basics of advertising, as we said in the
Part 1 opener, are even more important in turbulent times. To better understand advertising’s de-
velopment as a commercial form of communication, it helps to understand how advertising’s def-
inition and its basic roles have evolved over the years.

 Identification Advertising identifies a product and/or the store where it’s sold. In its earliest
years, and this goes back as far as ancient times, advertising focused on identifying a prod-
uct and where it was sold. Some of the earliest ads were simply signs with the name or
graphic image of the type of store—cobbler, grocer, or blacksmith.

» Information Advertising provides information about a product. Advances in printing tech-
nology at the beginning of the Renaissance spurred literacy and brought an explosion of
printed materials in the form of posters, handbills, and newspapers. Literacy was no longer
the badge of the elite and it was possible to reach a general audience with more detailed in-
formation about products. The word advertisement first appeared around 1655, and by
1660 publishers were using the word as a heading in newspapers for commercial informa-
tion. These messages announced land for sale, runaways (slaves and servants), transporta-
tion (ships arriving, stagecoach schedules), and goods for sale from local merchants.


www.whopperfreakout.com
www.bk.com/en/us/campaigns/whopper-freakout.html
www.adweek.com
www.searchmarketinggurus.com
www.wsj.com
www.nytimes.com
www.whopperfreakout.com
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Because of the importance of commercial information, these ads were
considered news and in many cases occupied more space in early news-
papers than the news stories.

o Persuasion Advertising persuades people to buy things. The Industrial
Revolution accelerated social change, as well as mass production. It
brought the efficiency of machinery not only to the production of goods,
but also to their distribution. Efficient production plus wider distribution
meant that manufacturers could offer more products than their local
markets could consume. With the development of trains and national
roads, manufacturers could move their products around the country. For
widespread marketing of products, it became important to have a recog-
nizable brand name, such as Ivory or, more recently, Burger King. Also
large groups of people needed to know about these goods, so along with
industrial mechanization and the opening of the frontier came even more
use of new communication media, such as magazines, catalogs, and bill-
boards that reached more people with more enticing forms of persua-
sion. P. T. Barnum and patent medicine makers were among the
advertising pioneers who moved promotion from identification and in-
formation to a flamboyant version of persuasion called hype—graphics
and language characterized by exaggeration, or hyperbole.

Over the years, identification, information, and persuasion have been
the basic elements of marketing communication and the focus of adver-
tising. So how do we define it now realizing that advertising is dynamic
and constantly changing to meet the demands of society and the market-
place? We can summarize a modern view of advertising with the follow-
ing definition:

Adpvertising is a paid form of persuasive communication that uses
mass and interactive media to reach broad audiences in order to con-
nect an identified sponsor with buyers (a target audience), provide in-
formation about products (goods, services, and ideas), and interpret
the product features in terms of the customer’s needs and wants.

This definition has a number of elements and as we review them, we will also
point out where the definition is changing because of new technology, media
shifts, and cultural changes. (Another source for definitions in the advertising
and marketing area is the American Marketing Association Dictionary, which
you can find at www.marketingpower.com/_layouts/Dictionary.aspx.)

Adpvertising is usually paid for by the advertiser (Burger King, for ex-
ample) who has a product to sell (the Whopper), although some forms of ad-
vertising, such as public service announcements (PSAs), use donated space
and time. Not only is the message paid for, but the sponsor is identified. Ad-
vertising began as one-way communication—from an advertiser to a targeted
audience. Digital media, however, have opened the door to interesting new
forms of two-way and multiple-way brand-related communication such as
word-of-mouth conversations among friends or consumer-generated mes-
sages sent to a company. The viral video of Whopper customers’ disbeliev-
ing responses became a hit on YouTube when shared among friends.

Adpvertising generally reaches a broad audience of potential customers,
either as a mass audience or in smaller targeted groups. However direct-
response advertising, particularly those practices that involve digital com-
munication, has the ability to address individual members of the audience.
So some advertising can deliver one-fo-one communication but with a large
group of people.

In traditional advertising, the message is conveyed through different kinds
of mass media, which are largely nonpersonal messages. This nonpersonal
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characteristic, however, is changing with the introduction of more interactive types of media, as the
‘Whopper case demonstrates. Richard Edelman, CEO of the Edelman agency, emphasizes the emerg-
ing importance of word of mouth, which is personal communication through new media forms rather
than what he describes as “scripted messages in a paid format.”!

Most advertising has a defined strategy and seeks to inform consumers and/or make them
aware of a brand, company, or organization. In many cases, it also tries to persuade or influence
consumers to do something, such as buy a product or check out a brand’s website. Persuasion may
involve emotional messages as well as information. In an unusual use of messages tied to feel-
ings, the Burger King “deprivation strategy” was designed to elicit negative responses to com-
petitors’ burgers that were substituted for the Whopper.

Keep in mind that, as we have said, a product can be a good, service, or idea. Some non-
profits, for example, use ads to “sell” memberships, get volunteers and donations, or advocate
controversial positions.

Is Advertising the Only Tool in the Promotional Toolkit?

It’s not the only tool, although it may be the biggest. In the United States, advertising is a $30 bil-
lion industry.2 Advertising often is seen as the driving force in marketing communication because
it commands the largest budget, as well as the largest number of agencies and professionals.

To get an idea of the scope of the advertising industry, consider Tables 1.1 and 1.2, which
give some indication of the size of the advertising industry by breaking out the top 10 advertising
categories and advertisers. In Table 1.1 look at how spending changed in the course of a year from
2008 to 2009 based on Third Quarter (January to September) figures. Which categories and ad-
vertisers were on the increase and which decreased and what do you think accounts for those
changes?

As we said, advertising’s original purpose was to sell something, but over the years, other
promotional tools, with different sets of strengths, have developed to help meet that objective.
For example, providing information, particularly about some new feature or a new product, is
sometimes better handled through publicity or public relations. Direct-response advertising,
such as catalogs and flyers sent to the home or office, can also provide more information in
more depth than traditional ads that are limited in space and time. Specialties that carry brand
logos as reminders or incentives to buy are handled by sales promotion companies. Communi-
cation with employees and shareholders about brands and campaigns is usually handled by
public relations.

In other words, a variety of promotional tools can be used to identify, inform, and persuade.
Professionals see differences in all of these areas, but many people just see them all as

Table 1.1  Top Ten Advertising Categories by Ad Expenditure

2009 Advertising

Category Spending ($m) % Change Since 2008
1. Automotive $7,492 -30.8
2. Telecom 6,190 4
3. Financial services 5,673 —237
4. Local services & amusements 5,610 ~15.0
5. Direct response 4,916 ~12.0
6. Miscellaneous retail 4,751 —17.4
7. Food and candy 4,550 —22
8. Restaurants 4,204 2.4
9. Personal care products 4,082 —92

10. Pharmaceuticals 3,484 Y3

Source: TNS Media Intelligence Reports U.S. Advertising Expenditures Declined 14.7 Percent in First Nine
Months of 2009, TNS Media Intelligence, December 8, 2009, www.tns-mi.com/news/2009-
Ad-Spending-Q3.htm.
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Table 1.2 Top Ten U.S. Advertisers

2009 Advertising

Company Spending ($m) % Change Since 2008
1. Procter & Gamble $1,941 ~15.9
2. Verizon 1,892 -58
3. General Motors 1,353 ~155
4. AT&T 1,339 —6.1
5. Johnson & Johnson 1,037 -13
6. News Corp 947.8 —94
7. Sprint Nextel 913 51.1
8. Pfizer Inc 897 11.9
9. Time Warner 875 ~10.7

10. General Electric 764 —12.9

Source: “TNS Media Intelligence Reports U.S. Advertising Expenditures Declined 14.7 Percent in First Nine
Months of 2009, TNS Media Intelligence, December 8, 2009, www.tns-mi.com/news/2009-
Ad-Spending-Q3.htm.

promotion, or lump them together and call them advertising. The proper name for this bundle of
tools, however, is marketing communication (marcom), an umbrella term that refers to all
forms of communication about a brand that appear in a variety of media. Although we are fo-
cusing on advertising in this initial chapter, the book will focus on this expanded concept of mar-
keting communication. Chapter 2 will provide more information about this wider world of brand
communication.

Why Advertising?

Advertising obviously plays a role in both communication and marketing as we’ve been discussing.
In addition to marketing communication, advertising also has a role in the functioning of the econ-
omy and society. Consider the launch of the Apple Macintosh in 1984, which was successful be-
cause of the impact of one advertisement, a television commercial generally considered to be the
greatest ever made. As you read about this “1984” commercial in the A Matter of Practice, note how
this commercial demonstrated all four functions—marketing, communication, social, and economic.

Marketing and Communication Roles In its marketing communication role, advertising trans-
forms a product into a distinctive brand by creating an image and personality that goes beyond
straightforward product features. The “1984” commercial demonstrated how a personality could
be created for a computer (innovative), one that showcased it as a creative tool that breaks through
the rigid systems of other computer brands (IBM?). As advertising showcases brands, it also cre-
ates consumer demand (lines of customers the following day at stores where the Macintosh was
sold) and makes statements that reflect social issues and trends (opening up the new category of
personal computers for non-experts). So in addition to marketing and communication, advertis-
ing has economic and social roles.

Economic and Societal Roles Advertising flourishes in societies that enjoy economic abun-
dance, in which supply exceeds demand. In these societies, advertising extends beyond a prima-
rily informational role to create a demand for a particular brand. In the case of the “Whopper
Freakout” campaign, the decision was to make the product disappear in order to generate buzz,
as well as reinforce a high level of demand for the brand by loyal customers.

Most economists presume that, because it reaches large groups of potential consumers, ad- | among large
vertising brings cost efficiencies to marketing and, thus, lower prices to consumers. The more groups of people resulting
people know about a product, the higher the sales—and the higher the level of sales, the cheaper  in higher levels of sales
the product. Think about the high price of new products, such as a computer, HDTVs, and cell  and, ultimately, lower
phones or other new technology. As demand grows, as well as competition, prices begin to drop.  prices.

Principle
Advertising creates cost
efficiencies by increasing


www.tns-mi.com/news/2009-Ad-Spending-Q3.htm
www.tns-mi.com/news/2009-Ad-Spending-Q3.htm
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The Greatest Commercial Ever Made

The advertiser was Apple, the
product was its new Macintosh,
and the client—the person
handling the advertising
responsibility and making
decisions—was Steve Jobs,
Apple’s CEO, who wanted a
“thunderclap” ad. The agency
was California-based Chiat/Day
(now  TBWA\Chiat\Day).  The
medium was the Super Bowl. The
“supplier” was legendary British film director Ridley
Scott of Alien and Blade Runner fame. The audience was
the 96 million people watching Super Bowl XVIII that
winter day in January 1984, and the target audience was
all those in the audience who were trying to decide
whether to buy a personal computer.

It's a basic principle in advertising: The combination
of the right product at the right time in the right place
with all the right people involved can create something
magical—in this case, Jobs’ thunderclap. It also re-
quired a cast of 200 and a budget of $900,000 for pro-
duction and $800,000 for the 60-second time slot. By
any measure, it was a big effort.

The storyline was a takeoff on George Orwell’s sci-
ence fiction novel about the sterile mind-controlled
world of 1984. An audience of mindless, gray-skinned
drones (who were actually skinheads from the streets
of London) watches a massive screen image of “Big
Brother” spouting an ideological diatribe. Then an ath-
letic young woman in bright red shorts runs in, chased
by helmeted storm troopers, and throws a sledgeham-
mer at the screen. The destruction of the image is fol-
lowed by a burst of fresh air blowing over the
open-mouthed drones as they “see the light.” In the last
shot the announcer reads the only words in the com-
mercial as they appear on screen:

On January 24th, Apple Computer will introduce
Macintosh. And you'll see why 1984 won't be like
"1984."

Was it an easy idea to sell to the client?

First of all, some Apple executives who first saw the
commercial were terrified that it wouldn’t work because
it didn't look like any commercial they had ever seen.
After viewing it, several board members put their heads
down in their hands. Another said, “Who would like to
move on firing Chiat/Day immediately?” Legend has it

that Apple’s other founder, Steve Wozniak, took out his
checkbook and told Jobs, “I'll pay for half if you pay for
the other half.” The decision to air the commercial fi-
nally came down to Jobs, whose confidence in the
Chiat/Day creative team gave him the courage to run
the ad.

Was it effective?

On January 24, long lines formed outside computer
stores carrying the Macintosh, and the entire inventory
sold out in one day. The initial sales goal of 50,000 units
was easily surpassed by the 72,000 units sold in the first
100 days. More would have been sold if production had
been able to keep up with demand.

The “1984" commercial is one of the most talked-
about and remembered commercials ever made. Every
time someone draws up a list of best commercials, it sits
at the top, and it continues to receive accolades more
than two decades later. If you haven't seen it, check
it out at www.apple-history.com or http://s153506479
.onlinehome.us/1984.html and decide for yourself.

Remember, the commercial only ran once—an ex-
pensive spot on the year’s most-watched television pro-
gram. The commercial turned the Super Bowl from just
another football game into the advertising event of the
year. What added to its impact was the hype before and
after it ran. People knew about the spot because of
press coverage prior to the game, and they were watch-
ing for it. Coverage after the game was as likely to talk
about the “1984" spot as the football score. Advertising
became news and watching Super Bowl commercials
became an event. That's why Advertising Age's critic
Bob Garfield calls it “the greatest TV commercial ever
made.”

The debate continues about whether the “Big
Brother” character was designed to represent IBM.
What do you think?

Watch “1984" on:" www.youtube.com/watch?v=0OYecfV3ubP8 or
http://video.google.com/videoplay?docid=-715862862672743260
About TBWA\Chiat\Day: https://www.tbwachiat.com/

An interview with Ridley Scott about making “1984":
www.youtube.com/watch?v=BjiRErZBC8|

Sources: Kevin Maney, "Apple’s 1984’ Super Bowl Commercial Still
Stands as Watershed Event,” USA Today, January 28, 2004: 3B; Liane
Hansen (Host), “Steve Hayden Discusses a 1984 Apple Ad Which Aired
During the Super Bowl,” National Public Radio Weekend Edition,
February 1, 2004; Bradley Johnson, “10 Years after '1984": The
Commercial and the Product That Changed Advertising,” Advertising
Age, June 1994: 1, 12-14; Curt's Media, "The 1984 Apple Commercial:
The Making of a Legend,” www.isd.net/cmcalone/cine/1984.html.
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CHAPTER 1 ¢ THE NEW WORLD OF MARKETING COMMUNICATION

Two contrasting points of view explain how advertising creates economic impact. In the

first, the rational view, advertising is seen as a vehicle for helping consumers assess value through
price cues and other information, such as quality, location, and reputation. Advocates of this view-
point see the role of advertising as a means to objectively provide price/value information,
thereby creating more rational economic decisions. By focusing on images and emotional re-
sponses, the second approach appeals to consumers making a decision on nonprice, emotional
appeals. This emotional view explains how images and psychological appeals influence con-
sumer decisions. This type of advertising is believed to be so persuasive that it decreases the like-
lihood a consumer will switch to an alternative product, regardless of the price charged.

In addition to informing us about new and improved products, advertising also mirrors fash-

ion and design trends and adds to our aesthetic sense. Advertising has an educational role in that
it teaches about new products and their use. It may also expose social issues—some say the
“1984” commercial symbolically proclaimed the value of computer literacy “for the rest of us,”
those who weren’t slaves to the hard-to-operate PC systems of the time. It helps us shape an im-
age of ourselves by setting up role models with which we can identify (a woman athlete liberat-
ing the gray masses), and it gives us a way to express ourselves in terms of our personalities
(smash the screen image of Big Brother) and sense of style (red shorts—the only color in the drab
environment) through the things we wear and use. It also presents images capturing the diversity
of the world in which we live. These social roles have both negative and positive dimensions,
which we will discuss in Chapter 3.

What Are the Most Common Types of Advertising?

There isn’t just one kind of advertising. In fact, advertising is a large and varied industry. Differ-
ent types of advertising have different roles. Considering all the different advertising situations,
we can identify seven major types of advertising:

1.

Brand advertising, the most visible type of advertising, is referred to as national or
consumer advertising. Brand advertising, such as that for the Apple Macintosh in the classic
“1984” commercial, focuses on the development of a long-term brand identity and image.
Retail or local advertising focuses on retailers, distributors, or dealers who sell their mer-
chandise in a certain geographical area; retail advertising has information about products
that are available in local stores. The objectives focus on stimulating store traffic and cre-
ating a distinctive image for the retailer. Local advertising can refer to a retailer, such as
T. J. Maxx, or a manufacturer or distributor who offers products in a fairly restricted geo-
graphic area.

. Direct-response advertising tries to stimulate an immediate response by the customer to

the seller. It can use any advertising medium, particularly direct mail and the Internet. The
consumer can respond by telephone, mail, or over the Internet, and the product is delivered
directly to the consumer by mail or some other carrier.

Business-to-business (B2B) advertising, also called trade advertising, is sent from one
business to another. It includes messages directed at companies distributing products as
well as industrial purchasers and professionals such as lawyers and physicians. Advertisers
place most business advertising in professional publications.

. Institutional advertising, also called corporate advertising, focuses on establishing a cor-

porate identity or winning the public over to the organization’s point of view. Tobacco
companies, for example, run ads that focus on the positive things they are doing. The ads
for a pharmaceutical company showcasing leukemia treatment also adopt that focus.
Nonprofit advertising is used by not-for-profit organizations, such as charities, founda-
tions, associations, hospitals, orchestras, museums, and religious institutions, to reach cus-
tomers (hospitals, for example), members (the Sierra Club), and volunteers (Red Cross). It
is also used to solicit donations and other forms of program participation. The “Truth”®
campaign for the American Legacy Foundation, which tries to reach teenagers with anti-
smoking messages, is an example of nonprofit advertising.

Public service advertising provides messages on behalf of a good cause, such as stopping
drunk driving (as in ads from Mothers Against Drunk Driving) or preventing child abuse. Also
called public service announcements (PSAs), advertising and public relations professionals
usually create them pro bono (free of charge) and the media donate the space and time.

11
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| Cool leather.
Soft suede.
Hot savings. Hurry.

Fashion never waits, That's why
now's the time to shop T Maxx
for the latest leather and suede
at simply incredible prices.

Think jackets, shirts, and skirts
in all the coolest colors, plus
classic browns and blacks.

Fashion forward to TLMaxx

Leather-and suede are always tough to resist.

At these prices, you won't have to. St Sy, AugusE B

T-MAX

you should go®

Arrives Sunday, August 8... hurry in for best selection.

Retailers sometimes advertise nationally, but much of their advertising is targeted to a
specific market, such as this direct-mail piece for T. J. Maxx.

P4

Y

America’s Pharmaceutical Companies

Leading the wax in the search for cures

Most people get their Aflac policies through payroll
deduction at their workplace. This B2B ad explains to
businesspeople how Aflac insurance can be part of an
employee benefit package at no direct cost to the
company.

This institutional ad for a pharmaceutical trade association
uses a heart-tugging visual and copy to show consumers
the value of the organization’s activities—producing
pharmaceutical drugs that help save lives.

Although these categories identify characteristics of various types of advertising, there are
many commonalities. In practice, all types of advertising demand creative, original messages that
are strategically sound and well executed, and all of them are delivered through some form of me-
dia. Furthermore, advertisements can be developed as single ads largely unrelated to other ads by
the same advertiser or as a campaign, a term that refers to a set of related ads that are variations
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on a theme. They are used in different media at different
times for different segments of the audience and to keep
attracting the attention of the target audience. Let’s now
consider the development of key advertising concepts and
practices.

HOW DID CURRENT PRACTICES
AND CONCEPTS DEVELOP?

As illustrated in the timeline in Figure 1.1 the advertising
industry is dynamic and is affected by changes in technol-
ogy, media, and the economic and social environment. But
this history is far more than names and dates. The timeline
reflects how the principles and practices of a multibillion-
dollar industry have evolved.?

Eras and Ages

The timeline divides the evolution of advertising into five
stages, which reflect historical eras and the changes that
lead to different philosophies and styles of advertising. As
you read through this, note how changing environments, in
particular media advancements, have changed the way ad- O ot stns
vertising functions. (For more historical information check is clinically proven to remove up to
out the extensive timeline at http://adage.com/century/ 14 years of stain build-up in just
timeline/index.html or Duke’s John W. Hartman for Sales, 7 cays ~ s R Sre oy
Advertising & Marketing History at http://library.duke.
edu/digitalcollections/eaa. Another source for classic ads

is www.vintageadbrowser.com.)

The Early Age of Print Industrialization and mechanized printing spurred literacy, which en-
couraged businesses to advertise beyond just their local place of business. Ads of the early years
look like what we call classified advertising today. Their objective was to identify products and
deliver information about them including where they were being sold. The primary medium of
this age was print, particularly newspapers, although handbills and posters were also important,
as well as hand-painted signs. The first newspaper ad appeared in 1704 for Long Island real
estate, and Benjamin Franklin’s Pennsylvania Gazette ran the first advertising section in 1729.
The first magazine ads appeared in 1742 in Franklin’s General Magazine.

The Early Age of Agencies The 19th century brought the beginning of what we now recognize
as the advertising industry. Volney Palmer opens the first ad agency in 1848 in Philadelphia. The
J. Walter Thompson agency is formed in 1864, the oldest advertising agency still in existence.
P.T. Barnum brings a Swedish singer to the United States and uses a blitz of newspaper ads, hand-
bills, and posters, one of the first campaigns. In 1868 the N.W. Ayer agency begins the
commission system for placing ads—advertising professionals initially were agents or brokers
who bought space and time on behalf of the client for which they received a commission, a per-
centage of the media bill. The J. Walter Thompson agency invents the account executive position,
a person who acts as a liaison between the client and the agency.

As advertisers and marketers became more concerned about creating ads that worked, pro-
fessionalism in advertising began to take shape. Here, also, is when it became important to have
a definition or a theory of advertising. In the 1880s, advertising was referred to by advertising
legend Albert Lasker as “salesmanship in print driven by a reason why.” Those two phrases be-
came the model for stating an ad claim and explaining the support behind it.

On the retail side, department store owner John Wanamaker hired John E. Powers in 1880
as the store’s full-time copywriter and Powers crafted an advertising strategy of “ads as news.”
The McCann agency, which began in 1902, also developed an agency philosophy stated as “truth
well told” that emphasized the agency’s role in crafting the ad message. Printer’s Ink, the adver-
tising industry’s first trade publication, appeared in 1888. In the early 1900s, the J. Walter Thompson

This ad promotes a
brand, Crest White
Strips, and provides
information about the
product, as well as
reasons to buy it.
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http://library.duke.edu/digitalcollections/eaa
www.vintageadbrowser.com
http://library.duke.edu/digitalcollections/eaa

14 PART 1 ¢ ENDURING PRINCIPLES IN TIMES OF TURMOIL

< S
S
S & K
¥ S, 85 S g o
o % L F-& § N o <
N & N S NS o X @ d
> S > & o § ? N <
§ > N o SN NEFS S S 48
Q 9 Y RS 8 9 > o &L 0O
P N ) Q O N Q QO S L9
Q}Q 9 Q @\%% N Q o Q@ INESH Y @ S & &
S Q) o S Q Z So FIL L & S
N NS §$ Q o) L& 2SN 9 N ¥ 99
IS @ S o < ) o @& 9 ) o
So &8 FE5 & 8 ST L8ed ¢ §F &8
N AN
OLE & ¢ O £& o §IE SELE & Ipss
P & & F Sy @ @ o Lo NI & VPP
SOT D S DN gF NN S & QX oD N NRAIR
IS % & Ty S Q o F 5@ > OO T LALS
TS L » > > & o x & & VO X O O & P oS &
$EF & FEY S £ & LF SEHE & L9
N N NN N N N NN N N N NN

I Early Age of Print

TRAVELERS

ARE IXVIFED TO CALL AT

I Early Age of Agencies

This early English ad, written by
William Caxton in 1477, is an example
of printed ads in the 15th century.

FIGURE 1.1

Advertising Timeline

FUENISHING STORE
FOR QENTLEMEN.

cor, of Meoting and Market Strecta

s THE CHARLERTIS faTEL

LR 1

o e

In this1869 ad, George P. Rowell's
Ad-Wholesaling agency used testimonial
from a satisfied customer to promote the agency.

agency begins publishing its “Blue Books,” which explained how advertising works and com-
piled media data as an industry reference.

By the end of the 19th century advertisers began to give their goods brand names, such as
Baker’s Chocolate and Ivory Soap. The purpose of advertising during this period was to create
demand, as well as a visual identity, for these new brands. Inexpensive brand-named products,
known as packed goods, began to fill the shelves of grocers and drug stores. The questionable
ethics of hype and puffery, which is exaggerated promises, came to a head in 1892 when Ladies
Home Journal banned patent medicine advertising. But another aspect of hype was the use of
powerful graphics that dramatized the sales message.

In Europe, the visual quality of advertising improved dramatically as artists who were also
illustrators, such as Toulouse-Lautrec, Aubrey Beardsley, and Alphonse Mucha, brought their
craftsmanship to posters and print ads, as well as magazine illustrations. Because of the artistry,
this period is known as the Golden Age. The artist role moved beyond illustration to become the
art director in 20th-century advertising.

The Scientific Era In the early 1900s professionalism in advertising was reflected in the begin-
nings of a professional organization of large agencies, which was officially named the American As-
sociation of Advertising Agencies (known also as4As) in 1917 (www.aaa.org). In addition to getting
the industry organized, this period also brought a refining of professional practices. As 19th-century
department store owner John Wanamaker commented, “Half the money I spend on advertising is
wasted and the trouble is I don’t know which half.” That statement partly reflected a need to know
more about how advertising works, but it also recognized the need to better target the message.

In the early 20th-century, modern professional advertising adopted scientific research tech-
niques. Advertising experts believed they could improve advertising by blending science and art.
Two leaders were Claude Hopkins and John Caples. At the height of Hopkins’ career, he was Lord
& Thomas’s best-known copywriter. Highly analytical, he conducted tests of his copy to refine
his advertising methods, an approach explained in his 1923 book, Scientific Advertising. John
Caples, vice president of Batten, Barton, Durstine and Osborn (BBDO), published 7ested Adver-
tising Methods in 1932. His theories about the pulling power of headlines also were based on ex-
tensive tests. Caples was known for changing the style of advertising writing, which had been
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wordy and full of exaggerations. During the 1930s and 1940s, Daniel Starch, A. C. Nielsen, and
George Gallup founded research organizations that are still part of today’s advertising industry.

During and after the Great Depression, Raymond Rubicam emerged as an advertising power
and launched his own agency with John Orr Young, a Lord & Thomas copywriter under the name
of Young and Rubicam. Their work was known for intriguing headlines and fresh, original ap-
proaches to advertising ideas.

Targeting, the idea that messages should be directed at particular groups of prospective buy-
ers, evolved as media became more complex. Advertisers realized that they could spend their
budgets more efficiently by identifying those most likely to purchase a product, as well as the best
ways to reach them. The scientific era helped media better identify their audiences. In 1914 the
Audit Bureau of Circulation (ABC) was formed to standardize the definition of paid circulation
for magazines and newspapers. Media changes saw print being challenged by radio advertising
in 1922. Radio surpassed print in ad revenue in 1938.

The world of advertising agencies and management of advertising developed rapidly in the
years after World War II. The J. Walter Thompson (JWT) agency, which still exists today, led the
boom in advertising during this period. The agency’s success was due largely to its creative copy and
the management style of the husband-and-wife team of Stanley and Helen Resor. Stanley developed
the concept of account services and expanded the account executive role into strategy development;
Helen developed innovative copywriting techniques. The Resors also coined the brand name con-
cept as a strategy to associate a unique identity with a particular product as well as the concept of
status appeal to persuade nonwealthy people to imitate the habits of rich people (www.jwt.com).

Television commercials came on the scene in the early 1950s and brought a huge new rev-
enue stream to the advertising industry. In 1952 the Nielsen rating system for TV advertising be-
came the primary way to measure the reach of TV commercials.

This period also saw marketing practices, such as product differentiation and market seg-
mentation incorporated into advertising strategy. The idea of positioning, carving out a unique
spot in people’s minds for the brand, was developed by Al Ries and Jack Trout in 1969.

The Creative Revolution The creative power of agencies exploded in the 1960s and 1970s,
a period marked by the resurgence of art, inspiration, and intuition. Largely in reaction to the

L } After WW1, "l wanted to be

= 2 ) { happy" was the call of
4 | consumer, and jazz and
gl % dancing became popular, as
= this ad for Victor Talking

| Christmas morning —and in
come the greatest artists |
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FIGURE
1.1 (continued) emphasis on research and science, this revolution was inspired by three creative geniuses: Leo

Burnett, David Ogilvy, and William Bernbach.

Leo Burnett was the leader of what came to be known as the Chicago school of advertising.
He believed in finding the “inherent drama” in every product. He also believed in using cultural
archetypes to create mythical characters who represented American values, such as the Jolly
Green Giant, Tony the Tiger, the Pillsbury Doughboy, and his most famous campaign character,
the Marlboro Man (www.leoburnett.com).

Ogilvy, founder of the Ogilvy & Mather agency, is in some ways a paradox because he mar-
ried both the image school of Rubicam and the claim school of Lasker and Hopkins. He created
enduring brands with symbols, such as the Hathaway Man and his mysterious eye patch for the
Hathaway shirt maker, and handled such quality products as Rolls-Royce, Pepperidge Farm, and
Guinness with product-specific and information-rich claims (www.ogilvy.com).

The Doyle, Dane, and Bernbach (DDB) agency opened in 1949. From the beginning,
William Bernbach—with his acute sense of words, design, and creative concepts—was consid-
ered to be the most innovative advertising creative person of his time. His advertising touched
people—and persuaded them—by focusing on feelings and emotions. He explained, “There are
a lot of great technicians in advertising. However, they forget that advertising is persuasion, and
persuasion is not a science, but an art. Advertising is the art of persuasion.”* Bernbach is known
for the understated Volkswagen campaign that ran at a time when car ads were full of glamour
and bombast. The campaign used headlines such as “Think Small” with accompanying picture of
a small VW bug (www.ddb.com).

The Era of Accountability and Integration Starting in the 1970s, the industry-wide focus was
on effectiveness. Clients wanted ads that produced sales, so the emphasis was on research, test-
ing, and measurement. To be accountable, advertising and other marketing communication agencies
recognized that their work had to prove its value. After the dot.com boom and economic down-
turn in the 1980s and 1990s, this emphasis on accountability became even more important, and
advertisers demanded proof that their advertising was truly effective in accomplishing its
objectives as stated in the strategy.

Social responsibility is another aspect of accountability. Although advertising regulation has
been in place since the early 1900s with the passage of the Pure Food and Drug Act in 1906 and
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SHOWCASE
The pro bono Handgun Control campaign was designed as a wake-up call following the Columbine High School shootings.
Chris Hutchinson, art director at Weiden + Kennedy, explained that “Children killing children with guns is a very real

iseue and we wanted to communicate the horror of thie. The visuals are meant to shock juxtaposing toys
with gun violence.”

Chris Hutchinson graduated from the advertising program at the University of Oregon. He was
nominated to have his work showcased in this text by Professor Charles Frazer.

the creation of the Federal Trade Commission in 1914, it wasn’t until 1971 that the National Ad-
vertising Review Board was created to monitor questions of taste and social responsibility.
Charges of using sweatshops in low-wage countries and an apparent disregard for the environ-
ment concerned critics such as Naomi Klein, who wrote the best-selling book No Logo and Marc
Gobe who wrote Citizen Brands. One highly visible campaign that demonstrates this commit-
ment is the “Truth” campaign developed by Crispin Porter + Bogusky along with Arnold
Worldwide to provide informative documentary-style print ads and television commercials that
inform youth about the dangers of smoking without preaching to them.

As the digital era brought nearly instantaneous means of communication, spreading word of
mouth among a social network of consumers, companies became even more concerned about their
practices and reputation. The recession that began in December 2007 and subsequent headlines about
bad business practices, such as the Bernard Madoft “Ponzi”” scheme, made consumers even more con-
cerned about business ethics.

We also characterize this as the era when integrated marketing communication became
important. Integrated marketing communication (IMC) is another technique that
managers began to adopt in the 1980s as a way to better coordinate their brand com-
munication. Integration and consistency makes marketing communication more effi-
cient and thus more financially accountable.

So What Are the Key Components of Advertising?

In this brief review of how advertising developed over some 300 years, a number of
key concepts were introduced all of which will be discussed in more detail in the chap-
ters that follow. But let’s summarize these concepts in terms of a simple set of key
components that describe the practice of advertising: strategy, message, media, and
evaluation (see Figure 1.2):

e Strategy The logic behind an advertisement is stated in objectives that focus on FIGURE 1.2
areas such as sales, news, psychological appeals, emotion, branding and brand Four Components of Advertising
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reputation, as well as the position and differentiation of the product from the competition,
and segmenting and targeting the best prospects.

*  Message The concept behind a message and how that message is expressed is based on research and
consumer insights with an emphasis on creativity and artistry.

* Media Various media have been used by advertisers over the centuries including print (hand-
bills, newspapers, magazines), outdoor (signs and posters), broadcast (radio and television),
and now digital media. Targeting ads to prospective buyers is done by matching their profiles
to media audiences. Advertising agency compensation was originally based on the cost of
buying time or space in the media.

* Evaluation Effectiveness means meeting objectives and in order to determine if that has hap-
pened, there must be testing. Standards also are set by professional organizations and companies
that rate the size and makeup of media audiences, as well as advertising’s social responsibility.

This section briefly identified how various jobs and professional concepts emerged over
time. Let’s now put the agency world under a microscope and look deeper at the structure of the
industry.

THE AGENCY WORLD

In the discussion of definitions and the evolution of advertising practices, we briefly introduced
agencies, but as a student of advertising and marketing communication you need to know more
about how agencies are organized and how they operate.

Who Are the Key Players?

As we discuss the organization of the industry, consider that all the key players also represent job
opportunities you might want to consider if you are interested in working in advertising or some
area of marketing communication. The players include the advertiser (referred to by the agency
as the client) who sponsors the message, the agency, the media, and the suppliers who provide
expertise. The A Matter of Practice box about the greatest television commercial ever made in-
troduced a number of these key players and illustrated how they all make different contributions
to the final advertising.

The Advertiser  Advertising begins with the advertiser, which is the company that sponsors the
advertising about its business. In the “1984” story, Apple Computer was the advertiser, and Steve
Jobs, the company’s CEO, made the final decision to run the then-controversial commercial. The
advertiser is the number one key player. Management of this function usually lies with the mar-
keting department but in smaller companies, such as Urban Decay Cosmetics, the advertising de-
cisions may lie with the owner, founder, or partners in the business. Wende Zomnir is not only a
founding partner of Urban Decay Cosmetics, she is also an advertising graduate and a marketing
communication professional.

Most advertisers have a marketing team that initiates the advertising effort by identifying a
marketing problem advertising can solve. For example, Apple executives knew that the Macintosh
easy-to-use computer platform needed to be explained and that information about the launch of
the new computer would need to reach a large population of potential computer buyers. Adver-
tising was essential to the success of this new product.

The marketing executive (with input from the corporate officers and others on the marketing
team) also hires the advertising agency—for Burger King this was Crispin Porter + Bogusky—and
other marketing communication agencies as needed. In professional jargon, the advertiser (Burger
King) becomes the agency’s client. As the client, the advertiser is responsible for monitoring the
work and paying the agency for its work on the account. That use of the word account is the reason
agency people refer to the advertiser as the account and the agency person in charge of that adver-
tiser’s business as the account manager.

The marketing team makes the final decisions about strategy including the target audience
and the size of the advertising budget. This team approves the advertising or marketing commu-
nication plan, which contains details outlining the message and media strategies. In Chapter 2
we’ll explain more about how this marketing team functions.
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A Passion for the Business

Wende Zomnir, Creative Director and Founding Partnet, Urban Decay Cosmetics

Being the creative force behind a
brand like Urban Decay makes
me responsible for cranking
out great ideas. And in the

13 years I've been doing this,
I've figured out a few things
about how to generate cre-
ative ideas with which people
connect. It begins with a passion
for the business. Here are my
seven principles about how to run a

business creatively:

1.

Feel a passion for your brand. Everyone in product
development, design, PR, merchandising, sales, and
marketing at Urban Decay loves our makeup and
deeply connects to our position as the countercul-
ture icon in the realm of luxury makeup.

Spot emerging trends. Our best ideas don't start
from analysts telling us what the trends are. My cre-
ative team and | talk about what kinds of colors, vi-
sual icons, textures, and patterns we are craving and
start from there. Our job at Urban Decay is to lead
graphically with our product design and formulation.
Recently we launched a volumizing mascara called
Big Fatty and played off the connotations in the
name, infusing the formula with hemp oil and wrap-
ping the mascara vial in an Age of Aquarius-inspired
print. Shortly after the product’s release, a supplier to
the cosmetics industry came in to show us a version
of our own mascara, giving us a presentation on the

The distinctive personality of Urban Decay Cosmetics is
seen in its packaging, as well as its products’ names,
such as the Ammo Group, and colors: “Smog,”
“Mildew,” and “Oil Slick.”

coming trends. It's annoying, but when this happens,
we know we're doing our job.

3. Cultivate your inner voice. You also need to develop
a gut instinct for what will work. | felt that skulls were
going to be huge because everyone in the office was
craving them on T-shirts, shoes, key rings, and so
forth. We decided to put them on our seasonal holi-
day compacts in 2005. And the same season that
Marc Jacobs launched them, so did we. We had dis-
tributors begging us to sell them a version without
the skull, but we stood firm and wouldn't change it
because we knew it was right. And you know what?
The same distributors who balked placed the biggest
reorders and complained that we couldn’t stock
them fast enough.

4. Check your ego. Listening to that inner voice IS
something you can cultivate, but you've got to check
your ego at the door in order to do it. That can be
hard, because being a creative leader means you've
probably generated a lot of great ideas that work.
So, you've got confidence in your concepts and your
ability to deliver, but you have to be able to admit
others have great ideas, too.

5. Cherry-pick the best ideas. Gut instinct is important,
BUT—and this is big—even more crucial is being able
to listen to all the ideas and sort out the junk. After
you sort through everything, then pick the very best
concept, even if it's NOT your idea.

6. Little ideas are important, too. You've got to rally
everyone behind your Big Idea, but realize that all
those little ideas that prop up the big one are great,
too. That's what makes so many of our products work
in the marketplace: a big idea supported by little
ideas—and the people who develop them.

7. Be flexible. My final important creative principle is
flexibility. Knowing when to be flexible has resulted in
some of the best work we've created here. While
working on a body powder for summer that was to
be impregnated with water for a cooling sensation
on the skin, we ran into production problems. We
wanted a powder, but | decided to add flavor instead.
That edible body powder became a huge subbrand
for us, spawning multiple flavors and generating huge
amounts of press and revenue. The cooling powder
would have been late, had quality control issues, and
probably would have lasted a season.

Wende Zomnir (aka Ms. Decay) graduated from the University of
North Texas where she was a student of Professor Sheri Broyles.

Check out Urban Decay at www.urbandecay.com/; www
.myspace.com/urbandecaycosmetics; and http://twitter.com/
UrbanDecay411.
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FIGURE 1.3

Big companies may have hundreds of agencies working for them, although they normally
have an agency-of-record (AOR) that does most of their business and may even manage or co-
ordinate the work of other agencies.

The Agency The second player is the advertising agency (or other types of marketing com-
munication agencies) that creates, produces, and distributes the messages. The working arrange-
ment between advertiser and agency is known as the agency—client partnership. Both the “1984”
story and the BK deprivation scheme demonstrated how important it is to cultivate a strong sense
of trust between the agency and its clients because these were both risky ideas.

An advertiser uses an outside agency because it believes the agency will be more efficient in
creating advertising messages than the advertiser would be on its own. Successful agencies such
as Crispin Porter + Bogusky typically have strategic and creative expertise, media knowledge,
workforce talent, and the ability to negotiate good deals for clients. The advertising professionals
working for the agency are experts in their areas of specialization and passionate about their work.

Not all advertising professionals work in agencies. Large advertisers, either companies or
organizations, manage the advertising process either by setting up an advertising department
(sometimes called marketing services) that oversees the work of agencies or by setting up their
own in-house agency, as we see in Figure 1.3. Tasks performed by the company’s marketing ser-
vices department include the following: select the agencies; coordinate activities with vendors,
such as media, production, and photography; make sure the work gets done as scheduled; and de-
termine whether the work has achieved prescribed objectives.

The Media The third player in the advertising world is the media. The emergence of mass me-
dia has been a central factor in the development of advertising because mass media offers a way
to reach a widespread audience. In traditional advertising, the term media refers to all of the chan-
nels of communication that carry the message from the advertiser to the audience and from con-
sumers back to companies. We refer to these media as channels because they deliver messages,
but they are also companies, such as your local newspaper or radio station.

Some of these media conglomerates are huge, such as Time Warner and Viacom. Time
Warner, for example, is a $40 billion company with some 38,000 employees. It owns HBO, Time
Inc., Turner Broadcasting, and Warner Brothers, among other media companies. You can learn
more about this media conglomerate at www.timewarner.com. Media vehicles are the specific
programs, such as 60 Minutes or The Simpsons, or magazines—T7The New York Times, Advertising
Age, Woman’s Day.

Note that media is plural when it refers to various channels, but singular—medium—when
it refers to only one form, such as newspapers.

Each medium (newspaper, radio or TV station, billboard company, etc.) has a department that
is responsible for selling ad space or time. These departments specialize in assisting advertisers in

Two Advertising Organization Structures

WHEN THE ADVERTISER DOESN’T HAVE AN IN-HOUSE

AGENCY

Advertising
Organization

WHEN THE ADVERTISER HAS AN IN-HOUSE AGENCY

Advertising

il Internal Advertising
Organization

Department

Advertising
Department

!

In-House Agency
* Research/Planning
* Creative Development
* Media

* Production

External Agencies
¢ Full-Service Agency
¢ Media Specialists
 Creative Boutiques
* VVendors (freelance writers,
lighting specialists, etc.)
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comparing the effectiveness of various media as they try to select the best mix of media to use.
Many media organizations will assist advertisers in the design and production of advertisements.
That’s particularly true for local advertisers using local media, such as a retailer preparing an ad-
vertisement for the local newspaper.

The primary advantage of advertising’s use of mass media is that the costs to buy time in
broadcast media, space in print media, and time and space in digital media are spread over the
tremendous number of people that these media reach. For example, $3 million may sound like a
lot of money for one Super Bowl ad, but when you consider that the advertisers are reaching more
than 100 million people, the cost is not so extreme. One of the big advantages of mass-media ad-
vertising is that it can reach a lot of people with a single message in a very cost-efficient form.

Professional Suppliers and Consultants The fourth player in the world of advertising include
artists, writers, photographers, directors, producers, printers, and self-employed freelancers and
consultants. In the “1984” story, the movie director Ridley Scott was a supplier in that Chiat/Day
contracted with him to produce the commercial. This array of suppliers mirrors the variety of
tasks required to put together an ad. Other examples include freelance copywriters and graphic
artists, songwriters, printers, market researchers, direct-mail production houses, telemarketers,
and public relations consultants. Why would the other advertising players hire an outside sup-
plier? There are many reasons. The advertiser or the agency may not have expertise in a special-
ized area, their people may be overloaded with work, or they may want a fresh perspective. They
also may not want to incur the overhead of full-time employees.

Types of Agencies

We are primarily concerned with advertising agencies in this chapter, but other areas such as pub-
lic relations, direct marketing, sales promotion, and the Internet have agencies that provide spe-
cialized promotional help, as well.

The A-List awards by Advertising Age recognize cutting-edge agencies that rank high in three
areas: First they are creative—Ad Age calls them “widely imaginative”—in developing brand strate-
gies and executions. Second, they are fast growing and winners of some of the biggest new business
pitches. Finally, they are recognized for their effectiveness. In other words, their work leads to mea-
surable results. Note that the agencies in the following list represent big and small agencies, as well
as full-service and specialized agencies. At the top of the list is the agency of the year, Crispin
Porter + Bogusky, the agency behind the Burger King “Whopper Freakout” campaign.

A-List of Advertising Agencies

1. Crispin Porter + Bogusky This agency used to be a medium-size, independent Miami
hotshop, but now it’s a big national creative power from Miami and Boulder, Colorado,
known for its provocative work for Burger King, Old Navy, and Coke Zero, among other
powerhouse clients (www.cpbgroup.com).

2. TBWA/Chiat/Day This L.A.-based agency creates what it calls its “disruptive ideas” for
global clients such as Visa and Adidas. This is the agency behind the legendary “1984” ad
for Apple’s Macintosh (www.tbwa.com).

Principle

Advertising is cost
efficient when it uses mass
media to reach large
numbers of prospective
consumers.

Advertising relies on the expertise of many different people, such as television producers,
graphic designers, photographers, printers, and musicians.
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3. Goodby, Silverstein & Partners The previous year’s Agency of the Year, San
Francisco—based Goodby continues to be recognized not only for its creative efforts, but
also for building big brands, such as Doritos and General Electric, as well as the classic
“Got Milk” campaign (www.goodbysilverstein.com).

4. R/GA Originally a specialized digital agency, R/GA now operates more like a full-service
agency that prides itself on forging deep, lasting connections with consumers for its clients,
which include Nike and Apple’s iTunes (www.rga.com).

5. Tribal DDB Primarily a digital agency, New York—based Tribal is also creative, collabora-
tive, and brand savvy. Its work includes an award-winning TV commercial for Deutsche
Telekom, as well as other new media and viral projects for Philips, Wrigley, and McDonald’s
(www.tribalddb.com).

6. Mindshare Mindshare is a global media network that offers media and communication
planning, interactive marketing, branded entertainment, sports marketing, and marketing
effectiveness analyses to such clients as IBM, Unilever, and American Express
(www.mindshareworld.com).

7. The Martin Agency More than a regional shop from Richmond, Virginia, this agency
continues to be recognized for great creative spots, such as those for Geico
(www.martinagency.com).

8. Vidal Partnership The largest independent Hispanic agency in the United States, Vidal
operates as an integrated full-service marketing communication agency and handles
campaigns for Wendy’s, Home Depot, JCPenney, and Johnson & Johnson
(www.vidal-partnership.com).

9. Rapp A giant in direct marketing, Rapp is redefining relationship marketing for its cus-
tomers, such as Macy’s, Audi, ExxonMobile, and General Electric (www.rapp.com).

10. Deutsch The New York—based Deutsch full-service agency believes in connecting with
and motivating an audience on behalf of clients such as Evian, GM, and PlayStation
(www.deutschinc.com).

Source: Adapted from Parekh Rupal, “Agency of the Year: Crispin Porter + Bogusky,” Advertising Age, January 19, 2009,
http://adage.com/agencya-listO8/article ?article_id=133815.

In addition to agencies that specialize in advertising and other areas of marketing commu-
nication, there are also consulting firms in marketing research and branding that offer specialized
services to other agencies, as well as advertisers. Since these various types of marketing com-
munication areas are all part of an integrated marketing communication approach, we cover many
of these functions in separate chapters later in the book.

Full-Service Agencies In advertising, a full-service agency includes the four major staff func-
tions of account management, creative services, media planning, and account planning, which in-
cludes research. A full-service advertising agency also has its own finance and accounting
department, a traffic department to handle internal tracking on completion of projects, a de-
partment for broadcast and print production (sometimes organized within the creative depart-
ment), and a human resources department.

Let’s take a minute to look inside one full-service agency, Crispin Porter + Bogusky, which
was named Agency of the Year by Adweek and Advertising Age, as well as Ad Age’s sister publi-
cation Creativity. CPB celebrates some $140 million in revenue and employs nearly 900 in its two
offices in Miami and Boulder, Colorado. The agency is known for its edgy, pop-culture approach
to strategy. You probably know Burger King’s weird “king” character, and you read about its
“Whopper Freakout” campaign at the beginning of this chapter. Maybe you have been introduced
to some of Old Navy’s “SuperModelquins,” the talking mannequins in the opening story you’ll
read later in Chapter 5. That’s the kind of provocative work that Ad Age calls “culturally primal.”’s
It infiltrates the social scene and creates buzz. Although known for its creative work, CPB also has
an innovative product design think tank that has come up with such ideas as a public bike rental
program, a portable pen version of WED-40, and BK’s popular Burger Shots sliders.

In-House Agencies Like a regular advertising agency, an in-house agency produces ads and
places them in the media, but the agency is a part of the advertiser’s organization, rather than
an outside company. Companies that need closer control over their advertising have their own
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internal in-house agencies. An in-house agency performs most, and sometimes all, of the func-
tions of an outside advertising agency and produce materials, such as point-of-sale displays, sales
team literature, localized ads and promotions, and coupon books, that larger agencies have a hard
time producing cost effectively. Retailers, for example, find that doing their own advertising and
media placement provides cost savings, as well as the ability to meet fast-breaking deadlines.
Some fashion companies, such as Ralph Lauren, also create their own advertising in house to
maintain complete control over the brand image and the fashion statement it makes. Check out
this in-house agency at http://about.ralphlauren.com/campaigns/default.asp.

Specialized Agencies Many agencies do not follow the traditional full-service agency approach.
They either specialize in certain functions (writing copy, producing art, or media buying), audi-
ences (minority, youth), industries (health care, computers, agriculture, business-to-business
communication), or markets (minority groups such as Asian, African American, or Hispanic). In
addition, some agencies specialize in other marketing communication areas, such as branding, di-
rect marketing, sales promotion, public relations, events and sports marketing, packaging, and
point-of-sale promotions. Sometimes one-client agencies are created to handle the work of one
large client. Let’s take a look at two special types of agencies:

* Creative boutiques are ad agencies, usually small (two or three people to a dozen or more),
that concentrate entirely on preparing the creative execution of the idea, or the creative prod-
uct. A creative boutique has one or more writers or artists on staff, but generally no staff for
media, research, or strategic planning. Typically, these agencies can prepare advertising to
run in print and broadcast media, as well as in out-of-home (such as outdoor and transit ad-
vertising), Internet, and alternative media. Creative boutiques usually serve companies di-
rectly, but are sometimes retained by full-service agencies that are overloaded with work.

* Media-buying services specialize in the purchase of media for clients. They are in high de-
mand for many reasons, but three reasons stand out. First, media has become more complex
as the number of choices has grown—think of the proliferation of new cable channels, mag-
azines, and radio stations. Second, the cost of maintaining a competent media department
has escalated. Third, media-buying services often buy media at a low cost because they can
group several clients’ purchases together to get discounts from the media because of the vol-
ume of their media buys.

Agency Networks and Holding Companies  Finally let’s talk about agency networks, which are
large conglomerations of agencies under a central ownership. Agency networks are all of the of-
fices that operate under one agency name, such as DDB Worldwide (200 offices in 90 countries)
or BBDO Worldwide (287 offices in 79 countries). You can read more about these agencies and
their networks at www.ddb.com and www.bbdoworldwide.com.

Holding companies include one or more advertising agency networks, as well as other types
of marketing communication agencies and marketing services consulting firms. The four largest
are WPP Group, Interpublic, Omnicom, and Publicis. WPP, for example, includes the J. Walter
Thompson Group, Ogilvy & Mather Worldwide, Young & Rubicam, Grey Global Group, and
Bates advertising networks, as well as the Berlin Cameron creative agency, public relations agen-
cies Hill and Knowlton, Ogilvy Public Relations, and Burson-Marsteller; direct-response com-
pany Wunderman; research firms Millward Brown and Research International; media firms
Mindshare and Mediaedge:cia; and branding and corporate identity firms Landor and Lambie-
Naim, to name a few. Most of those firms are also networks with multiple offices. For an inside
look at a big holding company, check out WPP at www.wpp.com.

How Are Agency Jobs Organized?

In addition to the chief executive officer, if the agency is large enough, it usually has one or more
vice presidents, as well as department heads for the different functional areas. We will concen-
trate on five of those areas: account management; account planning and research; creative devel-
opment and production; media research, planning, and buying; and internal services.

Account Management The account management (sometimes called account services) func-
tion acts as a liaison between the client and the agency. It ensures that the agency focuses its re-
sources on the client’s needs. The account team summarizes the client’s communication needs and
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develops the basic “charge to the agency,” which the account manager presents to the agency’s
team. The account executive (called the content manager at the Crispin Porter + Bogusky
agency) is responsible for interpreting the client’s marketing research and strategy for the rest of
the agency. The Day in the Life story focuses on the work of an account executive at CPB.

Once the client and agency together establish the general guidelines for a campaign, the ac-
count management team supervises the day-to-day development. Account management in a ma-
jor agency typically has three levels: the management supervisor, who provides leadership on
strategic issues and looks for new business opportunities; the account supervisor, who is the key
executive working on a client’s business and the primary liaison between the client and the

A DAY IN THE LIFE

Tweets from the Front Line

Jennifer Cunningham, Content Manager, Crispin Porter + Bogusky

As a content manager (account executive) at Crispin Porter +
Bogusky's Boulder office, | never know what's in store for
me on any given day. What | DO know is that the days will
never be boring. From presenting creative to clients, to go-
ing on late-night caffeine runs for teams pulling all-nighters
... anything goes.

Though tasks vary from day to day, part of my job is to
constantly stay up to date on the latest and greatest tech-
nologies and trends. Now, I'm no tech expert but if a client
asks for my opinion on brand integration on Twitter, for ex-
ample, | better know what they're talking about.

And since Twitter is all the rage right now, here’s a day
in my shoes at CP+B via real-time tweets:

* Parking. Better hustle, have a 9:30 meeting and need
some coffee first! (Had a late night last night sending a
print ad to the printer—when ads are due, | stay in the
office and help make sure everyone has approved it
before it goes out.) 9:08

* Reading all my morning e-mails—my clients are on East
Coast time so their workday started 2+ hours ago. 9:19

* Content team status—this is an informal weekly meeting
to ensure everyone knows what's up on the account. 9:32

* Confirming teams are ready for an 11 A.M. client pre-
sentation. Creatives here don't let ANY work out the
door unless it's perfect. But sometimes perfection
doesn't sync with the client call times. . . . 9:55

° Writing setup slides for the presentation—this includes
recapping our assignment, thoughts on the work, and
background info. 10:08

* Don't have the creative yet—checking in with teams,
starting to get a little nervous. 10:30

* Talked with my creative director—they’'re making the
last few tweaks on the presentation, but they’re run-
ning 10 to 15 minutes behind. 10:41

* Calling my client. She's running behind too—starting
late will be “just fine.” Whew. 10:49

* Call from another client—the publisher is saying they
didn’t receive our print ad last night. Asking if we can
look into it . . . oh boy. 10:53

e E-mailing my print producer to check in with the pub-
lisher. 10:55

* E-mailing my media planner to ensure we won't miss
our insertion deadline. 10:56

* Got the presentation! Looks awesome—have a feeling
the clients will love these ideas. 11:10

* On the call—reinforcing the strategy and schedules as
the creatives present ideas. 11:22

* Recapping the presentation call to make sure the cre-
ative teams have clear feedback for revisions and to
ensure our clients had the same take-aways from the
call. 12:01

* Hopping on a media call—gathering info for Produc-
tion, so we can start work once ideas from the presen-
tation are approved. 1:11

* Reviewing invoices over lunch—have to make sure our
billing is accurate and that we stay on budget for proj-
ects. 2:03

e Call with Business Affairs—just finalized legal approvals
on scripts and the contracts for celebrity talent for our
next TV spot. Pretty exciting! 3:15

* Whew—Ilost track of time. Rereleased the print ad for
the publication. Confirmed teams are working on feed-
back. Put together a post-campaign analysis to see
how we met our goals number-wise on our last project.
Participated in a brainstorming session for another
account—gotta help where you can. 6:08

* Wrapping up—need to walk my dog at home. 6:31

* Hopping back on my computer for a couple more
e-mails and prep for tomorrow. All in all a pretty good
day. 8:15

* Finishing up this day-in-the-life—hope you enjoyed
reading it. Good luck should you pursue a career in ad-
vertising! There's never a dull moment. 9:01

To learn more about Crispin Porter + Bogusky, check out www.cpbgroup
.com.

Jennifer Cunningham is a graduate of the advertising program at the
University of Colorado. She was a student of Professor Kendra Gale.
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agency; and the account executive (as well as assistant account executives), who is responsible
for day-to-day activities and operates like a project manager. A smaller agency will combine some
of these levels. Of course, individual agencies also have their own titles for these positions, such
as the “content manager” title used at CPB.

Account Planning and Research Full-service agencies usually have a separate department
specifically devoted to planning and sometimes to research as well. Today the emphasis in agency
research is on developing an advertising message concept that focuses on the consumer’s per-
spective and relationship with the brand. The account planning group gathers all available in-
telligence on the market and consumers and acts as the voice of the consumer. Account planners
are strategic specialists who prepare comprehensive information about consumers’ wants, needs,
and relationship to the client’s brand and recommendations on how the advertising should work
to satisfy those elements based on insights they derive from consumer research.

Creative Development and Production A creative group includes people who write
(copywriters), people who design ideas for print ads or television commercials (art directors), and
people who convert these ideas into television or radio commercials (producers). Many agencies
build a support group around a team of an art director and copywriter who work well together. In
addition to these positions, the broadcast production department and art studio are two other ar-
eas where creative personnel can apply their skills.

Media Research, Planning, and Buying Agencies that don’t rely on outside media specialists
have a media department that recommends to the client the most efficient means of delivering
the message to the target audience. That department has three functions: research, planning, and
buying. Because the media world is so complex, it is not unusual for some individuals to become
experts in certain markets or types of media.

Internal Operations The departments that serve the operations within the agency include the
traffic department and print production, as well as the more general financial services and human
resources (personnel) departments. The traffic department is the lifeblood of the agency, and its
personnel keep track of everything that happens.

How Are Agencies Paid?

Advertising agencies are a big business. Procter & Gamble, for example, spends nearly $5 billion
annually on global advertising. With that kind of money on the table, you can imagine that the
agency—client relationship is under pressure from both sides. Agencies want to get more work and
get paid more; clients want to cut costs and make their advertising as cost effective as possible.

Agencies derive their revenues and profits from three main sources: commissions, fees, and
retainers. For years, a 15 percent commission on media billings was the traditional form of com-
pensation. That’s actually how agencies got started back in the 19th century. For those few ac-
counts still using a commission approach, the rate is rarely 15 percent; it is more likely lower and
subject to negotiation between agency and client.

Many advertisers now use a fee system either as the primary compensation tool or in com-
bination with a commission system. The fee system is comparable to the system by which ad-
vertisers pay their lawyers and accountants. The client and agency agree on an hourly fee or rate
or may negotiate a charge for a specific project. This fee can vary by department, or it may be a
flat hourly fee for all work regardless of the salary level of the person doing the work. Charges
are also included for out-of-pocket expenses, travel, and other standard items.

An agency also may be put on a monthly or yearly retainer. The amount billed per month is
based on the projected amount of work and the hourly rate charged. This system is most com-
monly used by public relations agencies.

A more recent trend in agency compensation is for advertisers to pay agencies on the basis of
their performance. One consultant recommends that this arrangement be based on paying the agency
either a percentage of the client’s sales or a percentage of the client’s marketing budget. Procter &
Gamble is a pioneer in trying to apply this system. Another version of this idea is that agencies share
in the profits of their client when they create a successful campaign, but that also means they have
a greater financial risk in the relationship should the advertising not create the intended impact.

Another innovation in agency compensation is called value billing, which means that the
agency is paid for its creative and strategic ideas, rather than for executions and media placements.
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Sarah Armstrong, Coke’s director of worldwide media and communication, has urged the indus-
try to shift to “value-based” forms of compensation that reward agencies based on effectiveness—
whether they make the objectives they set for their advertising.¢

HOW IS THE PRACTICE OF ADVERTISING CHANGING?

We would like to end this review of advertising basics by talking about the future of advertising.
Because of the recent Great Recession, Mike Carlton, an industry commentator, says, “[C]learly
we are at a point in time when things will never be quite the same again for our industry.” But there
are still some exciting changes that open up opportunities for new professionals entering the field.

Consumer in Charge

As Jim Stengel, Procter & Gamble’s former global marketing officer, has said, “[I]t’s not just
about doing great TV commercials: The days of pounding people with images, and shoving them
down their eyeballs are over. The consumer is much more in control now.”” This change is caus-
ing some shifts in the way the advertising business operates.

In 2009 CareerBuilder dismissed one of the most creative agencies—Portland-based Wieden +
Kennedy, who had created five great Super Bowl ads for the job-posting website—and took its ad-
vertising in house. The reason is that the company wants ordinary consumers to create 25-second com-
mercials for the brand. That will not only bring publicity, but also save bucks. CareerBuilder, through
its in-house agency, will still pay for production of the winning ad and buy the ad time. Not only will
this move bring more opportunities for consumer-generated advertising (at the expense of advertising
agencies), the company estimates it will save around 15 to 20 percent of its annual marketing costs.

Other brands that have used consumer-generated ads include Frito-Lay, Converse, Master-
Card, and L’Oreal. Frito-Lay received thousands of media mentions for its Super Bowl ad con-
test on such programs as The Tonight Show, The View, and Good Morning America. You can check
out Doritos’ collection of consumer-generated Super Bowl ads in the “Crash the Super Bowl”
contest at www.crashthesuperbowl.com/#/winners.

Consumer involvement in advertising is a bigger issue than just ad agencies losing their
clients. In fact, consumers have been taking control of media and marketing for a number of
years through Wikipedia, Twitter, and other newly democratized information sources. YouTube,
MySpace, and Facebook have invited everyone into the ad distribution game. The Internet is a
new world of interaction and consumer-initiated contacts that are creating entirely new ways of
communicating with potential customers. That’s why in 2006, 7ime magazine spotted the trend
and named “You the Consumer” as its Person of the Year and then in 2007 Advertising Age named
the consumer its “Agency of the Year.”

Blurring Lines and Converging Media

One of the biggest changes impacting the advertising industry is the changing media environ-
ment. Television used to be the big gun, and it still eats up the biggest part of the budget, but the
old networks (CBS, NBC, ABC, FOX) are only half as important as they used to be as the num-
ber of cable channels has exploded.

The big bomb that has fragmented the media world is digital media, which appear in so many
different forms that it’s impossible to keep up with them. The newspaper industry has been par-
ticularly hurt as it has realized that much, if not most, of its content can be accessed more easily
and quickly in a digital format. So are newspapers dead?

Traditional media are trying to adjust by transforming themselves into new digital formats,
as well. So what do you call online versions of newspapers and magazines? Are they still print
when they appear on a screen? And new personal media—iPhones, iPods, iPads, BlackBerries,
Kindles—are real shape-changers. They can be phones, music players, calendars, and sources of
local and national information, as well as cameras, video viewers, book readers, Web surfers, and
video game players. Changes such as these need to be considered when putting together media
plans, a challenge that will be discussed in Part 3.

Advertising agencies make most of their money from television spots and print media. How-
ever, as we’ve mentioned, both of those revenue streams are threatened by economics and the chang-
ing media landscape. As Mike Carlton explains, “TV spots and other traditional work as the economic
backbone of the agency business will just not work much longer.”® However, Carlton also calls for
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agencies to take a stronger leadership role in the development of brand strategy, particularly for the
more complex forms of marketing communication with their blurred, merged, and converged media.

Accountability and Effectiveness

Given the recent recession, you can guess that efficiency is an advantage in this new advertising world,
which has been emphasizing accountability for a couple of decades. The other critical client concern
is effectiveness, which is another way to look at accountability in marketing communication.

We mentioned that CareerBuilder had taken its advertising in house partly to drive a consumer-
generated advertising program, but also to save costs, which is critical in an economic downturn.
The need for efficiency is complicated by crack-ups in the agency—client relationships. Agencies
that are creative in finding new ways to deliver cost efficiencies have a real advantage in their
client dealings.

Effectiveness ~ Along with the ongoing need for efficiencies, there’s always a concern about ef-
fectiveness, or accountability as it’s sometimes called, but this has become even more important in
difficult times. The recent recession forced the advertising industry to become even more serious
about creating advertising that delivers results and then proving the effectiveness of the advertising
work once it’s completed. Effectiveness is a theme that you will see discussed throughout this book.
So what is effectiveness? Effective ads are ads that work. That is, they deliver the message the
advertiser intended and consumers respond as the advertiser hoped they would. Ultimately, adver-
tisers such as Burger King want consumers to buy and keep buying their goods and services. To get
to that point, ads must first effectively communicate a message that motivates consumers to respond.
The most important characteristic of advertising is that it is purposeful: Ads are created to have
some effect, some impact on the people who read or see their message. We refer to this as advertis-
ing’s effects, the idea being that effective advertising messages will achieve the advertiser’s desired
impact and the target audience will respond as the advertiser intended. This desired impact is for-  principle
mally stated as a set of objectives, which are statements of the measurable goals or results that the  Advertising is effective if it
advertising is intended to achieve. In other words, advertising works if it achieves its objectives. achieves its objectives.

Award Shows This chapter opened with the Burger King campaign, which was identified as
award-winning advertising. The Effie award, named for a shortened form of the word effective, is
given by the New York Chapter of the American Marketing Association (AMA) to advertising and
other forms of marketing communication that have been proven to be not only creative, but more
importantly, effective. That means the campaigns were guided by measurable objectives, and eval-
uation after the campaign determined that the effort did, in fact, meet or exceed the objectives.
(Check out the Effies at www.effie.org.) Other award shows that focus on effectiveness are the Ad-
vertising and Marketing Effectiveness (AME) awards by the New York Festivals company,
Canada’s Cassie Awards, and the London-based Institute of Practitioners (IPA) Award. Check out
these award programs at www.ameawards.com, www.cassies.ca, and www.ipa.co.uk.

Other award shows judge factors such as creative ideas, for example, the Clios by a private
award-show company, a New York—based advertising association’s One Show, and the Cannes
Lions Awards by a French award-show company. Awards are also given for media plans
(Adweek’s Media Plan of the Year) and art direction (New York—based Art Directors Club award
show). These awards can be found at www.clioawards.com, www.canneslions.com, www.adweek
.com, and www.adcglobal.org/awards/annual.

Other professional areas also have award shows that reward such things as clever promo-
tional ideas. For example, the Reggies are given by the Promotion Marketing Association, and
outstanding public relations efforts are recognized by the Public Relations Society of America’s
Silver Anvil Award.

Integrated Marketing Communication (IMC)

We mentioned that effectiveness is a central theme for this book, but another concept that we will
discuss throughout is integration. As we mentioned earlier in our timeline, the search for effective
communication has led many companies to focus on the consistency of their brand communication
in order to more efficiently establish a coherent brand perception. We call that practice integrated
marketing communication or IMC. In other words, everything that sends a brand message is a point
of concern for those managing brand communication. To be effective, these messages need to com-
plement one another and present the same basic brand strategy.
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First Principle The point is that brand communication involves more than just advertising. We refer to the
of IMC First Principle of IMC as everything communicates. And that means all marketing communica-
Everything tion media (print, broadcast, out-of-home, and digital), as well as all marketing communication
communicates. platforms (advertising, public relations, events and sponsorships, and direct response) and other

new forms, such as guerilla marketing and online social media. All communication efforts are
planned for maximum synergy.

Looking Ahead

This chapter has provided an introduction to many of the basic concepts of advertising, as well as
IMC. We’ll continue that introduction of principles and practices in Chapter 2 as we explain the
bigger picture of advertising and its role in marketing communication and marketing. Marketing
communication agencies play an important role in puzzling out new ways to interact with cus-
tomers and cement brand relationships.

£ :
o

WHOPPERFREAKOUT.COM Best Burgel" Best Campalgn,
Best Practices

he focus on effectiveness and results is the theme of this textbook, and throughout the book we will in-

troduce you to practices that generate effectiveness. We'll end each chapter with the results of the cam-
paign that introduced the chapter—in this case, the Grand Effie-winning “Whopper Freakout” campaign for
Burger King. The freakout campaign for Whopper's 50th anniversary demonstrates the power of having a
brand identity so strong that customers not only remember it, but demand it.

So here's the rest of the Whopper story. It's a story of consumer shock and outrage: “If Burger King doesn't
have the Whopper, they might as well change their name to Burger Queen,” and “What are you going to put
on the logo now—home of the ‘whatever we got'?” griped outraged customers. When one stunned would-
be Whopper eater was given a Big Mac instead, he said, | hate McDonald's.”

These comments were all captured on tape and played and replayed on the special website by intrigued
viewers 5 million times. Fourteen million more watched it and the TV spots on YouTube. The agency figures
this all led to a 300+ percent increase in Web chatter about Burger King, which it estimates was about a fifth
of the paid media. That means it received about 20 percent of the media for free as consumers spread the
word. Burger King successfully captured its audience with a viral hit. Ad lesson #3: Smart thinking can help
you compete with competitors with bigger budgets.

Was the campaign effective? Did the captivated audience buy the burgers? The answer: the quarterly
sales increased by double digits. At the beginning of this case, you read about two goals for the campaign.
One was to reaffirm that the Whopper is America’s most-loved burger, and the other was to increase the sales
of the burger. This campaign achieved both of these measurable objectives.

What a way to celebrate the 50th anniversary of the Whopper. To make the golden anniversary more
golden, the campaign was awarded a Gold Effie in the Restaurants category and the coveted Grand Effie, the
top award given to acknowledge effectiveness for the campaign’s “boldness and creativity across multiple
media platforms, delivering real cultural relevance and above all, outstanding business results.” Ad lesson #4:
Awards mean nothing if they don’t achieve the business goals.

Key Points Summary

1. What is advertising, how has it evolved, and what does it persuasion, as well as selling. In modern times, advertising
do in modern times? The definition of advertising has is persuasive communication that uses mass and interactive
evolved over time from identification to information and media to reach broad audiences in order to connect an iden-
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tified sponsor with buyers and provide information about
products. It performs communication, marketing, economic,
and societal roles. Seven types of advertising define the in-
dustry: brand, retail or local, direct response, B2B, institu-
tional, nonprofit, and public service.

. How have the key concepts of marketing communication
developed over time? A review of the evolution of advertising
practice identifies the source of many of the key concepts cur-
rently used in advertising. These concepts can be grouped into
the four key components of advertising: strategy (objectives,
appeals, branding, positioning and differentiation, and seg-
menting and targeting), message (creative concept based on re-
search and consumer insight, creativity and artistry), media
(the evolution of print, broadcast, outdoor, and digital, as well
as the practice of matching targets to media audiences and
compensation based on the media buy), and evaluation (effec-
tiveness in terms of meeting objectives, testing, standards).

. How is the industry organized—Kkey players, types of
agencies, and jobs within agencies? The key players begin
with the advertiser, the organization or brand behind the ad-
vertising effort. Other players include the agency that pre-
pares the advertising, the media that run it, and the
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professional suppliers and consultants who contribute ex-
pertise. The three types of agencies are full-service, in-
house, and specialized agencies. There are also networks of
agencies with many offices, as well as holding companies
that own many different kinds of agencies. Agency jobs are
varied in expertise and provide a number of career opportu-
nities for all kinds of skill sets: account management, plan-
ning and research, creative (writing, art direction,
production), and media (research, planning, buying). Agen-
cies are paid in different ways, including by commission
based on a percent of media costs, with a fee system based
on estimated project costs or hourly billing, or with a
monthly retainer. Value billing is based on creative and
strategic ideas rather than media costs.

. How is the practice of advertising changing? A number

of changes are creating new forms of advertising, such as
consumer-initiated ideas and advertising executions, blur-
ring lines between marcom areas and tools, media that are
changing shape and merging with other media forms, new
forms of client—agency relationships, and value-marketing
practices that emerged from the recession.

Words of Wisdom: Recommended Reading

Jaffe, Joseph, Life after the 30-Second Spot: Energize Your Brand with a Bold Mix of Alternatives to Traditional Advertising, Hoboken,
NIJ: John Wiley, 2005.

Ogilvy, David, Ogilvy on Advertising, New York: Vintage Books, 1985.
Othmer, James, Adland: Searching for the Meaning of Life on a Branded Planet, New York: Doubleday, 2009.
Steel, Jon, Perfect Pitch: The Art of Selling Ideas and Winning New Business, Hoboken, NJ: John Wiley, 2007.

History
Applegate, Edd, Personalities and Products: A Historical Perspective on Advertising in America, Westport, CT: Greenwood Press, 1998.
Fox, Stephen, The Mirror Makers: A History of American Advertising and its Creators, Champaign, IL: University of Illinois Press, 1997.

Twitchell, James, Twenty Ads That Shook the World: The Century’s Most Groundbreaking Advertising and How It Changed Us All, New
York: Three Rivers Press, 2000.

Tungate, Mark, Adland: A Global History of Advertising, Philadelphia: Kogan Page, 2007.

Key Terms

account executive, p. 24
account management, p. 23
account planning, p. 25
account services, p. 23
advertisement, p. 6
advertiser, p. 18

advertising, p. 7

advertising agency, p. 20
advertising department, p. 20
agency networks, p. 23
agency-of-record (AOR), p. 20
art director, p. 14

attention, p. 13

brand advertising, p. 11

brand name, p. 15

business-to-business (B2B)
advertising, p. 11

buzz, p. 9

campaign, p. 12

channels (media), p. 20

classified advertising, p. 13

commission, p. 25

corporate advertising, p. 11

creative boutique, p. 23

direct-response advertising,
p- 11

effective, p. 16

effectiveness, p. 27

effects, p. 27

Federal Trade Commission
(FTC), p. 17

fee, p. 25

fee system, p. 25

full-service agency, p. 22

holding companies, p. 23

image, p. 9

in-house agency, p. 22

institutional advertising p. 11

integrated marketing commu-
nication (IMC), p. 17

local advertising, p. 11

marketing communication
(marcom), p. 9

marketing services, p. 20

mass media, p. 21

media, p. 20

media-buying services, p. 23

media vehicles, p. 20



30 PART 1 e ENDURING PRINCIPLES IN TIMES OF TURMOIL

medium, p. 20 pro bono, p. 11
nonprofit advertising, p. 11
objectives, p. 27

print production, p. 22

(PSAs), p. 11
reputation, p. 17

Review Questions

1. Analyze the Burger King campaign discussed in this chap-
ter and compare it to key aspects of the modern definition of
advertising.

2. Advertising plays four general roles in society. Define and
explain each one in the context of the “1984”” commercial
featured in this chapter.

3. What are the four components of advertising and what key
concepts and practices do they represent?

4. Trace the evolution of advertising and the current develop-
ments that shape the practice of advertising. What are the

Discussion Questions

1. Look through the ads in this textbook and find examples
that focus on each of the three definitional orientations—
identification, information, and persuasion. Explain how each
ad works and why you think it demonstrates that focus. Which
do you think is most effective and why do you feel that way?

2. Many industry experts feel that Apple’s “1984” commercial
is the best television commercial ever made. Watch it online
at www.youtube.com/watch?v=OYecfV3ubP§ and analyze
how it works. How many of the basic advertising practices
and concepts that we introduced in the historical timeline of
Figure 1.1 does it demonstrate? Why do you think the ex-
perts are so impressed with this ad?

3. You belong to an organization that wants to advertise a spe-
cial event it is sponsoring. You are really concerned that the
group not waste its limited budget on advertising that doesn’t

Take-Home Projects

1. Portfolio Project: Leo Burnett, a giant of the advertising in-
dustry, always kept a file he called “Ads Worth Saving,” ads
that struck him as effective for some reason. This was his
portfolio of ideas. He explained that he would go through
that file, not looking for ideas to copy, but because these
great ads would trigger thoughts about how to solve some
problem. So throughout this book, we will invite you to start
your own portfolio. In some cases the assignments will ask
you to find good (or bad) work and explain why you evalu-
ate them as you do. In other cases, we’ll ask you to actually
do something—write, design, propose—or create something
that you could take to an interview that demonstrates your
understanding of the principles we talk about in this book.

retail advertising, p. 11
retainer, p. 25
suppliers, p. 18

public service announcements

targeting, p. 15
traffic department, p. 22
value billing, p. 25

most important periods in the development of advertising
and what changes did they bring?

. Who are the four key players in the world of advertising,

and what are the responsibilities of each?

. We discussed five categories of agency jobs. Explain each

one and identify where your own personal skills might fit.

. What challenges are affecting the current practice of ad-

vertising? In particular, why is effectiveness important to
advertisers?

work. Outline a presentation you would make to the group’s
board of directors that explains advertising strengths and
why advertising is important for this group. Then explain
the concept of advertising effectiveness. In this situation,
what would be effective and what wouldn’t be? How would
you determine whether an ad works or not?

. Three-Minute Debate: In class, Mark tells the instructor

that all this “history of advertising” stuff is irrelevant. The
instructor asks the class to consider why it is important to
understand the historical review of advertising definitions
and practices. What would you say either in support of
Mark’s view or to change his mind? Organize into small
teams with pairs of teams taking one side or the other. De-
velop a three-minute presentation for the class that explains
the position your team has taken on this issue.

A Facebook Profile: For this first assignment, choose
one of the people from the historical discussions in this
chapter, someone you believe influenced the development
of modern marketing communication. Research this person
on the Internet and build a personal profile including sam-
ples of work if you can find some. Present your report as if
it were a Facebook page. Make sure your presentation ex-
plains why you believe this person was important.

. Mini-Case Analysis: Every chapter in this textbook opens

with an award-winning case. For this assignment you will
be asked to analyze why it was effective and, in many
cases, come up with ideas for how that campaign could be
extended to another year or another market.


www.youtube.com/watch?v=OYecfV3ubP8
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Burger King Freakout: Reread the Burger King
“Whopper Freakout” campaign that was introduced at the be-
ginning of this chapter and wrapped up at the end of the chap-
ter. Go online and see if you can find any other information
about this campaign. What are the strong points of this cam-
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paign? Why has it won awards and why was it deemed effec-
tive? If you were on the BK team, would you recommend that
this campaign be continued or is it just a one-time idea? In
other words, what happens next? Is there a spin-off? Develop
a one-page analysis and proposal for the next year.

Team Project: The BrandRevive Campaign

There are a number of brands that have been somewhat forgotten

by consumers, or maybe never had much of a brand presence in

consumer minds because of a lack of marketing communication

effort. These are brands that need revitalization, rebranding, or

repositioning. Some of those brands, listed below, are consumer

goods but there are also services, a business-to-business mar-

keter, a couple of nonprofit organizations, and an event. All of

these could use some help building or rebuilding their brands. In

other words, there are a variety of brands and types of categories

from which you can choose:

Post’s Grape Nuts cereal, at over 110 years old, has been a
mainstay on grocery shelves for more than a century and has
a small band of dedicated and loyal fans. Unfortunately, the
brand has been in decline for many years.

Ramen noodles are based on a popular Japanese product. In
the United States the packaged noodles are a low-budget
dish on which college students are known to subsist.

Goody Beauty Products are big in discount and drugstores,
but the company has never run a national brand campaign
and the brand name is largely unknown.

Bag Balm, a hand lotion in a distinctive green tin, is good
for farmers and others with dry, beat-up skin. You can find
this product on the bottom shelf in many drugstores.
Ovalltine, like Grape Nuts, is another very old brand that
may have a small group of loyal customers, but has been
largely forgotten by most consumers.

Laura Ashley, a brand of apparel and a retailer, has been
struggling since the 1990s and has lost a lot of its popularity.
Avaya is a large B2B company that has a small presence in
the mind of general consumers and, like Geico demon-
strated, could benefit by becoming better known to a more
general audience.

Other services that could all use brand rejuvenation include
A&W Restaurants, Zale Jewelers, Discover Card, Ask.com,
Amtrak, and TraveLodge.

The Anti-Defamation League is a nonprofit that promotes
respect for cultural differences.

Hands-On Case

The Century Council

Read the Century Council case in the Appendix before coming

to class.

1. In class, discuss the following:

a. In what ways does the Century Council case reflect the
expanded definition of what advertising is?

Goodwill collects and sells used clothing and household goods.
The Mardi Gras in New Orleans needs a new position and
marketing strategy that will reach a broader audience and
bring people back to New Orleans.

So here’s your chance to work as a member of a Brand-

Revive team and develop a full-blown campaign to reinvigorate
one of these brands. We’ll be using this brand revitalization proj-
ect throughout this book as an end-of-chapter exercise. By the
time you have finished the book, you will have developed a com-
plete marketing communication campaign to revitalize one of
these old, fading, or largely unknown brands.

So where do you begin? For this first chapter assignment, your

objective is to get organized and do some background research to
determine which brand your team would like to revitalize.

How to Get Started

After forming your team (we recommend three or four peo-
ple), choose three brands from the previous list to consider
for this BrandRevive assignment:

To help you narrow your three choices down to the one your
team wants to focus on, split your team up and explore the
history of the three brands and their companies. Go online
and visit your library for historical, as well as current, back-
ground information.

In a paragraph, develop a short profile for each brand and
identify its key problems.

After reviewing this preliminary background information, as
a team choose the brand your group wants to spend the se-
mester working on.

For your chosen brand, do more research and build a brand
history, as well as a corporate history.

Write up your findings in a review that is no longer than one
double-spaced page. Convert your key findings into a
PowerPoint presentation that is no longer than three slides.
Prepare and practice to give this presentation to your class.

b. How does the case illustrate the various roles that adver-
tising campaigns can perform?

2. Write a one-page explanation of the campaign.
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Campaign: Company: Agency: Award:

“Wii Would Like Nintendo of Leo Burnett USA, Grand Effie and Gold Effie

to Play” America Golin Harris, Starcom for New Product or Service
Worldwide Category
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1. How is marketing defined, what is the marketing process, and what are marketing’s key concepts?

2. How does marketing communication contribute to the development of a brand?
3. What is integrated marketing communication and what are its key concepts?
4. How is brand communication evolving during a time of change?

Wii Wages Campaign in Video Game War

magine that you just landed your dream job with agency Leo Burnett, and you are

in charge of marketing Wii, a new video game for Nintendo. Here's the situation

you're facing. Once the category leader, Nintendo's sales have plummeted so much
that one industry consultant advised your company to abandon the fight to compete
in the video game war. You think about the formidable rivalry from the Microsoft’s
popular Xbox 360 and Sony’s PlayStation 3. What do you do? Where do you start?

What makes Nintendo’s Wii campaign Ad Lesson #1 is the insightful thinking
about those people whom the advertising aims to convince to become Wii con-
sumers. Think about PlayStation 3 and Xbox 360 users. They're usually male and
avid gamers—guys who like difficult and often violent games. Nintendo could have
chased those hardcore users. But it didn't. Instead, Nintendo chose to appeal to
an audience who'd been turned off by video games—moms, families, even resi-
dents in nursing homes. Nintendo zigged when the competition zagged.

Such a bold strategy was not without risk. Some in the industry scoffed at the
daunting task of trying to persuade nonusers to become Wii enthusiasts. Nin-
tendo’s research showed that nonplayers voiced similar complaints about games
for other systems: they were too hard or complicated to learn. The nonplayers said
they enjoyed challenging games such as crossword puzzles and Sudoku, partici-
pating in sports leagues, and connecting with other people socially. They weren’t
game averse, but they held negative perceptions about video games.

Nintendo responded to the research findings with a Big Idea. Why not invite
the nonplayers to participate? Rather than talking about the power of the proces-
sor or pixel count as its competitors did, the “Wii Would Like to Play” campaign
focused on features that made its product different: motion-sensitive controllers
and prices lower than the competition’s. It lured people off their couches and in-
trigued them by showing a wide age range of people—family and friends—who
actively and interactively played simple games together.

Proving that Wii isn't just for kids, Nintendo crafted a different kind of mar-
keting effort for a different kind of video game. Its multimillion-dollar campaign let
potential consumers touch, see, and experience the new game—Ad Lesson #2.

-
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Nintendo’s ambassador program featured parties for multigenerational families,
hard-core gamers, and modern moms. Others experienced Wii at malls, retail mid-
night madness events, music/video tours, and online social networking communi-
ties. Before Wii was even launched, it was featured in South Park, showed up on
the front page of The Wall Street Journal, and other popular media including
People magazine, NPR, and BusinessWeek.

Other efforts to spread the word included a MySpace page, which attracted a
million page views, brand partnerships with 7-Eleven, Pringles Snack Stacks, and
Comedy Central. Wii also showed up on the Discovery Channel, Animal Planet, and
Discovery Kids Network.

Given the need to teach people how to play the game on their home TV
screens, an important venue was in-person demonstrations either in stores or at
events, such as trade shows and video game expositions. The opening photo of
this chapter shows the president of Nintendo and the general manager of the en-
tertainment division playing a game of tennis on a large video screen during the
Electronic Entertainment Expo in Hollywood.

How well did the marketing communication strategy work in launching this
new brand? Turn to the end of the chapter to see the amazing results for this new
brand introduction. And if you want to see more of the campaign, check out
http://us.wii.com/viewer_tvem_usa.jsp?vid=>5.

Sources: "Wii Would Like to Play,” Effie Awards Brief of Effectiveness and Press Release, www.nyama.org; “Leo Burnett
Wins Grand Effie for Nintendo,” June 4, 2008, www.adweek.com; “Study Says Nintendo Tops in Game Ads,” February 24,
2009, www.mediapost.com; Chris Kohler, “Nintendo’s Wii Marketing Blitz Detailed,” November 13, 2006, www.wired.com;
David Eaves, “WiiNomics . . . Nintendo's Scarcity Strategy Keeps Paying Dividends,” December 11, 2008, www.eaves.ca.

This chapter will give you a foundation for thinking about solving problems for clients. The Nin-
tendo story demonstrates how marketing communication can help accomplish marketing objec-
tives. It illustrates some fundamentals that will help you think through challenges you’re likely to
face in your career. This chapter starts with an explanation of the basic principles of marketing. We
then explore the important concept of branding and why it is so heavily dependent on marketing
communication. Finally we explain the concept of integrated marketing communication.

WHAT IS MARKETING?

A company like Nintendo needs effective marketing communication in order for its products to
succeed in the marketplace. However, to succeed, a product must also offer customers value, and
much of a product’s value is created by marketing decisions that determine the product’s design
and ease of use, distribution, and pricing, as well as its marketing communication.

Marketing is designed to build brand and customer relationships that generate sales and prof-
its or, in the case of nonprofits, memberships, volunteers, and donations. In turbulent times like
the marketing communication industry has been through with the Great Recession, it is useful to
remember the point we made in the Part I opener—that most of the basic marketing practices and
principles are not only still viable, but may provide the only way through the chaos. So let’s start
by defining basic marketing concepts and see how they relate to marketing communication.

Why Marketing 101?

Some of you reading this textbook are marketing majors but others have not had and may never
take a marketing course. For that reason, we will present here a quick crash course in those as-
pects of marketing that are most relevant to marketing communication.

A process and a discipline, marketing is the way a product is designed, tested, produced,
branded, packaged, priced, distributed, and promoted. The American Marketing Association
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(AMA) updated its definition of the term in 2007 as “Mar-
keting is the activity, set of institutions, and processes for cre-
ating, communicating, delivering, and exchanging offerings
that have value for customers, clients, partners, and society at
large.”! It is a function within an organization that focuses on
managing customer relationships to benefit all of a brand’s
stakeholders—by stakeholders we mean all the individuals
and groups who have a stake in the success of the brand. Pos-
itive relationships create value for a brand.

Traditionally, the objective of most marketing programs has
been to sell products, which we define as goods, services, or ideas.
This is accomplished by matching a product’s availability—
and the company’s production capabilities—to the consumer’s
need, desire, or demand for the product. As you may re-
member from Wende Zomnir’s The Inside Story in Chap-
ter 1, her role as a founder and creative director for Urban
Decay Cosmetics is to lead the market with edgy product de-
signs and formulations that appeal to fashion-conscious
young women.

Goods and services are identified in terms of their
product category. By category, we mean the classification
to which the product is assigned. For example, Harley-
Davidson is in the motorcycle category, Apple Macintoshis ~ SHOWCASE
in the computer category, and Burger King is in the fast- The Urban Decay product line of cosmetics projects a street-
food category. Marketing managers manipulate the smart attitude embodied in its packaging and product names.
marketing mix, also called the four Ps, which refers to the A graduate of the University of North
product (design, performance), its price, the place where it Texas, Wende Zomnir was nominated by
is made available (distribution), and its promotion (mar- Prpfessor Sheri Broyles to be featured in
keting communication). this book.

The Concept of Exchange Marketing helps to create
demand for a product leading to an exchange—that is, the act
of trading something of value (money) for a desired product, either goods or service. The company
makes a product and offers it for sale at a certain price; the customer gives money to the company
to buy that product. Money is exchanged for goods or services. Demand, however, drives the ex-
change. With the Wii launch, for example, bloggers noted that Nintendo strategically controlled
how many games were produced, and the scarcity seemed to create even more demand and, in
turn, publicity for the new Wii system.

In addition to economic exchange, marketing also facilitates communication exchange.
Marketing communication provides both information (facts, ideas, brand image cues) and the op-
portunity for customer—company interaction. In other words, people have to know about it be-
fore they can buy it or sign up for it or donate to it. That is why the Wii launch involved a large
array of marketing communication tools, including new types of contact points with customers.
Beyond awareness, the new social media, such as Facebook, MySpace, Twitter, and YouTube,
also make it possible to have truly interactive communication with consumers. The Wii campaign
illustrates how MySpace can be used to generate a conversation about a new product.

Who Are the Key Players? The marketing industry is a complex network of professionals, all
of whom are involved in creating, producing, delivering, and selling something to customers. The
four categories of key players include (1) marketers, (2) suppliers and vendors, (3) distributors
and retailers, and 4) marketing partners, such as agencies. Consider also that these positions rep-
resent jobs, so you can use this information as a career guide should you be interested in work-
ing in marketing.

The marketer, also referred to (from the agency’s point of view) as the client, is any com-
pany or organization behind the brand—that is, the organization, company, or manufacturer
producing the product or service and offering it for sale. The Day in The Life story describes
the job of a marketing and communication manager, Peter Stasiowski, who works on the
“client side.” Stasiowski first started his career as an art director at Gargan Communications



A View from the Marketing
Communication Front Line

Peter Stasiowski, Marketing and Communication Manager, Interprint, Inc.

There's a big difference between working for an ad agency,
where the focus is on promoting many clients, and becom-
ing an individual company’s lone marketing professional,
where the focus is on promoting the company that signs
your paycheck.

The most obvious changes, such as fine-tuning one
marketing plan instead of juggling several, give way to more
subtle and important differences. When | traded my agency
title of art director and creative director for my current po-
sition as marketing and communications manager for an in-
dustrial printing company, | went from working with a group
of people dedicated to practicing good marketing commu-
nications to working with a group dedicated to printing
good décor paper for its customers in the laminate industry.

In my case, the opportunities to expand my marketing
skills beyond commercial art into areas like copywriting and
financial planning came with the responsibility to make
good marketing decisions without the security of an ad
agency'’s team behind me.

At its core, a day in my life as the marketing and com-
munications manager for Interprint is spent communicating
clear messages to the right markets as efficiently as possi-

ble. For example, to the broad laminate market, | write
90 percent of the articles for Interprint’s promotional mag-
azine about everything from our latest printing technolo-
gies to our environmental stewardship programs.

I'm also responsible for speaking with newspaper re-
porters, either to answer their questions or to promote a
press release. Then there's coordinating the construction of
trade show exhibits, planning press conferences, and, yes,
designing print advertising. It's all meant to get the good
word out to the right eyes and ears.

At the end of the day, my reward is knowing that as |
dive deeper into the fabric of one company and learn what
messages and media resonate with its customers, | gain
both a broader skill set and the unfiltered feedback that
ensures increasingly successful marketing efforts into the
future.

For more about Interprint, check out the company’s fact sheet at http://usa
.interprint.com/media.

Peter Stasiowski is a graduate of the advertising program at the University
of West Florida. He and his work were nominated by Professor Tom Groth
to be featured in this book.

With 14,641 miles of
paper and counting,

“Jamie and Eman went the extra mile,

Mike’s flawless color- v
matching run is the
longest in histo

... of anyone not

named Alex.

MTERPRINT
WTTRPRINT

in Massachusetts. In addition to his story, he has provided two business-to-business ads that
he designed for his company.

The materials and ingredients used in producing a product are obtained from other companies,
referred to as suppliers or vendors. The phrase supply chain is used to refer to this complex net-
work of suppliers who produce components and ingredients that are then sold to the manufacturer.
The distribution chain or channel of distribution refers to the various companies involved in
moving a product from its manufacturer to its buyers. Suppliers and distributors are also partners
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in the communication process and their marketing communi- ‘ess\ona\ and Trade Aqy i,
) in,

cation often supports the brand. Marketing relationships also
involve cooperative programs and alliances between two
companies that work together as marketing partners to create
products and promotions. For example, Leo Burnett created
brand partnerships for Wii with 7-Eleven, Pringles, and Com-
edy Central.

Business-to-Business
(Industrial)
What Are the Most Common Types of Markets? The word

market originally meant the place where the exchange be-
tween seller and buyer took place. Today we speak of a mar-
ket not only as a place (the New England market), but also as
a particular type of buyer—for example, the youth market or

the motorcycle market. The phrase share of market refers to Consumer Advertising

the percentage of the total sales in a product category a par-
ticular brand has.

As Figure 2.1 shows, the four main market types are (1) consumer, (2) business-to-business
(industrial), (3) institutional, and (4) channel markets. We can further divide each of these mar-
kets by size or geography (local, regional, national, or international).

* Consumer markets consist of people who buy goods and services for personal or household
use. As a student, you are considered a member of the consumer market for companies that
sell jeans, athletic shoes, sweatshirts, pizza, music, textbooks, backpacks, computers, educa-
tion, checking accounts, bicycles, and a multitude of other products that you buy at drug-
stores and grocery stores, which the marketing industry refers to as package goods (In
Europe these are called fast-moving consumer goods or fmcg.)

* Business-to-business (B2B) markets consist of companies that buy products or services to use
in their own businesses or in making other products. General Electric, for example, buys com-
puters to use in billing and inventory control, steel and wiring to use in the manufacture of its
products, and cleaning supplies to use in maintaining its buildings. Advertising in this category
tends to be heavy on factual content and information but it can also be beautifully designed as
Peter Stasiowski’s ads for Interprint demonstrate (see the previous Day in the Life feature).

 Institutional markets include a wide variety of nonprofit organizations, such as hospitals,
government agencies, and schools that provide services for the benefit of society. Universities,
for example, are in the market for furniture, cleaning supplies, computers, office supplies, gro-
ceries, audiovisual material, paper towels, and toilet paper, to name a few. Such ads are similar
to B2B ads in that they are generally heavy on facts and light on emotional appeals.

¢ Channel markets, as discussed earlier, include members of the distribution chain, which is
made up of businesses we call resellers, or intermediaries. Channel marketing, the process
of targeting a specific campaign to members of the distribution channel, is more important now
that manufacturers consider their distributors to be partners in their marketing programs. As gi-
ant retailers such as Walmart become more powerful, they can even dictate to manufacturers
what products their customers want to buy and how much they are willing to pay for them.

Most advertising dollars are spent on consumer markets, although B2B advertising is be-
coming almost as important. Firms usually reach consumer markets through mass media and
other marketing communication tools. They typically reach the other three markets—industrial,
institutional, and channel or reseller—through trade and professional advertising in specialized
media, such as trade journals, professional magazines, and direct mail, but even more so through
personal sales and trade shows and promotions.

Why Is Services Marketing Important? When some people think about “products,” they only
think about goods. This is unfortunate because services are the dominant part of the economy in
most developed countries. Health care, for example, is one of the largest industries in the United
States and it is a service industry.

Marketing a service-based business, however, is different in a number of ways from mar-
keting goods. For one thing, the product—insurance, banking, travel planning—is often intangi-
ble, although some services that “touch things” have a more tangible dimension, such as lawn

FIGURE 2.1

Four Types of Markets
The consumer market, which
is the target of consumer ad-
vertising is important but it is
only one of four types of
markets. The other three are
reached through professional
and trade advertising.
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This group of ads demonstrates advertising
directed at the three types of markets: consumer
(Keds), institutional (GE aircraft engines), and
channel (“Ka-ching”). What are the similarities
and differences in these three types of

CLICK HERE for
more testimonials

Don't miss out on today’s

juiciest beverage opportunity

advertisements?

Principle

In many economies,
services marketing, which
is intangible and creates a
more personal relationship
with the customer,
dominates goods
marketing.

care, car rentals, restaurants, and dental work. But even those services are not as tangible as buy-
ing a car or a video game.

Note that many goods manufacturers also offer a service—technical advice and setup, parts
and repair, financing, and so forth. Most companies have a customer service operation that pro-
vides follow-up services for many goods and also answers questions and deals with complaints
about products. But it’s more than just customer service. The global media VP at Kraft Foods, for
example, refers to Kraft’s iPhone application as providing important “connectivity between con-
sumers, brands, and content that they love.”2
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Another difference between a good and a service is the
relationship between the provider of the service and the cus-
tomer. In services marketing, the relationship is often closer
and more personal than the relationship between a manufac-
turer and the buyer of its goods. Another difference is that a
service usually involves a delivery process that may present
many opportunities for messages to be delivered. Think
about your last airline flight—how many contact points did
you encounter in the experience—making a reservation,
checking in, the flight itself, and getting your baggage. How
many messages did you receive during that process and were
they all positive?

How Does the Marketing Process Work?

The primary goal of the marketing process is to create and ex-
ecute a marketing plan, which is a document that sets up ob-
jectives and proposes strategies for using marketing elements
to achieve the objectives. The process of creating a market-
ing plan—and managing its execution—begins with market-
ing research. The research process helps marketers make a set
of key strategic and tactical decisions that guide deployment
of the marketing mix. The marketing planning process is out-
lined below. In later chapters on research and planning, we’ll
explore these topics in more detail.

Steps in the Marketing Planning Process

Step 1. Research the consumer market and the competitive
marketplace and develop a situation analysis or a SWOT
analysis (strengths, weaknesses, opportunities, threats).

Step 2. Set objectives for the marketing effort.

Step 3. Assess consumer needs and wants relative to the CLASSIC

product; segment the market into groups that are likely to
respond; farget specific markets.

Ads for Lydia Pinkham’s Vegetable Compound appeared in
newspapers in the 1870s with claims that the product “goes
to the very root of all female complaints.” How do products

Step 4. Differentiate and position the product relative t0  znd advertising like this compare with modern-day

the competition. pharmaceutical advertising?

Step 5. Develop the marketing mix strategy: develop strate-
gies for product design and performance criteria, pricing,
distribution, and marketing communication.

Step 6. Execute the strategies.
Step 7. Evaluate the effectiveness of the strategy.

What Key Concepts Drive Marketing Practices?

Historically marketers developed a product and then found a market for it. This is referred to as
a product-driven philosophy. The great inventive period surrounding the Industrial Revolution
saw patent medicines and over-hyped advertising flourish. Lydia Pinkham’s Vegetable Com-
pound, for example, made outrageous claims for a tonic with a base of 18 percent alcohol.? It was
certainly good for what ails you.

The marketing concept, which turned marketers’ attention toward consumer needs and wants,
has nudged marketing closer to a customer-focused philosophy rather than one based on production.

Focus on Consumers The marketing concept says marketing should focus first on identifying
the needs and wants of the customer, rather than just the company’s production capabilities. The
marketing concept involves two steps: (1) determine through research what the customer needs
and wants and (2) develop, manufacture, market, and service goods that fill those needs and
wants—that is, create solutions for customers’ problems.

Principle
Customer-focused
marketing is designed to
address consumer needs
and wants.
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After eight years of being voted best frequent flyer program,
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Ideally, marketers are able to match consumer needs and
wants to their products, either those in the current line or prospec-
tive products in research and development (R&D). In business-to-
business marketing, the customer may even be involved as a
partner in designing a new product or service.

Marketing communication can be designed to acquire con-
sumer feedback that leads to insights into consumer decision
making. This information then feeds back into marketing plans,
where it can stimulate new product developments that are bet-
ter designed to more efficiently and effectively meet customer
needs. The consumer-generated content mentioned in Chapter 1
has a parallel in marketing. For example, Threadless.com, an on-
line T-shirt retailer, invited consumers to create a T-shirt design
and upload it to the site where other consumers get to vote for
winners that will be offered for sale on the site.*

In advertising, the difference between a product and a con-
sumer focus lies in the orientation of the ad. Is it addressing a
consumer’s benefit or a product’s feature? Ideally it will do both
by interpreting product features in terms of consumer benefits.
United Airlines uses a consumer-focused approach for its Escapes
vacation planning service and a product focus for its Mileage
Plus frequent flyer program, which is shown here.

A note about terminology: We often use the words con-
sumer and customer interchangeably, but there are some differ-
ences in meaning. Consumer is a general term for people who
buy and use products and services, which is almost all of us. It’s
similar to the phrase general public. (However, we also make a

distinction between consumer and trade products and promotions, which recognizes that busi-
nesses and organizations also buy and use products and services, as well as individual con-
sumers.) The word customer, however, refers to someone who has purchased a specific brand or
visited a specific retailer. Customers have a closer link to a brand or a store because they have

taken action by buying or visiting. By virtue of that action, these people can be said to have a re-

lationship with a brand or store.

Differentiation, Competitive Advantage, and Positioning ~Although customer-centric market-
ing is important, marketing experts also point to the importance of differentiation as a selling
strategy. They recommend strategies that are informed by consumers, but led by fundamental

The Wii video game has the advantage of a large video
screen. It was important with the Nintendo Wii introduction
to provide hands-on demonstrations in places like malls
and stores so prospects could feel how the Wii works.
Experiencing how the product performs by getting
potential customers to try it was a key to the success of
the new product introduction.

marketing decisions that make the brand stand out as differ-
ent from its competition, a process known as positioning.’

How a brand is different and superior in some way is
called competitive advantage. This concept is referred to in
marketing strategy as product differentiation. The point of
difference is seen in the way the product is positioned relative
to its competitors. We’ll talk about positioning more in the
branding discussion later in this chapter and in Chapter 7. A
product can be differentiated and therefore positioned in a va-
riety of ways: by price, design, performance, distribution, and
brand image. In a market-driven economy, product features
and claims, such as quality and cheaper price, help marketers
establish an advantage over the competition.

A classic example of differentiation is Maytag washers,
which are sold based on their quality of design and con-
struction and, hence, reliability. This perception of reliabil-
ity has been instilled by marketing communication and the
use of the famous “lonely repairman” brand character. The
brand’s slogan, “The Dependability People,” also personal-
izes the product and adds a note of employee responsibility
to the image. This differentiation strategy is based on the



CHAPTER 2 ¢ INTEGRATED BRAND COMMUNICATION 41

quality of the product, as well as on creating a brand position in the
minds of consumers.

Added Value Another reason marketing communication activities are
useful, both to consumers and to marketers, is that they add value to a
product. Added value refers to a marketing communication activity that
makes the product more valuable, useful, or appealing to the consumer.
With no added value, why pay more for one brand over the competition?
A motorcycle is a motorcycle, but a Harley-Davidson is a highly coveted
bike because of the brand image created by its advertising. Advertising
and other marketing communication not only showcase the product’s
value but also may add value by making the product appear more desir-
able. Providing news and useful information of interest to consumers
is another way that advertising adds value, as the United ad demon-
strates. An example comes from a commercial for Idaho Potatoes, which
provides information about peeling potatoes as a strategy to reinforce its
dominance of its category.

Other aspects of marketing strategy can add value. For example, the
more convenient the product is to buy, the more valuable it is to the cus-
tomer. Likewise, the lower the price, the more useful features a product
has, or the higher its quality, the more a customer may value it. Ensuring
the product’s utility and convenience is one of the tasks of customer-
oriented marketing and the point of many advertisements. These other
aspects that add value are found in the marketing mix strategy.

What Is the Marketing Mix?

As mentioned earlier and as shown in Figure 2.2, the traditional marketing mix includes four pri-
mary elements, sometimes referred to as the “four Ps”: the product, its price and place of distribu-
tion, and its promotion (marketing communication).* To a marketing manager, marketing
communication is just one part of the marketing mix. The importance of marketing communication
relative to the other three Ps differs by product category and sometimes even by brand. The follow-
ing list explains the components of the marketing mix:

The Product The focus of the Four Ps is the product (goods, service, or ideas). Design, perfor-
mance, and quality are key elements of a product’s success. Some products, such as Puma’s
athletic shoes and apparel, are known for their design, which becomes a major point of differ-
entiation from competitors. Performance is important for technical products, such as Nintendo’s
Wii, particularly when they are introduced to the market. A product launch for a new brand such
as Sprint’s Android or Apple’s iPad depends on announcements in the media usually involving
both publicity and advertising. The goals of the communication are to build awareness of the new

Product

* Design and development
* Performance

* Branding

* Packaging

Place (Distribution)
* Channels
* Market coverage
¢ Push—pull
e Co-op advertising

Promotion
(Marketing
Communication)

Promotion (Marketing
Communication)
Personal selling
Advertising

Sales promotion
Point of purchase
Customer service
Public relations
Direct marketing
Merchandising
Packaging

Events, sponsorships

Price

» Psychological pricing
* Sales

e Price/value

*The term marketing mix was introduced by Harvard advertising management professor Neil Border in 1953; the four
Ps were popularized by Michigan State marketing professor E. Jerome McCarthy in 1960.

Dawn Wells, who
played Mary Ann on
Gilligan’s Island,
demonstrates a trick
about peeling potatoes
in this commercial for
Idaho Potatoes, the
only potato that has
successfully been

branded.

FIGURE 2.2

The Four Elements

of the Marketing Mix

The four marketing mix ele-
ments and their related tools
and marketing communica-
tion techniques are the basic
components of marketing.
Marketing communication is
shown in the middle and
overlapping because the other
three—product, price, and
place—all have communica-
tion effects.
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brand and to explain how this new product works and how it
differs from competitors.

Product performance—how it handles or is used—sends
the loudest messages about a product or brand and determines
whether or not the product is purchased again or the buyer rec-
ommends it to others. Computer buyers, for example, will as-
sess performance by asking: Is it easy to use? Does it crash?
How big is its memory? Quality is another product feature that
is often linked to upscale brands, such as Mercedes and Rolex.
The idea is that if the product is well engineered and its manu-
facturer maintains a high standard of quality, then the brand
will last and perform at a high level.

Pricing The price a seller sets for a product is based not
only on the cost of making and marketing the product, but
This sign for McDonald’s highlights its $1 items. The $1 menu 4150 on the seller’s expected margin of profit. Ultimately, the
has become a competitive battleground for the fast-food price of a product is based on what the market will bear,
category. the competition, the economic well-being of the consumer,
the relative value of the product, and the consumer’s ability
to gauge that value, which is referred to as the price/value proposition. An example is the famil-
iar Redbox kiosks offering videos for rent at $1 a night. These started in McDonald’s and now are
found in many other locations.®
With the exception of price information delivered at the point of sale, advertising is often the
primary vehicle for telling the consumer about price, as the McDonald’s breakfast promotion flyer
demonstrates. The term price copy, which is the focus of much retail advertising, refers to advertis-
ing copy devoted primarily to this type of information. A number of other pricing strategies, how-
ever, can affect how the price is communicated or signaled in advertising. During the Great
Recession, fast-food chains, as well as Walmart and, of course, discount and dollar stores, depended
on a value pricing strategy using the $1 price to signal money-saving offers.” Some prices are rela-
tively standard, such as those at movie theaters. In contrast, promotional pricing is used to commu-
nicate a dramatic or temporary price reduction through terms such as sale, special, and today only.
The price sends a message. Psychological pricing strategies use marketing communication
to manipulate the customer’s judgment of value. For example, ads showing prestige pricing—in
which a high price is set to make the product seem worthy or valuable—may be illustrated by pho-
tographs of the “exceptional product” in luxury settings or by copy explaining the reasons for a
high price. Consider a watch that costs $500—what does that price say? On one hand, it may say
that it’s a prestige or quality product; on the other hand, it might suggest that the watch is expen-
sive, maybe too expensive. In fact, the meaning of the price is dependent on the context provided
by the marketing communication, which puts the price in perspective.

Place (Distribution) It does little good to offer a good or service that will meet customers’ needs
unless you have a mechanism for making the product available and handling the exchange of pay-
ment for the product. What marketers call distribution includes the channels used to make the
product easily accessible to customers.

Puma, for example, is growing the market for its shoes and athletic apparel because of its
unusual approach to distribution. Its channel marketing strategy delivers Puma products to ex-
clusive and mass-market audiences, selling its edgy designs to trendy retailers and then placing
its more mainstream products in mall stores. Foot Locker might sell the GV special, a style based
on a retro Puma tennis shoe from its glory days 30 years ago; at the same time an independent
fashion store might carry a basketball shoe in fabrics like snakeskin or lizard. In recent years,
Puma has expanded its distribution program to include its own stores, which greet customers with
a unique shopping environment reflecting the personality of the Puma brand.

The choice of a distribution channel also sends messages. The image of an athletic shoe, like
Puma, can be quite different if it’s sold in Kmart, as opposed to Nordstrom. Marketing managers
consider a variety of channels when choosing distribution strategies.

The Internet has brought another distribution question. “Clicks or bricks” is a phrase used to
describe whether a product is sold online (clicks) or in a traditional store (bricks). Another distri-
bution strategy involves the use of intermediaries, such as retailers. Direct marketing compa-
nies, such as Lands’ End and Dell, distribute their products directly without the use of a reseller.
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The sale is totally dependent on the effectiveness of the direct-response advertising. The more fa-
miliar strategy of distributing the product through one or more distributors and retailers is what
we described earlier as channel marketing.

Another distribution-related strategy involves the distinction between push and pull strategies.
A push strategy directs marketing efforts at resellers, and success depends on the ability of these in-
termediaries to market the product, which they often do with their own advertising. In contrast, a pull
strategy directs marketing efforts at the consumer and attempts to pull the product through the chan-
nel by intensifying consumer demand. The decision to use a push or pull strategy determines, to some
extent, the audience to be targeted and the nature of the demand to be addressed by the message.

Marketing Communication The last of the Four Ps is promotion, or what we call marketing com-
munication (marcom, for short), which includes such tools as advertising, public relations, sales pro-
motion, direct response, events and sponsorships, point of sale, digital media, and the communication
aspects of packaging, as well as personal sales, and a number of new forms of online and place-based
communication that have emerged recently. The rest of the book is focused on this element—our goal
is to help you understand how marketing communication works to support a marketing plan.

In Figure 2.2, note how we positioned marketing communication in the center of the Four Ps.
The point is, as you may remember from our First Principle of IMC in Chapter 1 that everything
communicates. In practice, we can rephrase that to say everything in the marketing mix can send a
message. How the product is designed and how it performs, where the brand is sold, and at what
price—all of these marketing decisions send messages about the brand’s position, quality, and image.

In fact, we can rephrase that first principle again as “Everything a brand does, and some-
times what it doesn’t do, can send a message.” Unintentional messages come from brand experi-
ences; for example, a long wait on a customer service help line or the inability of a company
representative to answer a product safety question sends the message that the company doesn’t
value a customer’s time or safety. Those messages can be more powerful—in a negative way—
than anything said in the advertising. That’s why it’s necessary to monitor all marketing elements
from a communication perspective.

The same creative spirit that drives Puma’s product design also drives its marketing com-
munication, which typically uses nontraditional ways to connect with customers, such as word of
mouth and other marcom programs that promote the brand on the street and on the feet of its devo-
tees, as well as on the Internet. Retailers praise Puma for its eye-catching, in-store merchandising
displays. Other clever ideas include promotions at sushi restaurants during the World Cup held in
Japan and South Korea. Puma got a well-known sushi chef to create a special Puma sushi roll that
was served in select Japanese restaurants in cities around the world. These restaurants also dis-
cretely announced the sponsorship through Puma-branded chopsticks, sake cups, and napkins. At
the same time, Puma partnered with the U.K.-based Terence Conran design shop to sell an exclu-
sive version of its World Cup soccer boot and held weekend
sushi-making events at the Conran home furnishings store.

One type of communication that we don’t discuss in
depth in this book is personal sales because in most compa-
nies it is managed separately from marketing communication.
Because that area is particularly important to marketing pro-
grams, however, we’ll briefly introduce it here. Personal
sales relies on face-to-face contact between the marketer and
a prospective customer, rather than contact through media. In
contrast to most advertising, whose effects are often delayed,
marketers use personal selling to create immediate sales to
people who are shopping for a product. In Nintendo’s case, it
was important to have trained salespeople demonstrate how
to play the Wii video game.

The different types of personal selling include sales
calls at the place of business by a field representative (field
sales), assistance at an outlet by a sales clerk (retail selling),
and calls by a representative who goes to consumers’ homes

Principle

Every part of the
marketing mix, not
just marketing
communication—
sends a message.

Founded in Germany in 1948, Puma was famous initially as
a producer of innovative athletic-training shoes. A global
brand that now includes fashion-statement apparel and
accessories, as well as footwear, it has left its paw prints in
more than 80 countries. Go to www.puma.com to see

(door-to-door selling). Marketing communication works as a
partner with sales programs to develop leads, the identifica-
tion of potential customers, or prospects. Lead generation

Puma'’s newest designs. How important is design to this
manufacturer and how can you assess that and other
marketing mix decisions from this website?


www.puma.com
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Principle

A brand is more than a
product. Companies make
products but sell brands.

Second Principle

of IMC

A brand is a unified vision
(the art) and a complex
system (the science).

is a common objective for trade promotion and advertising. Personal sales are even more impor-
tant in business-to-business marketing for reaching key decision makers within a company who
can authorize a purchase.

The management challenge, then, is to manage all of the messages delivered by all aspects
of the marketing mix, including marketing communication, so they work together to present the
brand in a coherent and consistent way.3

WHAT IS MARCOM'’S ROLE IN BRANDING?

A management function that creates the tangible and intangible elements of a brand is called
branding. Through effective marketing communication that establishes a unique identity, the
brand engages the hearts and minds of consumers in a process that differentiates similar products
from each other.

Given your experience, how would you define a brand? You have pieces of a definition from
our previous questions: past positive experience, familiarity, a promise, a position, an image.
Here’s how we would define a brand: A perception, often imbued with emotion, which results
from experiences with and information about a company or a line of products. Other definitions
point to a mixture of tangible and intangible attributes, as well as the symbolic importance of the
trademark, which stands for the brand, and the value the brand offers to both the consumer and
the company. We’ll explain these factors in the following discussion.

A brand is more than a product. Hamburgers are products—but the Big Mac and Whopper
are brands. Toothpaste is a product (also the product category)—Colgate and Crest are brands of
toothpaste. Branding applies to services as well as goods—State Farm and the U.S. Postal Ser-
vice (USPS) are also brands—and to nonprofits, such as United Way and Habitat for Humanity

In fact, all organizations with a name can be considered brands. The A Matter of Practice
feature explains how organization brands are distinct from product brands. In particular, as inter-
national branding expert Giep Franzen explains: “Organizations should be aware that simply by
existing and interacting with others, an organization is branding itself. So branding the organiza-
tion is inevitable. It is going to happen whether the process is managed or not.”

Sometimes the difference between brands in the same product category lies in product
features—how the hamburger is made and the chemistry of the toothpaste—but often we
choose one brand over another because of a difference in the brand impressions we carry.
Companies make products but they sell brands. A brand differentiates a product from its com-
petitors and makes a promise to its customers.

Branding involves a complex set of philosophies and activities. A successful brand is the
product of both science—in the management of a complex system of activities—and art—a vi-
sion of the essence of the brand in which all the pieces and parts fit together perfectly in a coher-
ent brand perception.® This is the Second Principle of IMC: A brand is a unified vision (the art)
and a complex system (the science). In other words, marketing communicators are managing a
multiplicity of brand activities and programs that are interrelated and only work well to the ex-
tent that they work together. When they work together with a single vision of the brand essence,
like a great orchestra, the pieces and parts fit together perfectly generating meaning and creating
something value. That’s the art of brand management.

How Does a Brand Acquire Meaning?

A brand is, in fact, a perception—an identification that we assign to the products we know and
use. What do we mean by that?

Think about this: why does one brand sell twice the number of products as another when
there is no basic difference in product attributes or performance and both brands sell for the same
price? The answer is—a difference in the brand meaning. Meaning-making ideas and images are
what marketing communication delivers to brands. This perception, this brand meaning, is the
one thing a brand has that can’t be copied. Competitors can make a similar product, but it’s dif-
ficult for them to make the same brand because brand meaning is built on personal impressions.

A Brand Is a Perception A brand, then, is basically a perception loaded with emotions and feel-
ings (intangible elements), not just a trademark or package design (tangible elements). Tangible
features are things you can observe or touch, such as a product’s design, ingredients, components,
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The Complex World of Organization Branding

Giep Franzen, Founder of FHB/BBDO, a leading advertising agency in the Netherlands, and also founder of SWOCC,
a foundation at the University of Amsterdam for scientific research in brand communication

Until about the 1990s brands
were mainly attached to prod-
ucts and services. Companies,
retailers, and media operating
under a corporate name were
aware of the fact that their en-
tity had a “corporate image,”
but they usually did not look
upon their name as a brand un-
less it was used to identify their of-
ferings to the consumers.

Banks were banks, shops were shops, magazines
were just magazines. That has changed dramatically.
Bank names, retail names, and magazine titles almost
overnight became brands. And now, at the end of the
first decade of the 21st century, almost anything with a
name is regarded as a brand—persons, communities,
locations, countries, orchestras, baseball teams, and
what have you. Branding no longer is the exclusive
realm of package goods, durables, and services—it is an
all-encompassing phenomenon that relates to all orga-
nizations and entities in society.

The word corporate is less appropriate to represent
this new kind of branding because its connotations are
so much dominated by “business.” But corporate also
implies “organizations”—both profit and nonprofit—
and therefore we prefer to refer to “organization brand-
ing,” which also better distinguishes this class of brands
from product brands.

Before accepting the concept of organization brand-
ing, we need to understand what organizations are.
This is where the concept of “identity” comes in. Iden-
tity is the set of interdependent, central, unique, and
salient characteristics that define an entity. It is the
essence of an organization. Identity refers to a rela-
tive consistency of appear-
ances, values, beliefs, atti-
tudes, and behaviors—
agreement in the defining
and meaningful attributes

Organization Branding

expresses the organization, lives in the minds of con-
sumers, and should be relevant for their interests.

The model below illustrates the three building
blocks that our team of scholars at the SWOCC Foun-
dation believe are important in managing an organiza-
tion brand. The categories are Organization Identity,
Consumer/Customer Characteristics, and a category we
call “Brand Framework,” which includes all the compo-
nents attached to the brand by the organization, and re-
lated to it by the consumers and other stakeholders.
Here is a brief summary of the elements included in
these categories and in this model:

e Organization Identity Identifiers, business category,
physical identity, history, organization culture, behav-
iors, outlook, ideology, performance, and reputation.

e Consumer/Customer Characteristics Sociodemograph-
ics, needs and goals, values and lifestyles situations, cat-
egory experiences and attitudes, and brand relationships.

e Brand Framework Brand signs, brand architecture,
brand domains and products, brand presence, brand
experiences, brand meanings, brand essence, brand
function, brand positioning, brand evaluation, brand re-
lationships, market brand equity.

The model below illustrates the nature of the rela-
tionship between the three building blocks. They are
mostly self-evident. “Brand Orientation” is an approach in
which the management of an organization revolves around
the creation, development, and protection of its brand.

Obviously the influence of the elements varies over
different types of organizations. This means that there
cannot be a “one-size-fits-all” model for organization
branding. For each type of organization, the most rele-
vant elements have to be identified and assembled in a
situation-specific model.

of an organization. Organization

Identity

Organizational brand-
ing is a harmonization of the
organization’s identity and
its image. The values inside
the organization should be
compatible with the brand
values that are being com-
municated, recognized, and
valued by customers and
other consumers.

The brand is the linch-
pin between an organiza-
tion and stakeholders. It

Perception and Employees
experiences Shareholders
Stakeholder Customers
- - - Characteristics Authorities
Visual signs, behaviors, :
and communications Commumty
Media

Framework
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Principle

A brand transforms
products into something
more meaningful than the
product itself.

size, shape, and performance. Intangibles include the product’s perceived value, its brand image,
positive and negative impressions and feelings, and past experiences customers have had with the
brand or company. Intangibles are just as important as the tangible features because they create
the emotional bonds people have with their favorite brands and because they are impossible for
the competition to copy.

But even intangibles can lend monetary value and legal protection to a brand’s unique iden-
tity. Read Tales of Twitterjacking at www.pearsonhighered.com/moriarty and consider the impor-
tance of a brand presence in a situation faced by Twitter: the hacking and hijacking of its accounts.

All the impressions created by a brand’s tangible and intangible features come together as a
brand concept—the brand and what it means—that exists in people’s hearts and minds. It results
not only from experiences with the product, but also from messages acquired from marketing
communication. Such impressions are particularly important in what we call parity products
such as soap, gasoline, and other products with few distinguishing features. For these products,
feelings about the brand can become the critical point of difference.

The meaning of a brand is an aggregation of everything a customer (or other stakeholder)
sees, hears, reads, or experiences about a company or a specific brand. This meaning, however,
cannot be totally controlled by management. A company can own a brand name and brand sym-
bol and influence to some degree what people think about the brand, but it can’t dictate the brand
impression because that exists in people’s minds and is derived, as we’ve said, from their personal
experiences.

Brand Transformation A basic principle of branding is that a brand transforms a product—
goods as well as services—into something more meaningful than the product itself. A Tiffany
watch is more than a timepiece—it is also different from a Swatch even if they both have the same
basic components, and both are different from a generic Kmart watch with an unknown brand
name. Brand transformation creates this difference by enriching the brand meaning. Brand
meanings are more complex than impressions because of what they symbolize. The Tiffany brand
symbolizes quality, sophistication, and luxury; a Swatch brand is fun and fashionable; a generic
watch is inexpensive and utilitarian.

The development of the Ivory Soap brand by Procter & Gamble in 1879 represented a ma-
jor advance in branding because of the way its makers built a meaningful brand concept to trans-
form a parity product—soap—into a powerful brand—Ivory. Just as the Macintosh “1984”
commercial in Chapter 1 represents one of the all-time great ads, Ivory represents one of the all-
time great marketing stories.

For some products and categories, the brand is a huge factor in consumer decision mak-
ing. We say a brand creates value for consumers in the sense that it makes it easier to find and
repurchase a familiar product. Table 2.1 lists the top 20 brands in the world based on estimates
of their brand value. Google is the first $100 billion brand and has been in the number one spot
for the previous three years. Analyze this list and see if you can determine how many of the
global leaders are also U.S. leaders. These rankings are typically based on financial perfor-
mance of the brand, as well as the brand’s strength as measured by various types of proprietary
brand valuation formulas. The BrandZ methodology was used to create this list by Millward
Brown Optimor, a brand consultancy company, in partnership with the WPP global commu-
nication holding company.

Compare the value of a recognized brand to a generic brand and a store brand. Generic brands
were originally sold in a black-and-white no-frills package at low prices. Store brands, also called
house brands or private labels, are products manufactured to the store’s requirements and labeled
with a brand distinctive to that store. In supermarkets, 15 percent of the sales, on average, are store
brands for total sales of $54.7 billion in 2009.10 Originally these store brands were assigned to in-
expensive products and customers bought them based on their price. In periods of economic down-
turn, retailers have found that these inexpensive products hold more value for frugal customers.

Some retailers realize that their store brands can stand for quality and value. Craftsman is
the store brand for Sears tools and Kenmore is the Sears brand for appliances—both of these have
gained acceptance as quality brands. Kirkland, Costco’s private label, shows up on everything
from groceries to men’s dress shirts. A 2009 study by the market research firm Information Re-
sources Inc. found that nearly 80 percent of U.S. shoppers now think positively about private-
label products, an increase of 7 percent from 2008."!


www.pearsonhighered.com/moriarty
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It’s Pure and It Floats

A basic principle of branding is that a brand takes on
meaning when it makes a product distinctive within its
product category. Procter & Gamble accomplished that
by creating identity elements for its soap brand Ivory be-
fore anyone had thought of making a bar of soap a dis-
tinctive product. The Ivory brand identity system also
called attention to innovative features of the product.
Here's the background story about how Ivory came to be
one of the first and most successful brands of all time.

Before the Civil War, homemakers made their own
soap from lye, fats (cooking grease), and fireplace ashes.
It was a soft, jelly-like, yellowish soap that would clean
things adequately, but if it fell to the bottom of a pail, it
dissolved into mush. In Victorian times, the benchmark
for quality soap was the highly expensive castile bar—a
pure white soap imported from the Mediterranean and
made from the finest olive oil.

William Procter and James Gamble, who were part-
ners in a candle-making operation, discovered a formula
that produced a uniform, predictable bar soap, which
they provided in wooden boxes to both armies during
the Civil War. This introduced the concept of mass pro-
duction and opened up a huge market when the soldiers
returned to their homes with a demand for the bars of
soap. But back at home the bars of soap were still yellow
and sunk to the bottom.

Procter & Gamble hired a chemist to create a white
bar equivalent to the legendary castile bar. The chemist's
work represented the first time scientific-based research
and development (R&D) was used to design a product.
In 1878 P&G white soap was invented. It was a modest
success until the company began getting requests for
the “soap that floats.” One legend is that a worker in
1879 accidentally left the soap-mixing machine operat-
ing during lunch, resulting in an unusually frothy mixture.
Recent research, however, has found that James Gamble
may have always intended for Ivory to float. Whether ac-
cident or intention, it led to one of the world’s greatest
statements of a product benefit: “It floats.”

Other decisions also helped make it a branding
breakthrough. In 1879 one of the P&G family was in
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church listening to a scripture about ivory palaces and
proposed that the white bar be renamed Ivory Soap.
Now the great product had a great name as well as a
great product benefit. Rather than asking for soap—soap
was soap—and taking a bar from the barrel, customers
could now ask for a specific product they liked by name.

But that wasn't the end of P&G'’s branding innova-
tions. A grandson who was determined to match the
quality of the legendary castile soap again turned to
chemists and independent laboratories to determine the
purity of both castile and Ivory. In 1882 the research
found that the total impurities in Ivory added up to only
0.56 percent, which was actually lower than that of the
castile bars. By turning that into a positive, Harley Proc-
ter wrote the legendary slogan that Ivory is “99 and
44/100 percent pure.” Thus was born a pledge of qual-
ity that became one of the most famous brand slogans
in marketing history.

Note: To read more about the history of this famous brand, check out
www.ivory.com/purefun_history.htm.

Sources: Charles Goodrum and Helen Dalrymple, Advertising in America,
New York: Harry N. Abrams, 1990; Laurie Freeman, “The House That Ivory
Built: 150 Years of Procter & Gamble,” Advertising Age, August 20, 1987:
4-18, 164-220; "P&G History: History of Ivory,” June 2004, www.pg.com.
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Table 2.1 Top 20 Brands Based on Brand Value

Global Brand Top 20 2009 Brand Value ($m) % Change from 2008
1. Google $100,039 16
2. Microsoft 76,249 8
3. Coca-Cola 67,625 16
4.1BM 66,622 20
5. McDonald’s 66,575 34
6. Apple 63,113 14
7. China Mobile 61,283 7
8. General Electric 59,793 -16
9. Vodafone 53,727 45

10. Marlboro 49,460 33

11. Walmart 41,083 19

12. ICBC (Industrial and Commercial Bank of China) 38,056 36

13. Nokia 35,163 -20

14. Toyota 29,907 -15

15. UPS 27,842 -9

16. BlackBerry 27,478 100

17. Hewlett-Packard 26,745 -9

18. BMW 23,945 -15

19. SAP 23,615 9

20. Disney 23,110 -3

Sources: “BrandZ™ Top 100 Most Valuable Global Brands 2009,” Millward Brown Optimor Report, www.millwardbrown.com/Sites/
Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf; “"BRANDZ™ Top 100 Most Valuable Global Brands Now Worth $2 Trillion,”
Millward Brown Optimor Press Release, April 29, 2009.

What Are the Key Components of a Brand?

Although Franzen and the SWOCC team investigating the nature of organization branding (see
the earlier A Matter of Practice feature) identified many elements in branding, for our discussion

m here we will only consider three key strategic decisions—identity, position and promise, and im-
If branding is successful, age and personality—that guide the development and management of a brand.

then you refer to a specific

brand by name, rather Brand Identity A critical function of branding is to create a separate brand identity for a prod-
than its general category uct within a product category. Analyze the language you use in talking about your own things. Do
label. you buy chips or Doritos? Do you drink a soft drink or a Pepsi? Do you wear tennis shoes or Nikes?

Logos help identify a product or idea. Which of these logos do you think are the most effective?


www.millwardbrown.com/Sites/Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf
www.millwardbrown.com/Sites/Optimor/Media/Pdfs/en/BrandZ/BrandZ-2009-Report.pdf
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If branding works, then you refer to a specific brand by name, rather than a generic category when
discussing a product. Brand identity cues are generally the brand name and the symbol used as a
logo—think of the “swish” graphic that symbolizes Nike and the leaping cat for Puma.

The choice of a brand name for new products is tested for memorability and relevance. The
idea is that the easier it is to recognize the identity cues, the easier it will be to create awareness
of the brand. That also makes it easy to find and repurchase a brand, which is an important fac-
tor in customer repurchase decisions. Successful brand names have several characteristics:

* Distinctive A common name that is unrelated to a product category, such as Apple for a
computer, ensures there will be no similar names creating confusion. It can also be provoca-
tive, as in the Virgin line.

* Association Subaru, for example, chose Outback as the name for its rugged SUV hoping the
name would evoke the adventure of the Australian wilderness.

* Benefit Some brand names relate to the brand promise, such as Slim-Fast for
weight loss and Head & Shoulders for dandruff control shampoo.

* Heritage Some brand names reflect the maker, such as H&R Block, Kellogg’s,
and Dr. Scholl’s. The idea is that there is credibility in a product when makers
are proud to put their names on it, particularly in some international markets,
such as Japan, where the company behind the brand is an important part of the
brand image.

*  Simplicity To make a brand name easier to recognize and remember, brand
names are often short and easy to pronounce, such as Tide, Bic, and Nike. Be-
cause of the increase in multinational marketing, it is also important that names
properly translate into other languages.

When Coke moved into the Chinese market in the late 1970s, it faced the im-
mediate problem of translating its well-known brand name into Chinese. Of course,
there are no equivalent Chinese words for Coca or Cola, and phonetic-based trans-
lations were meaningless. The ingenious solution was to use a group of four charac-
ters 7] 1 A[ 5K the first half means “tasty” or “delicious,” the next two characters
together mean “really happy.” Although it has come to stand as a generic phrase for
cola, the name for Coke in Chinese is roughly “tasty happy” cola. So Coke owns the
category. The effectiveness of the Chinese trademark has been an important factor in mak-
ing Coca-Cola the leading soft drink in China.!2 Coca-Cola’s brand name

Brand names are important but recognition is often based on a distinctive graphic. In  ceded to be represented in
fact, the word brand comes from branding of cattle, a practice that used a distinctive design  Chinese characters that had
element to represent the name of the ranch to which the cattle belonged. A number of ele- meaning for the Chinese

Although the distinctive logo
is known around the world,

ments contribute to the visual identity—logos, trademarks, market.
characters and other visual cues, such as color and distinctive
typefaces.

Alogo is similar to a cattle brand in that it stands for the
product’s source. A trademark is a legal sign that indicates
ownership. Originally these were simple symbols or initials
that silversmiths etched into their products, the “mark of the
trade.” In modern times, trademarks may include logos,
other graphic symbols, or even unusual renderings of the
brand name, such as the distinctive Coca-Cola script. A 3ol be Lt wide apen, Theres  new w10 lock ot .
trademark is registered with the government and the com-
pany has exclusive use of its trademark as long as it is used

hat happened to the name “zippe

consistently for that product alone. XEROX

Problems can arise when a brand name dominates a Rerox.com/learn 1-300-ASK-XEROX oxt. LEARN Technalogy | Dacument Management | Consalting Services |
product category, such as Kleenex and Xerox. In such situa- A A i 1 S o
tions, the brand name becomes a substitute label for the cat-
egory label. Refrigerator, laundromat, zipper, and aspirin = yarox has a long-running campaign that seeks to protect
lost the legal right to their names when they became generic  its name as a brand. Ads such as this warn against using

category names. Band-Aid and Q-tips, although legally reg-  Xerox as a general term for a copy machine or as a verb for
istered as indicated by their use of the registration symbol®,  making a copy.
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Principle have also crept into common usage as generic names— " “It’s a band-aid for the budget”—so they,

Brand communication sets  t00, are in danger of having their brand names become generic category labels.

expectations for what will

happen when the product ~ Brand Position and Promise Beyond the basic identification elements, another strategic de-

is used through the virtual  cision in brand development involves deciding the correct brand position. We mentioned ear-

contract of a brand lier that positioning is a way to identify the location a product or brand occupies in consumers’

promise. minds relative to its competitors—higher, lower, bigger, more expensive. Related to position
is the brand promise. From a consumer viewpoint, the value of a brand lies in the promise it
makes. “It floats” and “99 and 44/100 percent pure” are both promises that identify key sell-
ing points for Ivory Soap. In other words, the brand through its communication sets expecta-
tions for what a customer believes will happen when the product is used. Because of past
experience and advertising messages, you know what to expect—that’s what a brand promise
means.

Consistency is the backbone of a promise. The promise needs to be delivered not just by
the advertising but at all points of contact with a brand. Furthermore, the brand has to deliver
on the promise. Many weak brands suffer from overpromising. Using hype and exaggeration,
they promise more than they can deliver and consumers end up disappointed. If a cough drop
promises relief from throat irritation, then it better deliver that relief. If it also promises good
taste, then it better not disappoint with a bitter medicinal flavor. Successfully identifying and
then delivering the promise are part of the platform for building a long-term brand relationship
with customers.

Brand Image and Personality ~Another aspect of brand meaning is brand image, which refers
to something more complex than a brand impression. More specifically a brand image is a men-
tal picture or idea about a brand that contains associations—Iluxury, durable, cheap—as well as
emotions. These associations and feelings result primarily from the content of advertising and
other marketing communication. For example, what do you think of when you think of the
Marines, Ben & Jerry’s ice cream, the Chicago Cubs, or Celestial Seasonings teas?

A brand personality symbolizes the personal qualities of people you know—bold, fun, ex-
citing, studious, geeky, daring, boring, whatever. Probably the greatest brand personality ever cre-
ated was for Harley-Davidson. How do you describe the Harley brand personality? Partly it’s the
people who you associate with the brand, people you may think of as black-leather, devil-may-
care individuals who are a little on the outlaw side. It doesn’t matter that in their real lives, Harley

Principle owners may be doctors, lawyers, or professors. When they put on that black jacket and climb on
Brands speak to us the bike, they are renegades of the road. The Harley brand personality reflects the people who ride
through their distinctive . S .

images and personalities. it, and the people who r1d§ it reflect the Harley brand personahty. o .

Each brand sends a different message because of the image or personality it projects through
its marketing communication. If you give your mother a Tiffany watch, she knows you care and
were willing to spend a lot of money to demonstrate your caring. If you give a friend a Swatch,

you may be saying you think she’s a fashionista
and someone who likes to make a fashion state-
ment. If you give your little brother a generic
watch from Walmart, you might be saying that
he needs a timepiece that works even though he
may lose it or break it. Brands speak to us
through their images and personalities.

A brand takes on a distinctive meaning as
the branding elements—identity, position, prom-
ise, image, and personality—come together to
create a coherent and unified perception.!3

How Is Brand Equity Developed?

CONTAINS CAFFEINE * 20 TEA BAGS * NETWT 1.2 OZ Brandmg not. only differentiates produch, but also
increases their value. A brand and what it symbol-

Celestial Seasonings uses its distinctive packages to send messages to izes can affect how much people are willing to pay
consumers about its brand image. In what way do packages like this for it—and that’s true for computers, as well as

reinforce the brand personality? cars and cornflakes. Brand studies consistently
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find that in blind taste tests, people perceive the recognizable brand as tasting better than an unknown
brand, even when the sample is identical. It’s only a perception in their minds, not an actual taste. And
when identical products carry different labels, people will pay more for the recognizable brand. Why
do you suppose that’s so?

Brand Value Branding not only differentiates products, but also increases their value to con-
sumers. The value of branding lies in the power of familiarity and trust to win and maintain
consumer acceptance. If a well-known brand name has been tested over time, it’s familiar and
dependable, plus it carries the associations created through the marketing communication. All
of these qualities add value to the brand and make it possible to give a familiar brand a pre-
mium price compared to unknown brands. The ACW Ironworks branding campaign is an ex-
ample of how a brand identity is designed and conveyed through various types of marketing
communication.
Brand value comes in two forms—the value to a consumer and the value to the corporation.
The first is a result of the experiences a customer has had with a brand; the second is a financial
measure, which we call brand equity.
On the customer side, some brands have loyal users who purchase the brand repeatedly.
Powerful brands are those that retain their customers who will repeatedly buy the product or ser-
vice. Brand relationship programs that lead to loyalty are important brand strategies. Brand re-
lationship communication, therefore, aims to deliver reminders about familiar brands and build
trust. Brand loyalty programs offer rewards for repeat business. The frequent flyer and frequent
buy programs, for example, provide incentives to loyal customers. Third Principle of IMC
Brands also have a financial value that can be plotted on corporate balance sheets. Brand relationships drive
This brand equity is the intangible value of the brand based on the relationships with its  brand value.

* ACW IRONWORKS

AT THE TURN OF THE 15TH CENTURY, one THING WaS
CLEAR: AMERICA LOVED BASEDBALL. FANS STREANER INTO
STADIUMS TO ENJOT BOT DOOS AND POPCORN AND WATCH NEW-
TOUND HEROES on THE OREIN sTact BEFORE THEN. A

NTAGE BASEBALL PLAYER AND NS . 1 : NATIONAL PASTIME was 0B,

ASSIC SYMBOL OF OUR NATION'S HERITAOE. TH A 0N 1 J % T
DIRONS ADD CHARACTER AND CONVERSATIO! . - DISICNED IN THIS TRA. THEST VINTAOE BASEBALL PLAYER
L D TS L g ’ e ANDIRONS amr 4 CL.IES[(!___,STIHI‘I'L OF AMERICAN
- - - ] 1 3 HERITAGE. FaciNG EACH OTHER, THEY FORM A I SCENE
L1 8'2,2 ggg;:#ﬁ!‘;z& oF EVERYONE'S PAVORITE OAME. THE UNIAUE SET 15 A HoMD
= = RUN [N ANY ROON AND & PERFECT RATION FOR L FANS.

WWWACWIRONWORKS COM
1-800-096-4A0W

CAST IRON. INTCALOCKING LEOS.
IWTSETSTININANDISSITTSTININ

SHOWCASE
This branding campaign by the AdLab student agency at Boston University for ACW Ironworks featured a logo design, a business
card, and print advertising.
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stakeholders, as well as intellectual property, such as product formulations. These are
intangible assets beyond the tangible ones of plants, equipment, and land. When a
company is sold, a figure is calculated for the value of its brands—that’s the intangi-
ble side of corporate valuation.

Our Third Principle of IMC, then, is that brand relationships drive brand
value. That’s because brand relationships are built on a foundation of positive brand
experiences and truthful brand communication. The part of brand equity that is
based on relationships is also referred to as goodwill. It lies in the accumulation of
positive brand relationships, which can be measured as a level of personal attach-
ment to the brand that has revenue-producing potential.

Leveraging Brand Equity Brand managers will sometimes leverage brand equity
through a brand extension, which is the use of an established brand name with a re-

lated line of products. In effect, they launch new products but use the established name

Intel Inside is an example of
ingredient branding, in which a
computer manufacturer adver-
tises that it is using Intel chips
as a testimony to the product’s
quality. On what brands have
you seen this Intel Inside logo
exhibited? Do you think ingre-
dient branding like this works?

“I don't know who you are.

I don't know your company.

I don't know your company’s product.
I don't know what your company stands for.
I don’t know your company's customers.
1 don't know your company’s record.

I'don’t know your company’s reputation.

Now-what was it you wanted to sell me?”

MORAL: Sales start before your salesman calls—with business publication advertising.

McGRAW-HILL MAGAZINES
BUSINESS s PROFESSIONAL* TECHNICAL

CLASSIC

This ad ran in 1958 but it continues to show up in marketing
and communication books as an example of how important
it is to understand the client’s business and branding
situation. Furthermore, it helps to have brand awareness
and a positive brand identity before you try to make a sale.

because it is already recognized and respected. Because the brand is known, it carries
with it associations and feelings, as well as a certain level of trust. The disadvantage
is that the extension may dilute the meaning of the brand or may even boomerang neg-
atively. Usually the extension practice is used for related products, although Virgin,
which started out as a brand name for an airline, has had some success adapting its
brand name to various unrelated categories from bottled beverages to mobile phone
services, and music stores.

Another practice is co-branding, which is a strategy that
uses two brand names owned by two separate companies to cre-
ate a partnership offering. Co-branding is a common practice for
credit cards, such as the Visa and United Airlines Mileage Plus
card. The new brand name is Mileage Plus but the card carries
both the Visa and United Airlines identity information. The idea
is that the partnership provides customers with value from both
brands.

A strong brand may be attractive to other business partners,
as well, through a practice called brand licensing. In effect, a
partner company rents the brand name and transfers some of its
brand equity to another product. The most common example
comes from sport teams whose names and logos are licensed to
makers of all kinds of goods—shirts, caps, mugs, and other
memorabilia. You may also be aware of the practice of brand li-
censing for your own school. Universities and colleges generate
lots of money by licensing their names, logos, and mascots to
apparel makers, among many others.

Another way to leverage a brand is through ingredient
branding, which refers to the use of a brand name for a com-
ponent used in manufacturing in advertising and other promo-
tion. The most well-known example is the “Intel Inside”
phrase and logo used by other computer makers to call atten-
tion to the quality of the chips it uses in manufacturing its
products. Other examples of bragging about the quality of
components are found in advertising for outdoor wear that
announces the use of Gore-Tex, a lightweight, warm, water-
resistant fabric, and in food advertising that promotes the use
of NutraSweet or Hershey’s chocolate. For ingredient brand-
ing to be successful, the ingredient must have a high level of
awareness and be known as a premium product.

The point of this review of branding practices is that the
way a product is made or how it performs its services is no
longer the primary differentiating point. Marketing strategy
isn’t as much about promoting product features as it is about
creating brand meanings. It isn’t about gaining new cus-
tomers, but rather about building strong brand relationships.
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Ultimately, the stronger a brand is, the more value it has to all its stakeholders. Under-
standing how brands are built and managed requires an understanding of relationship-
building communication as the classic McGraw-Hill “client” ad illustrates.

Most of the added value that comes from an effective brand strategy is driven by market-
ing communication. Since positive brand relationships generate profits and accumulate as brand
equity, the success of branding depends on communication. In other words, advertising and
other marketing communication tools are the drivers of strong brands and create marketing suc-
cess stories.

WHY INTEGRATED MARKETING COMMUNICATION?

We mentioned earlier that advertising is only one type of marketing communication. The im-
portant thing to remember is that integrated marketing communication (IMC) is the prac-
tice of unifying all marketing communication messages and tools as well as the messages from
the marketing mix decisions, so that they send a consistent message promoting the brand’s
strategy.!4

Lingwall’s study of IMC education observed that “IMC has gained significant ground
among practitioners in public relations, advertising, and marketing over the past 15 years.”!5 In
fact, IMC is still a new concept and both professionals and professors are engaged in defining the
field and explaining how it works.

Total Brand Communication

Several things make the practice of IMC different from advertising. One is its focus on brand-
ing and brand communication. Duncan and Mulhern, the authors of a symposium report, explain
that, “IMC is, among other things, a process for doing advertising and promotion better and more
effectively in the process of building brands.”16

Tom Duncan, one of the architects of this new professional area, explains that IMC origi-
nally started out as focused on creating “one voice, one look” marketing communication, but
companies broadened that focus as they realized the need for greater consistency for all aspects
of brand communication and customer relationships.!” So the meaning of IMC has expanded be-
yond traditional marketing communication and encompasses what we are calling in this book “to-
tal brand communication.”

It might be helpful to consider how all of the communication we’ve been discussing fits to-
gether. Here’s the scheme: advertising and other marcom areas comprise the tools of marketing com-
munication in an IMC program. On a broader level, traditional marcom tools work with other
marketing mix communication messages to deliver brand communication. Those relationships are
depicted in Figure 2.3.

Organizing for IMC

One area of particular concern to managers is the coordination of all
of the agencies involved in creating the various brand messages.
Maurice Levy, CEO of the Paris-based Publicis Groupe holding
company, has criticized the way his agencies coordinate their work
on behalf of a brand. He contends that the giant company has suf-
fered from a “silo mentality” that hurts clients. He asks, “How do
we stop confusing clients with contradictory points of view coming
from teams each defending their little piece of turf—to the detriment
of the client’s interests?”’18 Check out the Publicis website,
www.publicisgroupe.com, to see how complex this problem can be
for a large international agency.

An IMC program is even more complex than a traditional
advertising plan because it uses more marcom tools and ad-
dresses more audiences. So another principle, the Fourth Prin-
ciple of IMC, states that you can’t be integrated externally if you
are not integrated internally. This principle identifies the critical

FIGURE 2.3

The Hierarchy of Brand Communication

Brand Strategy
Marcom Plan
Specific

MC Areas
(Adv, PR, etc.)

Principle

Most of the added value
that comes from an
effective brand strategy
and accumulates as brand
equity is driven by
marketing communication.

Fourth Principle

of IMC

You can't be integrated
externally if you are not
integrated internally.
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THE INSIDE STORY

Who’s the Integrator Here, Anyway?

Ed Chambliss, Vice President and Team Leader, The Phelps Group

| love smaller clients. I'm talking
about clients who have little-to-no
marketing department. Those
clients who recognize the im-
portance of integrated mar-
keting communication (IMC),
but don’t know how to actually
make it happen. They come to
us and say, “Here—you be the
integrator.” That's because most
smaller clients are smart enough to
know they don’t know everything and that's why you hire
a specialist. In this case, a specialist in IMC.

Over time, however, smaller clients become larger
clients. And larger clients need in-house marketing de-
partments, and marketing departments need marketing
directors, and marketing directors need to be the inte-
grators because, well, that's their job.

Which leaves a lot of marketing directors wondering,
“If I'm the integrator, why should | hire an IMC agency?
Why don't | just hire a bunch of agencies that are each
‘best in breed’ and then I'll integrate all of them myself?”
It's a fair question. And one that should be answered with
other questions. To start, does the marketing director re-
ally know how to be an integrator? That is, do they have
the formal training in how to create an organization and
processes that can orchestrate all of the brand touch
points, both outbound and inbound, across multiple sup-
pliers? Or do they merely believe that integration sounds
like a great idea and think they can make it happen?

Chances are, the marketing director isn't one of the
handful of trained IMC specialists out there. More likely,

they're a specialist in one particular area of marketing
communication who has been promoted into the “inte-
grator” position. For these clients, hiring an IMC agency
is a shortcut to integration. An IMC agency can advise
the marketing director about how to best integrate their
internal organization while doing all of the external
heavy lifting that true integration requires.

If the marketing director is trained in IMC, then
they’ll already be asking these questions: “Are the ‘best
of breed’ agencies | want to hire used to working in an
integrated fashion? Or am | going to spend all of my
time trying to get them to understand that the overall
puzzle is more important than just their one piece?”

This is where an IMC agency shines again. Whether
a client hires us to do everything or just one particular
type of work, they know that we understand the bigger
picture. As one of my IMC-trained clients (who, by the
way, hires us only for online work) says, “You guys get it.
You understand the big picture. With other agencies, it's
like explaining color to a blind man.”

In the end, integration needs to happen, so a smart
marketing director will assemble the team that has the
best possible chance of making it a reality. If it works, the
marketing director can take all of the credit. But if integra-
tion doesn’t happen, there's no credit to take. Only blame.

For more about the Phelps agency, check out www
.thephelpsgroup.com.

Chambliss graduated from the University of Colorado-Boulder
with a master’s degree in integrated marketing communication.
He was nominated to be featured in this book by Professor Tom
Duncan.

management implications of IMC. In terms of practice, managing and monitoring all of these
messages is an organizational problem best solved through cross-functional organization,
which means a team is created involving members from all of the relevant parts of a company
that interact with customers, other stakeholders, and with outside agencies. Its members rep-
resent all of the areas and tools that control contact points and interact with brand customers
and other key stakeholders. This cross-functional team operates with a singular brand vision
as it plans marketing communication, monitors its impact, and tracks consumer response.
Who is in charge of planning all of these brand-building opportunities? On one hand the mar-
keting and communication manager on the client side, such as Peter Stasiowski who was
featured earlier in this chapter in the Day in the Life box, is in charge. But marketing commu-
nication managers work in partnership with agency managers who also provide guidance
about such things as IMC strategies. Ed Chambliss, in his The Inside Story, discusses the qual-
ifications needed to be an IMC manager, whether on the client side or the agency side. You can
also check the website at the end of the The Inside Story feature for more information on The
Phelps Group, a true IMC-focused agency.


www.thephelpsgroup.com
www.thephelpsgroup.com
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IMC Principles and Practices

In Chapter 1 and in this chapter we have introduced several IMC principles, as well as practices
that guide the use of integrated marketing communication. We’ll continue to introduce these prin-
ciples in the chapters that follow, but just to help you summarize what we’ve discussed so far,
here are the first four.

First Principle of IMC: Everything communicates.
Practice 1.1: Everything in the marketing mix can send a message.
Practice 1.2: Everything a brand does, and sometimes what it doesn’t do, can send a
message.

Second Principle of IMC: A brand is a unified vision (the art) and a complex system (the science).
Third Principle of IMC: Brand relationships drive brand value.

Fourth Principle of IMC: You can’t be integrated externally if you are not integrated internally.

Integrated marketing communication is an important philosophy, as well as practice. It is a ma-
jor theme in this book and we will continue to discuss it in the chapters that follow.

BRAND COMMUNICATION IN A TIME OF CHANGE

In Chapter 1, we concluded that advertising is a dynamic industry and subject to challenges and
change. The same is true of marketing and all areas of marketing communication. The recession
of the late 2000s challenged many marketing practices but some companies came through it more
easily than others. General Mills, for example, supported its big-name brands by increasing its
marketing budgets. The company focused, however, on what it calls “high ROI (return on in-
vestment) areas,” such as multicultural consumers, digital marketing, and its international mar-
kets and global brands.!® So let’s consider ways in which the practice of marketing is changing,
particularly in this post-recession period.

Accountability

Similar to the concern for effectiveness in advertising, accountability is a hot issue in marketing.
Marketing managers are being challenged by senior management to prove that their decisions
lead to the most effective marketing strategies. In other words, was this the best way to launch a
new brand or expand into a new territory?

Jim Stengel, retired global marketing officer for P&G and now a UCLA business professor,
mentioned several of these areas in an analysis of changing practices in marketing and the need
they created for better measurement of effectiveness. He called attention to two major areas of
concern—accountability and global marketing.20 Accountability is what Stengel called for in his
quest for better measurement.

Marketing managers are under pressure to deliver business results measured in terms of
sales increases, the percentage share of the market the brand holds, and corporate return on in-
vestment (ROI). The calculation of ROI determines how much money the brand made com-
pared to its expenses. In other words, what did the marketing program cost, and what did it
deliver in sales?

Advertising and other marketing communication agencies are creating tools and techniques
to help marketers evaluate the efficiency and effectiveness of their marketing communication ex-
penditures. The Interpublic Group, for example, a large marketing communication holding com-
pany, has created the Marketing Accountability Partnership to determine what marketers’ dollars
accomplish or how they can be better used.! The issue of accountability is made more compli-
cated by the growing use of global marketing.

Global Marketing

Marketers have moved into global markets, in some cases as a deliberate strategy and in other
cases because international competitors have moved into their own markets. General Mills
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Here are a few brands that represent
different types of geographical
marketing strategies. Sainsbury’s, an
example of regional marketing, is the
largest grocery retailer in the United
Kingdom with stores in Great Britain,
Wales, Scotland, and Northern
Ireland. IKEA furniture stores are
found in various countries but the
company keeps its base and image
firmly anchored in Sweden and
represents Scandinavian functional
design and craftsmanship. Coca-Cola,
of course, is one of the best known
brands in the world and its logo is
recognized everywhere.

survived the Great Recession by emphasizing its international markets and global brands, as well
as multicultural consumers in all the markets, including in the United States.22

The growth in global marketing activities is increasing dramatically, so it’s helpful to un-
derstand some of what makes global marketing different from national marketing. In most coun-
tries markets are composed of local, regional, international, and global brands. A local brand is
one marketed in a single country. A regional brand is one marketed throughout a region (for ex-
ample, North America, Europe, China, India). An international brand is available in a number
of different countries in various parts of the world. A global brand is available virtually every-
where in the world, such as Coca-Cola.

Marketing programs that manage and promote the same brand in several countries or glob-
ally are practicing international marketing. International marketing communication did not ap-
pear in any organized manner until the 20th century.

International marketing and marketing communication are not the exclusive province of
large companies. Bu Jin, an innovative small Colorado company, creates and markets martial
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arts products worldwide. With only eight full-time employees, its products serve a high-end in-
ternational market. Most of Bu Jin’s business is driven by its catalog. (Check it out at
www.bujindesign.com.) Service providers also market internationally. Airlines and transporta-
tion companies that serve foreign markets, such as United and UPS, are, in effect, exporting a
service.

Regardless of the company’s form or style of management, the shift from national to inter-
national management requires new tools for marketers, including one language (often English),
one control mechanism (the budget), and one strategic plan (the brand strategy).

The choice of an agency or agencies for international marketing depends, in part, on whether
the brand’s messages are standardized across all markets or localized to accommodate cultural
differences. If the company wants to take a highly standardized approach in international markets,
it is likely to favor international agencies that can handle marketing communication for the prod-
uct in both the domestic and international markets. A localized effort, in contrast, favors use of lo-
cal agencies for planning and implementation in all of the countries where the product is
distributed. The issue of standardized versus global advertising is discussed in more detail in
Chapter 18.

Looking Ahead

In this changing marketplace, how responsible the brand is seen to be in terms of its impact on
society and the environment can be important to the brand’s strategy. Social responsibility is the
focus of the next chapter and presents issues related to the social impact of marketing communi-
cation, as well as marcom ethics and regulation.

Wii

eo Burnett’s Wii campaign for Nintendo beat the competition at their own game. The results of the cam -

paign were nothing short of a blowout. For its short-term goal, Nintendo wanted to sell 600,000 units from
its launch in November through the end of the year. It nearly doubled that goal, outselling its Sony rival by
more than 50 percent during that period. A midterm objective aimed to make Nintendo a rival with Sony and
Microsoft by gaining at least a third of the market by the end of 2007. It beat the year-end goal in less than
six months. Amazingly in July sales topped the combined sales for both Xbox 360 and PlayStation 3. The long-
term goal of fundamentally changing how people experience video games paid off too. Wii parties became
the rage. The key purchasers, moms, decided that the Wii was okay for their families. All sorts of people from
young families to retirees caught the Wii bug, got off the couch, and started to play.

Nintendo was honored for its effective efforts with a Grand Effie. “Leo Burnett's marketing strategy for
the Wii will forever change the gaming industry and its dialogue with consumers,” said Deborah Meyer, who
chaired the Grand Effie jury. This phenomenal marketing effort continues to pay dividends, as Nintendo re-
cently was judged tops in game ads for effectiveness and impact in print, television, and digital media.

Winning Video Game
War with Wii
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Key Points Summary

1. How is marketing defined, what is the marketing
process, and what are marketing’s key concepts?
Marketing is the way a product is designed, branded, dis-
tributed, and promoted, as well as a set of processes for
creating customer relationships that benefit the organiza-
tion and its stakeholders. Key concepts that affect the plan-
ning of marketing communication include the marketing
concept, which refers to a focus on customers; the
exchange, which refers to communication and interaction,
as well as money traded for goods or services; competitive
advantage, which means that the product is differentiated
and superior in some way to its competitors, and added
value, which refers to the way that a product takes on fea-
tures that are valued by consumers at each step of the mar-
keting process.

The key players are the marketer, the suppliers and
vendors, the channels of distribution, and marketing part-
ners such as agencies. In addition to services marketing,
the four rypes of markets are consumer, business-to-
business, institutional, and channels. The marketing
process leads to the development and execution of a mar-
keting plan and the steps moved from research, to setting
objectives, assessing consumer needs and wants, segment-
ing and targeting the market, differentiating and position-
ing the product, developing the marketing mix, and
evaluating the effectiveness of the plan. The marketing
mix includes the product, its pricing and distribution, and
the marketing communication.

2. How does marketing communication contribute to the
development of a brand? A brand is a perception created
from information as well as experiences with the company
and its line of products. It’s intangible but it generates value
in the form of brand equity. A brand perception takes on
meaning by transforming the product into something

unique and distinctive and by making a promise that sets
customers’ expectations. The branding process includes es-
tablishing a brand identity through both name and symbols,
defining the brand image and personality, and developing
brand relationships with loyal customers that contribute to
the financial value of the brand, called brand equity. Mar-
keting communication is the primary driver of brand mean-
ings and brand relationships.

. What is integrated marketing communication and what

are its key concepts? IMC can be described as total com-
munication, which means that everything that sends a mes-
sage is monitored for its impact on the brand image. Central
to IMC is the practice of unifying all marketing communi-
cation messages and tools to send a consistent brand mes-
sage. Not only does this maximize consistency, it also
creates synergy, such that a group of coordinated messages
has more impact than marketing communications that are
independent of each other. IMC recognizes a variety of
stakeholders who contribute to the brand conversation, as
well as a multitude of fouch points where messages are de-
livered including marketing mix messages, as well as more
formal planned marketing communication.

. How is brand communication evolving during a time of

change? Accountability and global marketing are two key
emergent themes. Tough economic times have led to in-
creased calls for accountability. Investments in marketing
communication must show that they are money well spent.
This focus highlights the need for developing tools to
measure the effectiveness of the investments. Growth in
global marketing demonstrates a strategic opportunity to
build business internationally. With this dramatic growth
comes a need for marketing communicators to fully under-
stand those audiences with whom they are trying to build
relationships.
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Review Questions

1. What is the definition of marketing, and where does mar- 3. Explain how marketing communication relates to the four

keting communication fit within the operation of a market-
ing program?

2. In general, outline the structure of the marketing industry
and identify the key players.

Discussion Questions

1. When identical products carry different labels, people will
pay more for the recognized brand. Explain why that is so.

2. Coca-Cola is the most recognizable brand in the world.
How did the company achieve this distinction? What has
the company done in its marketing mix in terms of product,
price, distribution, and marketing communications that has
created such tremendous brand equity and loyalty? How has
advertising and other forms of marketing communication
aided in building the brand?

3. List your favorite brands and from that list do the following
analyses:

a. Think about the categories where it is important to you
to buy your favorite brand. For which categories does
the brand not make a difference? Why is that so?

b. In those categories where you have a favorite brand,
what does that brand represent to you? Is it something
that you’ve used and liked? Is it comfortable

Take-Home Projects

1. Portfolio Project Look through the ads in this textbook or
in other publications and find an example of an advertise-
ment that you think demonstrates the marketing concept,
i.e., a focus on consumer needs and wants, and another ad
that you think does not represent an effective application of
the marketing concept. Compare the two and explain why
you evaluated them as you did. Copy both ads and mount
them and your analysis in your portfolio.

2. Mini-Case Analysis In the Wii case, Nintendo believed that
the market for video games—primarily males and kids—

key marketing concepts and to the marketing mix.

. Explain how brand meaning and brand value are created.

5. Define integrated marketing communication and explain its

approach to audience, media, and message.

familiarity—you know it will be the same every time?
Is it a promise—if you use this, something good will
happen? Is it something you have always dreamed about
owning? Why are you loyal to this brand?

. Three-Minute Debate This chapter stressed integration of

advertising with other components of the marketing mix. A
classmate argues that advertising is a small part of the mar-
keting process and relatively unimportant; another says ad-
vertising is the most important communication activity and
needs to get the bulk of the budget. If you were in market-
ing management for Kellogg cereals, how would you see
advertising supporting the marketing mix? Does advertising
add value to each of these functions for Kellogg? Do you
think it is a major responsibility for the marketing manager?
What would y