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1.0	WHAT IS ADVERTISING?
Advertising is a complex form of communication that operates with objectives and strategies leading to various types of impact on consumer thoughts, feelings, and actions. 

Advertising is about creating a message and sending it to someone hoping they will react a certain way.

Advertising becomes controversial when questions arise about how it influences people and whether that is a good thing.

Advertising has evolved as society has changed. It has had an effect on society and at the same time society has had an effect on advertising.

1.1	Defining Modern Advertising
A standard definition of advertising has five basic components: 

· Advertising is a paid form of communication, although some forms of advertising, such as public service announcements (PSAs), use donated space and time. 
· Not only is the message paid for, but the sponsor is identified. 
· Most advertising tries to persuade or influence the consumer to do something, although in some cases the point of the message is simply to inform consumers and make them aware of the product or company. In other words, it is strategic communication driven by objectives and these objectives can be measured to determine whether the advertising was effective.
· Advertising reaches a large audience of potential consumers. 
· The message is conveyed through many different kinds of mass media, which are largely nonpersonal. What that means is that advertising isn’t directed to a specific person, although this is changing with the introduction of the Internet and more interactive media. 

Advertising is paid persuasive communication that uses nonpersonal mass media—as well as other forms of interactive communication—to reach broad audiences and to connect an identified sponsor with a target audience.

1.2	The Key Concepts of Advertising
In describing advertising, four broad factors are referred to:

· Advertising Strategy:  Strategy is the logic and planning behind the advertisement that gives it direction and focus. Every effective ad implements a sound strategy. The advertiser develops the ad to meet specific objectives, carefully directs it to a certain audience, creates its message to speak to that audience’s most important concerns, and runs it in media (print, broadcast, or the Internet, for instance) that will reach its audience most effectively. 

· Creative Idea:  The creative concept is the ad’s central idea that grabs your attention and sticks in your memory. The word creative describes a critical aspect of advertising that drives the entire field of advertising. Planning the strategy calls for imaginative problem solving: The research efforts need to be creative, and the buying and placing of ads in the media require creative thinking. 

· Creative Execution:  Effective ads are also well executed. That means that the details, the photography, the writing, the acting, the setting, the printing, and the way the product is depicted all reflect the highest production values available to the industry. Advertising often sets the standard or establishes the cutting edge for printing, broadcasting, and Internet design because clients demand the best production their budgets allow. 

· Creative Media Use:  Every message has to be delivered somehow. Most advertisers use media that reach a broad audience, such as television, magazines, or the Internet. Deciding how to deliver the message sometimes can be just as creative as coming up with the big idea for the message.


2.0	ROLES AND FUNCTIONS OF ADVERTISING
As advertising has evolved, it has played many different roles from identifying a product to providing commercial information and identifying the product’s maker. 

With advances in industrialization, advertising took on the role of creating demand for a product, which was done through two techniques—hard-sell approaches that use reasons to persuade consumers and soft-sell approaches that build an image for a brand and touch consumers’ emotions. 

As it has become more difficult to get people’s attention, a need developed for more creative techniques that would make an impact. 

In the early 2000s, as the economy slows down, marketers have become concerned about accountability and the return they are getting on the money they invest in advertising. Thus, advertisers must prove their work is effective. 

To understand how advertising works, a discussion of the four roles advertising plays in business and society follows.

2.1	The Marketing Role
The process a business uses to satisfy consumer needs and wants by providing goods and services is called marketing. The marketing department or manager is responsible for selling a company’s product, which can be goods, a service, or an idea. Products are also identified in terms of their product category. The particular group of consumers thought to be potential customers for the goods and services constitute the target market.

The tools available to marketing include the product and its price, place and promotion (or marketing communication). These tools are called the marketing mix or the four Ps. Each will be discussed in more depth in Chapter 2

Marketing professionals are also involved with the development of a brand, which is the distinctive identity of a particular product that distinguishes it from competitors. 

2.2	The Communication Role
Advertising is a form of mass communication, connecting buyers and sellers in the marketplace. Marketing communication includes advertising, but also sales promotion, public relations, direct response, events and sponsorships, packaging, and personal selling.

2.3	The Economic Role
There are two points of view about the way advertising creates economic impact. In the first, advertising is seen as a vehicle for helping consumers assess value, through price as well as other elements, such as quality, location, and reputation. Advocates of this school view the role of advertising as a means to objectively provide price/value information, thereby creating a more rational economy.

In the second perspective, advertising is seen as so persuasive that it decreases the likelihood that a consumer will switch to an alternative product regardless of the price charged. 

2.4	The Societal Role
Advertising informs us about new and improved products, helps us compare products and features, keep us informed about innovations and issues, mirrors fashion and design trends, serves an educational role, and helps us shape an image of ourselves. 

2.5	The Functions of Advertising
From the advertiser’s perspective, advertising, in general, performs seven basic functions:

· Builds awareness of products and brands
· Creates a brand image
· Provides product and brand information
· Persuades people
· Provides incentives to take action
· Provides brand reminders
· Reinforces past purchases and brand experiences


3.0	THE KEY PLAYERS
The advertising industry is complex because it has a number of different organizations involved in making decisions and executing advertising plans. The players include the advertiser or client, the agency, the media, the supplier, and the audience. They all have different perspectives and objectives and a great advertisement is produced only when they come together as a team with a common vision.

3.1	A Matter of Principle
Chapter 1 provides the background for what is called “The Greatest Commercial Ever Made.” The advertiser was Apple, the product was its new Macintosh, the year was 1984, and the client was Steve Jobs, Apple’s CEO, who wanted a “thunderclap” ad. The vignette describes the process for creating the spot, the storyline, and a discussion of the effectiveness. 

3.2	The Advertiser
Advertising begins with the advertiser, the person or organization that uses advertising to send out a message about its products. The advertiser initiates the advertising effort by identifying a marketing problem that advertising can solve. The advertiser also makes the final decisions about the target audience and the size of the advertising budget. The advertiser approves the advertising plan and hires the advertising agency.

3.3	The Advertising Agency
Advertisers hire independent advertising agencies to plan and implement part or all of their advertising efforts. An advertiser uses an outside agency because it believes the agency will be more efficient in creating an advertisement or a complete campaign than the advertiser would be on its own.

3.3.1	The Advertising Department
Most large businesses have advertising departments. Their primary responsibility is to act as a liaison between the marketing department and the advertising agency (or agencies) and other vendors. Many companies have hundreds of agencies working for them although they normally have an agency-of-record, which does most of their business and may even manage other agencies. 

Tasks performed by the advertising department include: selecting agencies; coordinating activities with vendors, such as media, production, photography, and fulfillment; making sure the work gets done on schedule; and determining whether the work has achieved prescribed objectives. 

3.3.2	The In-House Agency
Companies that need closer control over their advertising have their own in-house agencies. This may provide cost savings as well as the ability to meet deadlines. An in-house agency performs most, and sometimes all, of the functions of an outside advertising agency. 

3.4	The Media
The media player is composed of the channels of communication that carry the message from the advertiser to the audience, and in the case of the Internet, it carries the response from the audience back to the advertiser. (Note that media is plural when it refers to various channels, but singular—medium—when it refers to only one form, such as a newspaper.)

Mass media, local newspapers, radio stations, and so forth are channels of communication or media vehicles.

Each media vehicle has a department in place that is responsible for selling ad space or time. Each medium tries to assist advertisers in comparing the effectiveness of various media and may assist in the design and production of advertisements.

The primary advantage of advertising’s use of mass media is that it can reach a lot of people with a single message in a very cost efficient form.

3.5	The Suppliers (Vendors)
Suppliers or vendors assist advertisers, advertising agencies, and the media in creating and placing ads. Examples of vendors include artists, writers, photographers, directors, producers, and printers as well as self-employed freelancers and consultants. 

3.6	The Target Audience
All advertising strategy starts with the identification of the customer or prospective customer or audience. The character of the target audience has a direct bearing on the overall advertising strategy.


4.0	TYPES OF ADVERTISING
Seven major types of advertising can be identified:

· Brand: The most visible type of advertising is national consumer or brand advertising. Brand advertising, such as that for Volkswagen’s New Beetle, the Apple Macintosh, or Polo, focuses on the development of a long-term brand identity and image. 

· Retail or Local Advertising: A great deal of advertising focuses on retailers or manufacturers that sell their merchandise in a certain geographical area. In the case of retail advertising, the message announces facts about products that are available in nearby stores. The objectives tend to focus on stimulating store traffic and creating 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 geographic area.

· Direct-Response Advertising: Direct-response advertising can use any advertising medium, including direct mail, but the message is different from that of national and retail advertising in that it tries to stimulate a sale directly. The consumer can respond by telephone or mail, and the product is delivered directly to the consumer by mail or some other carrier. Of particular importance in direct-response advertising has been the evolution of the Internet as an advertising medium.

· Business-to-Business Advertising: Business-to-business (B2B) advertising is sent from one business to another. For example, it includes messages directed at companies distributing products as well as industrial purchasers and professionals, such as lawyers and physicians. B2B is not directed at general consumers. Advertisers place most business advertising in professional publications or journals. The ad for Interland is an example of a typical business-to-business ad.

· Institutional Advertising: Institutional advertising is also called corporate advertising. These messages focus on establishing a corporate identity or winning the public over to the organization’s point of view. Many of the tobacco companies are running ads that focus on the positive things they are now doing, and the leukemia ads for America’s Pharmaceutical Companies are also adopting that focus.

· Nonprofit Advertising: Not-for-profit organizations, such as charities, foundations, associations, hospitals, orchestras, museums, and religious institutions, advertise for customers (hospitals, for example), members (the Sierra Club), and volunteers (Red Cross), as well as for donations and other forms of program participation.

· Public Service Advertising: Public service announcements (PSAs) communicate a message on behalf of some good cause, such as stopping drunk driving (messages from Mothers Against Drunk Driving) or preventing child abuse. These advertisements are usually created by advertising professionals free of charge and the media often donate the necessary space and time.


5.0	WHAT MAKES AN AD EFFECTIVE?
Great ads are effective ads and effective ads are ads that work (i.e., they deliver the message the advertiser intended and consumers respond as the advertiser hoped they would).

An ad must gain consumers’ attention, hold their interest long enough to convince consumers to change their purchasing behavior and try the product, and then persuade them to stick with the product and buy it. After the purchase, advertising can remind customers of the brand and their positive feelings about it.

5.1	The Important Role of Objectives
Advertising must be purposeful—created to have some effect or impact on the people who read or see the message. Advertisers must set a goal in terms of desired impact created in the minds of the people who read, view, or listen to the ads. This is called the advertising effects, the idea being that effective advertising messages will achieve the advertiser’s desired impact on the target audience. The desired impact is formally stated as an objective, which is the measurable goal or result that the advertising is intended to achieve.

Ads and their goals work on two levels. First, they satisfy consumers’ objectives by engaging them with a relevant message that catches their attention, speaks to their interests, and remains in their memories. Second, from the company’s perspective, the ads achieve the company’s marketing objectives. 

5.2	Effectiveness and Award Shows
There are a number of awards given to advertisements recognizing effectiveness. Other award shows judge factors such as creative ideas, media plans, clever promotional ideas, and outstanding public relations efforts.


6.0	THE EVOLUTION OF ADVERTISING
The first stage is labeled the “Age of Print.” Ads were primarily like classified advertising in format and print media carried them. Their objective was to deliver information. The primary medium was the newspaper.

The second stage is labeled the “Industrial Revolution and Emergence of Consumer Society,” a period when advertising grew in importance and size because of social and technological developments. The purpose of advertising was to devise an effective, efficient communication system to sell products to a widely dispersed marketplace.

The third stage is called “Modern Advertising: Agencies, Science and Creativity.” The advertising industry grew and organizations specializing in modern professional advertising developed. An emphasis was on building demand for brands and on new creative processes.

The fourth stage is called the “Accountability Era,” which was the beginning of the industry-wide focus on effectiveness. By the 1990s, the advertising industry recognized advertising had to pay its own way and prove its own value.

Since September 11, 2001, advertisers rushed to change ads that were seen by the public as insensitive; advertisers ran fewer ads as the economy faltered and accountability became more important.


7.0	THE CURRENT ADVERTISING SCENE

7.1	An Expanded View of Advertising
Electronic media, such as the Internet and wireless communication, are changing the media landscape and making more intimate, interactive, and personalized forms of communication much more important to advertisers. 

This is where real creativity lies—not just in the development of a big idea for a magazine ad or a television commercial, but in the use of new ways of reaching and communicating with people. Novel ideas create buzz, which means people talk about the event, the idea, and the brand.

7.2	Integrated Marketing Communication
Integrated marketing communication (IMC) is the practice of unifying all marketing communication tools so they send a consistent, persuasive message promoting company goals. The IMC approach is one of the biggest trends in advertising. 

The brand’s stakeholders—all the groups of people who have an interest in the brand—are important to the practice of IMC. 

7.3	Globalization
The advertising question is whether to practice global or local advertising. Should advertisers standardize ads or advertising strategies across all cultures or should they adapt their strategies to local markets?


8.0	IT’S A WRAP:  EFFECTIVE ADVERTISING DRIVES VOLKSWAGEN’S SUCCESS
Effective advertising is recognized in a number of ways—through sales results, through communications impact, and in awards won. 
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