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The Audience
for This Book

The new edition of Contemporary Advertising brings with it many changes that, in
our opinion, greatly enhance the comprehensive coverage that instructors and stu-
dents have come to expect from the book. One change that we are very proud of is
the inclusion of “People behind the Ads.” In “People behind the Ads” we introduce
students to some of the important individuals from advertising’s past and present.
The group includes historical giants, living legends, and fresh new faces that are
helping to change the profession. We are especially excited that many of our fea-
tured professionals took time to share their thoughts with readers of Contempo-
rary Advertising.

We added this feature to help humanize the concepts and practices that we
present throughout the text. We also believe that the individuals in the “People
behind the Ads” feature will serve as role models for students trying to find their
own place in the exciting world of advertising.

The book also includes three new ethics boxes that update the ethical issues
surrounding advertising practice. In Chapter 3 we present the controversial subject
of subliminal persuasion and show how modern research has proven that attitudes
can be affected by messages outside of our awareness. Then, in Chapter 5, we broach
the controversy of minority representation in advertising agencies. This issue came
to a head in 2007 when a New York commission threatened to compel testimony
from agency CEOs about their hiring practices during the highly visible “Advertising
Week” program. As we hope this ethics case makes clear, valuing diversity as a goal
and implementing concrete policies that help achieve it are different matters. Finally,
in Chapter 15 we introduce the storm that surrounded Facebook'’s Beacon program.
Perhaps more than any other single event, Beacon helped crystallize the issue of pri-
vacy concerns for hundreds of thousands of Web users. The ultimate changes that
Facebook made in response to consumer concerns are powerful illustrations of how
consumerism remains an effective force in the digital age.

Advertising has the subtle ability to reach out and touch everyone living and work-
ing in the modern world today. In fact, at some point in their lives, most people will
probably become creators of advertising—whether they design a flyer for a school
car wash, write a classified ad for a garage sale, or develop a whole campaign for
some business, charitable event, or political cause.

During the first half of the twentieth century, advertising may have been
viewed as a particularly American institution. But that is certainly no longer the
case. In fact, as early as 1917, British novelist Norman Douglas affirmed the global
significance of advertising when he remarked, “You can tell the ideals of a nation by
its advertisements.” That was before the advent of radio and television. Today, our
voices are no longer limited by the scope of twentieth-century media. Thanks to the
Internet and a variety of online database services, people and organizations can
now send advertising messages to millions of people around the world—instantly.
Advertising is undergoing a transformation of historic proportions—from a monop-
olistic corporate monologue to a totally democratic dialogue. Suddenly everybody
has a voice.

vii
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That makes the study of advertising more important today than ever before, not
only for students of business or journalism—who may be contemplating a career in
the field—but also for students of sociology, psychology, political science, econom-
ics, history, language, science, or the arts. Many of these people will become users
of advertising; all will be lifetime consumers of it

The study of advertising gives students, regardless of their major field of study,
many valuable tools to use in any subsequent profession. It teaches them to think
and plan strategically; gather and analyze primary and secondary research data;
compute and evaluate alternative courses of action; cooperate with a team in devel-
oping creative solutions to a problem; analyze competitive proposals; understand
why people behave the way they do; express themselves and their ideas with clarity
and simplicity; defend their point of view with others; appreciate and assess the
quality of different creative endeavors; and use data to speak with knowledge, con-
fidence, and conviction.

In addition, students of business, journalism, and communications gain several
specific benefits. By studying advertising, they will learn to

B Discern the real economic, social, and cultural role of advertising and,
conversely, the impact of a society’s values on advertising.

B Understand how advertising supports the profession of journalism and relates
to the whole field of communications.

B Appreciate the important global effect of marketing and advertising on
business, industry, and national economies.

B Comprehend the strategic function of advertising within the broader context
of business and marketing,

B Evaluate and appreciate the impressive artistic creativity and technical
expertise required in advertising.

B Discover what people in advertising and related disciplines do, how they do
it, and the expanding career opportunities these fields now offer.

Our mission in Contemporary Advertising continues to be presenting advertising
as it is actually practiced. Now, as we introduce the twelfth edition of Contem-
porary Advertising, our purpose remains the same. We also believe advertising
should be taught in an intelligible manner and lively style relevant to college and
university students of the twenty-first century.

This edition of Contemporary Advertising provides a number of exclusive
student-oriented features.

For over 25 years Contemporary Advertising has been distinguished by its elegant,
coffee-table-book feel and award-winning graphic design—an important feature for
a book that professes to educate students about the aesthetics of advertising design
and production. The open, airy look—reinforced by the book’s high-quality, clay-
coated paper stock—contributes to learning by making the text material colorful,
inviting, and accessible to students. In the twelfth edition, the elegance of the
design is enhanced with a striking new interior color palette, beautiful new chapter
openers, and a redesign of all the technical illustrations for greater clarity and sim-
plicity. Throughout the book, chapter overviews, chapter learning objectives, and
key terms printed in boldface type all work together to make the text material as
reader-friendly as possible.

To capture and hold student interest, each chapter begins not with a case but with
a story. Written in a warm, narrative style, each vignette depicts an actual situa-
tion that illustrates a basic concept in the study of advertising. Wherever possible,
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the opening story is then woven in throughout the chapter to demonstrate how
textbook concepts actually come to life in real-world situations. For example,
throughout Chapter 1, we examine the success of the BMW MINI campaign to
demonstrate how advertising can build a brand from the ground up. In Chapter 4,
the story of McDonald’s advertising is complemented with numerous examples
that range from global to local. In Chapter 8, we use the incredible success story
of Mountain Dew to illustrate the importance of creativity and strategic thinking
in marketing and advertising planning. And in Chapter 10, we've wrapped the
whole subject of creativity and the creative process around the story of how the
VitroRobertson agency developed its magnificent, award-winning campaign for
Taylor Guitars.

The best way to teach is to set a good example. So each of the 18 chapters features
beautiful full-color illustrations of recent award-winning ads, commercials, and
campaigns that demonstrate the best in the business. In fact, Contemporary
Aduvertising is one of the most heavily illustrated textbooks on the market, with
all the major media represented—print, electronic, digital, and outdoor—in a bal-
anced manner. We carefully selected the examples and illustrations for both their
quality and their relevance to students. Nearly half of the ads are new to this
edition.

Furthermore, we feature a mix of local, national, and international ads from
both business-to-business and consumer campaigns. In-depth captions tell the sto-
ries behind many of the ads and explain how the ads demonstrate the concepts dis-
cussed in the text,

The book is liberally illustrated with models, charts, graphs, and tables. Some
of these encapsulate useful information on advertising concepts or the advertising
industry. Others depict the processes employed in account management, research,
account planning, media planning, and production.

In addition to the individual print ads and actual frames from TV commercials,
the book contains several multipage portfolios of outstanding creative work.
These include “Strategic Use of the Creative Mix,” “Outstanding Magazine Ads,”
“Advertising on the Internet,” “Corporate Advertising,” and others. Accompany-
ing captions and questions tie the ads to topics germane to the chapter in which
they appear.

The Creative Department is a special section in Chapter 12 that describes how an
interesting print ad and TV commercial were produced from beginning to end. In
this edition, we show a full-color print ad for the ecologically friendly Toyota Prius
Hybrid Synergy Drive vehicle that features an actual acetate color key (called a
transvision)—a first in advertising texts. And the TV commercial for the Prius cre-
ated by Saatchi & Saatchi Los Angeles illustrates an extraordinary combination of
artistry, cultural sensitivity, and ingenious special effects.

Active participation enhances learning, so Ad Labs play a significant role in virtually
every chapter. These unique sidebars to the world of advertising introduce students
to topics of current interest or controversy and then involve them in the subject by
posing questions that stimulate critical thinking. Some of the many topics presented
in Ad Labs include government regulation, bottom-up marketing, creativity, the psy-
chological impact of color, advertising on the Internet, “green” marketing, sales
promotion, and direct-response advertising.

Today’s students will face new and challenging ethical issues, and they will need to
exercise even greater sensitivity than their twentieth-century counterparts. Therefore,
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in every chapter of the book, we introduce a current Ethical Issue in advertising—to
focus attention on the most critical social questions facing advertisers today. These
include the debate over puffery, advertising to children, comparative advertising, the
targeting of ethnic minorities, consumer profiling, privacy, negative political advertis-
ing, visual and statistical manipulation, and others.

Advertising is a broad subject encompassing many disciplines, and one dilemma
both advertising students and practitioners face is how to handle and organize
large volumes of information and then creatively convert this data into effective
advertising. For this reason, students truly appreciate the numerous, handy Check-
lists that appear regularly throughout the text. The Checklists can stimulate mem-
ory, organize thinking, and reinforce important concepts. Some of these include
Checklist for Writing Effective Copy, Checklist for International Media Planning,
Checklist for Creating Effective TV Commercials, and Checklist for Writing News
Releases, to mention just a few. In this edition we introduce a new checklist on
corporate blogging. In the years that follow, students will find the Checklists an
invaluable, practical career resource for developing marketing and advertising
plans, writing and designing effective ads and commercials, selecting and sched-
uling media, evaluating advertising proposals, and making other advertising
decisions.

In keeping with our desire to build long-term value into the book (without adding
text length), we have a Reference Library as a supplemental feature., We continue to
offer this valuable reference source on the Contemporary Advertising Web site.
The Reference Library contains a wealth of supplementary exhibits, checklists,
tables, and models for students or professors who seek additional information or
greater detail on a subject of interest. The exhibits in the Reference Library are
numbered to correspond to relevant chapters. Professors can choose whether or
not to assign this material, depending on their course objectives. But students will
find the Reference Library a valuable, long-term handbook for their future careers
and lives. Some exhibits in the Reference Library include Advertising Regulations in
Western Europe, Using Marketing Research for New Product Development, Check-
list of Product Marketing Facts for Creatives, Detailed Explanation of Duncan’s IMC
Model, Trade Show Budgeting Checklist, and many, many others.

Each chapter concludes with a summary followed by questions for review and discus-
sion. These pedagogical aids are designed to help students review chapter contents
and assimilate what they have learned. Throughout the text, key ideas and terms are
highlighted with boldface type and defined when introduced. The definitions of all
these terms are collected at the end of the book in a thorough and extensive glossary.

Behind the thousands of ads we see and hear are real human beings—the writers,
designers, programmers, executives, and media specialists. In the final analysis, the
ad industry is more than a collection of concepts, processes, and activities. It is an
industry of people, some the smartest, most creative, and most interesting people
in the world.

True to the text’s agency approach, the twelfth edition of Contemporary Advertis-
ing continues hands-on application exercises that place students in the advertisers’
shoes to help them see how advertising is done in the real world. Effective as out-
side assignments or in-class discussion starters, the Advertising Experience allows
students to effectively apply their knowledge of each chapter.

Many exercises also require students to access the World Wide Web and per-
form research on questions relevant to the chapter topic.
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Our continuing goal has been to bring clarity to the often-murky subject of advertising.
Our method has been to personally involve students as much as possible in the practi-
cal experiences of advertising, while simultaneously giving them a clear understanding
of advertising’s dynamic role in both marketing management and the human commu-
nication process. In the pursuit of this objective, we have included numerous modifi-
cations and improvements in the twelfth edition of Contemporary Advertising.

Due to feedback from a select panel of reviewers we have slightly altered the
structure of the book. In the Twelfth Edition you will find that we have moved the
Integrated Marketing Communications (IMC) chapters to the end of the book.
While an ever-increasingly important topic in the changing role of today’s advertis-
ing mix we understood that only a select few educators find the time to cover the
topic in its entirety. We have however, introduced the concept of Integrated Market-
ing in earlier chapters to coincide with how marketers need to continually think
about how all of their efforts should align throughout the process of designing con-
sumer communications. So what has been Part Three is now the final Part of the
book, Part Five. While advertisers and agencies plan the elements of the IMC chap-
ters concurrently with their advertising efforts, we heard consistent feedback that
Chapters 10 and 11 in the eleventh edition were being taught after concluding the
study of advertising in its entirety. To that end the Chapters 17 and 18 of the Twelfth
Edition are now the Integrated Communications Chapters (for a summary of changes
to the chapters see page xvii).

Lastly, with the growing importance of digital media we have dedicated an
entire chapter to that practice. What had historically been coupled with Direct
Mail is now a stand-alone chapter, Chapter 15. Direct mail has now been moved to
Chapter 17 with Direct Marketing, where it is presented in the broader context of
direct marketing. This move makes sense conceptually and additionally offers us
a bit more room to discuss the ever-changing world of online advertising. This
particular chapter (15) has undergone the biggest revision, as would be expected
with how quickly the medium has grown and how different the opportunities are
for advertisers. We have kept the vignette for this chapter for a number of reasons
but most importantly because the content is still available for students to access.
The difficulty with the online medium is that advertisers continually try new ini-
tiatives and the old initiatives are not put on any shelf. By expanding this chapter
we have ensured that Contemporary Advertising will remain current, compre-
hensive, and contemporary.

In the twelfth edition, our first effort was to update all statistics and tables and to
document the most recent academic and professional source material to give Con-
temporary Advertising the most current and relevant compendium of academic
and trade citations in the field. We've referenced important recent research on top-
ics ranging from the effects of advertising and sales promotion on brand building to
relationship marketing, integrated communications, and Internet advertising. And,
where appropriate, we've redesigned the building-block models that facilitate stu-
dent comprehension of the often-complex processes involved in human communi-
cation, consumer behavior, marketing research, and IMC.

In recent editions, thanks to recommendations from our academic reviewers,
we added new material to bring a clearer theoretical structure to the book. For
example, in Part One, we introduce the principles of free-enterprise economics and
then show how these principles have affected the evolution of modern advertising
from a ninteenth-century American phenomenon to an accepted global practice in
the twenty-first century. This framework creates the underpinning for our discus-
sion of the social and regulatory aspects of advertising, as well as our examination
of how the business of advertising has evolved from local, to national, to global. In
Parts Two and Five, contemporary theories of marketing and communication create
the framework for our discussion of advertising’s role in marketing and integrated
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marketing communications. This then evolves to a theory of creative excellence in
Part Three. And in Part Four, all these theories come together as advertisers search
for the most economically efficient communication media to create effective mar-
keting relationships with customers and other stakeholders.

Second, we have prudently governed the length of the text material. We have
still maintained a manageable length. The illustrations, graphics, sidebar informa-
tion, and overall design are all aimed at keeping the text open, airy, and inviting
while sharpening clarity—the hallmark of Contemporary Advertising.

Compared to the true length of other comprehensive course books, Contempo-
rary Advertising is one of the most concise texts in the field.

For the twelfth edition, we added many new, real-world examples, selected for
their currency and their relevance to students. Likewise, many of the chapter-
opening stories are new, such as the advertising success stories of Scion, iPhone3G,
McDonald’s, and Taco Bell. Others document marketing or communication mis-
fires such as the Taco Bell Chihuahua and the Don Imus and Michael Vick fiascos.
All of the full-color portfolios have been updated, expanded, or replaced with
more recent examples and all of the Ad Labs, Checklists, and Ethical Issues have
been updated and edited for currency and accuracy.

In light of the increasing globalization of business, we introduce the subject of
global advertising early in the book in Chapter 4, “The Scope of Advertising: From
Local to Global.” We've also added more examples of international advertising
throughout the book. All the international data have been extensively revised and
updated to reflect the increased importance of advertising in the new economic
and marketing realities of Europe.

One result of exploding technology, and consequent market fragmentation, has
been the growing realization by major advertisers and agencies of the importance
of relationship marketing and integrated marketing communications. In response
to this we have woven the IMC perspective throughout the text. We first introduce
the concept of IMC in Chapter 1; next, in Part Two, we explain its impact on mar-
keting, advertising, and media planning; and then, in Part Four, we show how each
of the major media contribute to the IMC process. Finally, we focus all of Part Five
on how companies build relationships by integrating their advertising with other
market communication tools. Throughout, we cite the most recent important
research on the topic.

So that students can see how many of the principles taught in the text come together
in the real world, we have included an updated Epilogue, immediately following
Chapter 18, on the complete story behind the highly successful “Priceless” brand-
ing campaign for MasterCard, created by McCann-Erickson Worldwide in New York.
We are greatly indebted to both McCann-Erickson and MasterCard for authorizing
us to share the details of this interesting, student-relevant campaign and for the tre-
mendous assistance they gave us in the creation of this outstanding Epilogue.

Throughout the book, Contemporary Advertising addresses the needs of both
small and large consumer and business-to-business advertisers with its many
examples, case histories, Ad Labs, Checklists, and advertisements. Moreover, this
is one of the few texts to devote adequate attention to the needs of the small
retail advertiser by discussing how local advertisers can integrate their market-
ing communications.

Each chapter of Contemporary Advertising has been thoroughly updated to reflect
the most recent trends, facts, and statistics available. We have created seven
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One result of exploding technology, and consequent market fragmentation, has
been the growing realization by major advertisers and agencies of the importance
of relationship marketing and integrated marketing communications. In response
to this we have woven the IMC perspective throughout the text. We first introduce
the concept of IMC in Chapter 1; next, in Part Two, we explain its impact on mar-
keting, advertising, and media planning; and then, in Part Four, we show how each
of the major media contribute to the IMC process. Finally, we focus all of Part Five
on how companies build relationships by integrating their advertising with other
market communication tools. Throughout, we cite the most recent important
research on the topic.

So that students can see how many of the principles taught in the text come together
in the real world, we have included an updated Epilogue, immediately following
Chapter 18, on the complete story behind the highly successful “Priceless” brand-
ing campaign for MasterCard, created by McCann-Erickson Worldwide in New York.
We are greatly indebted to both McCann-Erickson and MasterCard for authorizing
us to share the details of this interesting, student-relevant campaign and for the tre-
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completely new chapter-opening vignettes for this edition and have rewritten
significant portions of the remaining vignettes to ensure they are up-to-date and
current. As with previous editions, many of these vignettes are referenced within
their corresponding chapters and in chapter-concluding review questions.

Part One “Advertising Perspectives”
Chapter 1 “What is Advertising Today?”

An updated chapter-opening vignette describes the rule-breaking campaign cre-
ated by Crispin Porter + Bogusky for the U.S. introduction of the BMW MINI. The
vignette highlights how CP+B's innovative IMC approach helped the agency to craft
a “big” campaign with only a modest-sized budget. New material carries the story
forward after the agency torch is passed to Butler, Shine & Stern. Illustrations of the
ads and promotions are contained in the chapter’s completely revamped “Portfolio
Review.” The chapter also introduces our new feature, “People behind the Ads,”
which here focuses on ad legends Albert Lasker and Claude Hopkins. These two
historical giants helped create the first modern agency, Lord & Thomas, and shifted
the focus of advertising from news to “salesmanship in print.”

Chu‘:pfer 2 “The Evolution of Ao’verﬂsmg"’

Perhaps no contemporary brand offers better examples for illustrating the history
of advertising than does Coca-Cola, and the updated opening vignette of the chap-
ter highlights key moments from the history of this important global brand. Within
the chapter itself we have significantly updated information on the Global Interac-
tive Age to acknowledge recent trends, including the growing importance of digital
media. The “People” feature for this chapter describes advertising legend Bill
Bernbach. As the leading figure in the “creative revolution” of the 1960s, Bernbach
has influenced almost every ad of the past half century. No student of advertising is
truly educated without some understanding of the impact of this important man.

Chapter 3 “The Economic, Social, and Regulatory
Aspects of Advertising”

A new chapter opener describes the falls from grace of Michael Vick and Don Imus.
As the vignette makes clear, economic, social, and regulatory issues often lack clear
boundaries. The stories of Vick and Imus help to illustrate that dealing with crises
in the advertising world can be difficult, especially when advertisers lack clear
guidelines for ethical behavior. Marketing giant Nike faced tough choices during
the months when Vick argued he was innocent of animal cruelty charges. Nike’s
careful handling of the situation helped to preserve its relationships both with the
public and the athletes it sponsors. In Imus’s case, the weeks of controversy sur-
rounding his tasteless references to a women's sports team were finally ended when
his advertisers made clear that the radio star would have to go. The chapter also
offers a new “Ethical Issues” box on the topic of subliminal persuasion. Students are
inevitably drawn to the question of whether people can be persuaded without con-
scious awareness. Many instructors may be surprised to find that the answer to this
question is, yes they can! Finally, the new “People™ box introduces students to an
historical figure they might not know, but should: Edward Boyd. Fans of the hit
show “Mad Men” know that in the 1950s marketing executives were not a diverse
group. So when Ed Boyd was asked to lead a small team of African American sales-
men and help Pepsi increase sales among black consumers, history was being made.
The ground breaking ads of that day helped dispel unfortunate stereotypes about
blacks and represented one of the first demonstrations that tolerance and diversity
are not just the right things to do; they are also good business practices.



Xiv

The Preface

Chapter 4 “The Scope of Advertising: From Local to Global’

The Chapter opens with a brand new vignette on the advertising activities of McDon-
ald’s. McDonald's is a perfect example for this chapter because it engages in advertis-
ing activities at the global, national, and local levels. The vignette also describes the
company’s dealings with advertising agencies and some of the key people who've
created recent campaigns. Instructors and students will find that ads in this chapter
continue the theme of McDonald's advertising from start to finish, helping make
more concrete the concepts raised in the vignette. Our “People” feature allows stu-
dents to meet Nancy Hill, the first female CEO of the 4A’s. Students are likely to find
Hill’s story to be an inspiring one. In addition, she is the first of several individuals
who share opinions and ideas exclusively with readers of this text.
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Chapter 5 “Marketing and Consumer Behavior:
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Ihe Foundations of Advertising”

Our new chapter vignette is on Taco Bell's highly recognizable and cult-like phenom-
ena of the Chihuahua campaign. Here we discuss how a highly visible and well-liked
advertising campaign doesn't always translate into more sales. While the Chihuahua
became a cultural icon, the reality is that Taco Bell was not selling chihuahuas they
were selling chalupas and gorditas. Having their commercials highlight the dog
turned the attention away from the food and as a result, sales of tacos suffered.

The “People” feature for Chapter 5 includes an extended and exclusive inter-
view with Jon Steel. As the man who “brought account planning to America,” Steel
is an enormously influential figure in how contemporary agencies learn about con-
sumers. His revolutionary approach to developing consumer insights helped
Goodby, Silverstein & Partners become one of the best agencies in the world.
Chapter 6 “Market Segmentation and the Marketin g Mix:
Determinants of Advertising S trategy”

The chapter includes a new vignette that takes a look into how Toyota became a
hip, young brand. Through the introduction of their Scion car division, Toyota
finally appealed to an audience that most car companies have unintentionally been
alienating: the young adults aged 18-24. We have included new information on
advertising to Hispanic audiences, updated information on SRI International’s psy-
chographic tool VALS, and new descriptions of psychographic products such as
Roper Starch'’s ValueScope, Yankelovich's MindBase, and Simmons's BehaviorGraph-
ics. In addition, the marketing insights contained in Malcolm Gladwell's influential
book The Tipping Point are acknowledged by demonstrating how small but influ-
ential segments such as Mavens, Connectors, and Salesmen help to create social
epidemics that can turn tiny niche brands into overnight category leaders. Our
Levi's segmentation example from prior editions has been substantially rewritten to
reflect the company’s most recent activities with products that target customers of
mass retailers such as Wal-Mart and high-end stores such as Nordstrom’s. The “Peo-
ple” feature in Chapter 6 includes a description of the family behind one of Ameri-
cas hottest Hispanic agencies, Zubi Advertising.

- / d [ 2
sarch: Gathering Information
Planning

To illustrate the importance of research as a foundation for a great campaign, our
chapter vignette showcases the account planning efforts of Fallon Worldwide for
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Holiday Inn Express. Millions have laughed at commercials suggesting that ordinary
people are equipped to solve difficult problems because they “stayed at a Holiday
Inn Express last night.” The vignette demonstrates that these funny and strategi-
cally sound ads followed after months of research aimed at better understanding
the personalities, behaviors, and media habits of the target audience, a group known
as road warriors. The vignette also complements our exclusive video materials that
feature interviews with key agency and client-side personnel behind the campaign.
Research legend George Gallup is the focus of the “People” box.

~ | > -~/ | e | L. I .
hapter 8 “Marketing and Advertising Planning:
-Down, Bottom-Up, and IMC”

op-L
We've significantly revised and updated our opening vignette which continues to
have relevance because of the highly engaging nature of Mountain Dew’s ads. The
Mountain Dew theme is then continued in our “People” box by presenting an inter-
view with the woman responsible for much of Dew’s success, Cie Nicholson, Chief
Marketing Officer at PepsiCo North America. Within the text itself instructors will
find a thoroughly revised discussion of advertising planning and objective setting,

with new material on the DAGMAR system for setting advertising objectives.

Chapter 9 “Planning Media Strategy:
e ] . A iy, 2 d e ‘
Finding Links fo the Market

The opener for this chapter is brand new and focuses on the iPhone3G, Apple’s suc-
cessor to the enormously popular iPhone. We believe that this vignette does a nice
job of “setting the table” for a discussion of the changes occurring right now in the
media landscape. Our “People” feature showcases one of the rising stars in the
advertising world, Ken Cervantes, vice president and planner at hot media shop
Mediavest.

Part Three Creating Advertisements and Commercials

Chapter 10 “Creative Strategy and the Creative Process”

Instructors will find this is the first relocated chapter in the book, as it was Chapter
12 in the eleventh edition. The material is updated throughout (and vetted by the
creative talent at Draftfcb, San Francisco). The “People” feature introduces students
to the amazing talent behind Dove’s Evolution and Onslaught ads, Tim Piper. Piper’s
efforts on Evolution earned his agency, Ogilvy & Mather, Toronto, the Cannes Grand
Prix at the 2007 festival.
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Creative Execution: Art and Copy

Users of the eleventh edition will note that this was Chapter 13. The chapter con-

cludes with an exclusive interview with possibly the most talented creative work-

ing in advertising today, Creative Director Alex Bogusky. The creative force behind

hot agency Crispin Porter + Bogusky, Alex shares a wealth of information on the

creative process, working with creative talent, and finding your place in the adver-

tising business. Students will even learn an important interviewing tip.

Chapter 12 “Producing Ads for Print, Flectronic,
— . I 4 1 17

and Digital Media

This was Chapter 14 in the earlier edition. The “People” feature includes an inter-
view with commercial actor John Posey, a former copywriter who has moved in
front of the camera. In an interview exclusive to this book, Posey describes how
acting for commercials is different from acting in any other medium.
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Part Four “Using Advertising Media”
Chapter 13 “Using Print Media”

In this chapter, which was 15 in the earlier edition, students are introduced to the
“other” female media mogul from Chicago, Linda Johnson Rice, publisher of Ebony
magazine. Johnson Rice, the daughter of publishing trailblazer John Johnson, has
successfully steered her media empire through a difficult time for magazines.

Chapter 14 “Using Electronic Media: Television and Radio”

The “People” box in this chapter, which was 16 in the eleventh edition, includes a
biography of Joe Uva, head of the popular Unavision network. As Uva’s story makes
clear, it is his deep understanding of Hispanic American TV viewers rather than his
facility with the Spanish language that has made him the ideal leader for this rapidly
growing company.

Chapter 15 “Using Digital Interactive Media”

This chapter, which was a portion of Chapter 17 in the eleventh edition (where digi-
tal interactive shared space with direct mail), has been thoroughly revised and
updated to keep pace with the important trends in digital advertising. No area is
growing faster than digital, and that growth is acknowledged by giving it a chapter
of its own. The “People” box for Chapter 15 tells students the story of young entre-
preneur (and billionaire by net worth) Mark Zuckerberg, the founder of FaceBook.
If students think of FaceBook only as a site for keeping track of friends and posting
pictures, they are likely to have a radically different view after reading about Zuck-
erberg’s plans for the future of his company.

Chapter 16 “Using Out-of-Home, Exhibitive,
and Supplementary Media”

Out-of-Home is about a lot more than billboards, as the “People” feature in this
chapter, formally Chapter 18, makes clear. Here students will meet Ciff Marks, the
man who put quality, nationally distributed ads inside almost every movie theater
in America. Fans of FirstLook, Marks’ vehicle for the national distribution of cinema
ads, will enjoy reading how this former ESPN executive has changed the way we
wait for movies to begin and changed the way advertisers think about reaching the
young, hip audiences that flock to see feature films.

Part 5 “Integrating Adverr‘ismg with Other Elements of IMC”

Chapter 17 “Relationship Building: Direct Marketing,
Personal Selling, and Sales Promotion”

We've made several substantial revisions to this chapter, which was Chapter 10 in
the eleventh edition. First, all of the material on direct mail, which appeared in ear-
lier editions with digital advertising, is now included under direct marketing. This
not only frees up space for more material on digital, it also places direct mail in its
proper context. Second, we open the chapter with a completely new vignette on
GEICO. GEICO's popular campaigns, whether they feature cavemen, the gecko, or
celebrity parodies, all serve as proof that directresponse advertising can be effec-
tive and entertaining. The featured person in this chapter is the charismatic Howard
Draft, whose rise to the top of the agency world, culminating in his purchase of the
former Foote, Cone, & Belding ad agency, began with his phenomenal success in
direct-mail advertising.
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Chapter 18 “Relationship Building: Public Relations,
Sponsorship, and Corporate Advertising”

This was Chapter 11 in the eleventh edition. New media are impacting all manner
of IMC practice, and that point is driven home in an exclusive interview with Mind-
Comet’s Tara Lamberson. MindComet, a digital advertising and public relations
agency located in Orlando, is one of the hot new digital agencies helping brands to
venture into cyberspace. Lamberson argues that no company can afford to ignore
the empowered consumers who share their brand experiences in the digital world.
And she explains why, ready or not, every brand manager needs to know what is
going on in the social networks, blogs, Web sites, and instant messages that help
define the new media landscape.

Epilogue: “Repositioning a Brand”

MasterCard’s campaign shows no sign of tiring, now entering its second decade.
The Epilogue will bring students from the original conceptions of “Priceless”
through executions running today.

For adopters of earlier editions: Summary of Chapter Changes:

Old Chapter New Chapter Old Chapter New Chapter
(11e) (12¢) (11e) (12e)
1 1 12 10
2 2 13 11
3 3 14 12
4 4 15 13
5 5 16 14
6 : i :
7 7 18 16

nd
8 8 ((lli[r}ez::t nlla:il) L
9 9 11 18

The Reference Library

Material previously provided to students on a CD has now been folded in with the
extensive materials already available on the Contemporary Advertising Web site,
www.mhhe.com/arensl2e.

The Advertising Experience

Review questions at the end of each chapter have been completely rewritten for the
new edition, and we have renamed this section “The Advertising Experience.”
Instructors can direct students to these questions for class projects and papers, or
students can use them as guides to check their understanding of the book's con-
cepts or to find more material on the Web.

Appendix C: “Complete IMC Plan”

Complementing the Top-Down Marketing and Advertising Plan Outlines in
Appendixes A and B, Appendix C features an IMC Plan Outline. Developed by
Brannon Wait at Saatchi & Saatchi Chicago, the plan will be very useful to
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Supplementary
Materials

Instructor’s Manual

Video Supplements

students in their future endeavors. This may be found on the Contemporary
Advertising Web site.
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Appendix D; “Career Planning in Advert Jlgle]

This section has been updated with many helpful hints for students about to launch
their careers. It includes salary figures for entry-level employees in a variety of
advertising-related positions, and it is also found on the Contemporary Advertising
Web site.

Appendix E: “Industry Resources’

This appendix organizes a great deal of practical information students can use to
perform further research in areas of interest or to advance their careers by joining
an organization focused on their specialty. It is located on the Contemporary
Advertising Web site.

While the text itself is a complete introduction to the field of advertising, it is
accompanied by a number of valuable supplemental materials designed to assist
the instructor.

In the previous edition, we expanded the Instructor’s Manual to include a wealth of
new material and suggestions for classroom lectures and discussions. It includes a
lecture outline for each chapter; answers to all discussion questions, including the
end-of-chapter Internet exercises, suggested workshops, projects, and debates; and
additional material for reading or project assignments.

To illustrate how the principles discussed in the text have actually been applied
in business, the book is supplemented by several special video programs and a
video instructor’s guide. One video was produced exclusively for Contemporary
Advertising by the author for instructor’s use in the classroom. It includes a wide
variety of domestic and international commercials specially referenced with
voice-over introductions to specific chapters. This video is text-specific in sub-
ject matter and also includes many of the commercials discussed in the text—
such as the MasterCard campaign from the Epilogue, the Got Milk? campaign
discussed in Chapter 14, and the Toyota Prius spot from Chapter 12, to mention
just a few.

The second video was produced by the Advertising Educational Foundation, to
whom we express our deep gratitude and appreciation. It includes a behind-the-
scenes look at advertising research at work. The video, entitled “Good-bye Guess-
work: How Research Guides Today's Advertisers,” includes case studies for V8 Juice,
Maidenform, and AT&T’s “800" Service, and shows how research is used to develop
new ads, to refine ad campaigns, to decide the best place to advertise, and to evalu-
ate current ads.

With the previous edition, we introduced a new series of video case studies.
The first video follows the development of an advertising campaign for the Tumble-
weed restaurant chain. The second features the work of Doe Anderson on a full
campaign promoting Kentucky tourism. In the twelfth edition, we maintain the
video on Holiday Inn Express and the work done for them by Fallon Worldwide. The
videos are presented in a way that makes them easy to use in class for comparison
and contrast discussions.

Offered at no charge to adopters of Contemporary Advertising, these various
video supplements are designed to help the instructor teach real-world decision
making and demonstrate some of the best current examples of television advertis-
ing from around the world.
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Also available to instructors is a CD with support materials for classroom presenta-
tions. These include more than 150 of the important models and graphs presented
in the text and more than 40 ads not found in the text—all produced in full color.
Also on the CD is the complete Instructor's Manual, Test Bank, and PowerPoint
presentation.

An extensive array of objective test questions prepared by ANSR Source, Inc., was
carefully designed to provide a fair, structured program of evaluation. The testing
system is available in a printed version or computerized on our Instructor CD-
ROM. Professors may also access this resource online through the book’s Web site
and PageOut, our course Web site builder.

Complementing the Twelfth edition is an Internet Web site (www.mhhe.com/
arens12¢). For instructors, we have downloadable supplements and a link to
McGraw-Hill's PageOut. For students, there are self-checking quizzes, advertising
career resources, and video clips from our video package.

Contemporary Advertising was written for undergraduate students in liberal
arts, journalism, mass communication, and business schools. However, because
of its practical, hands-on approach, depth of coverage, and marketing manage-
ment emphasis, it is also widely used in independent schools, university extension
courses, and courses on advertising management. The wealth of award-winning
advertisements also makes it a resource guide to the best work in the field for stu-
dents in art and graphic design courses and for professionals in the field.

Many of the stories, materials, and techniques included in this text come from
the authors' personal experiences in marketing communications and in higher edu-
cation. Others come from the experiences of friends and colleagues in the business.
We believe this book will be a valuable resource guide, not only in the study of
advertising but later in the practice of it as well. In all cases, we hope readers will
experience the feel and the humanness of the advertising world—whether they
intend to become professionals in the business, to work with practitioners, or sim-
ply to become more sophisticated consumers.

Our goal with each new edition is to produce a finer book. We think instruc-
tors and students alike will approve of many of the changes we’ve made to this one.
We would love to hear from you—what you like, what you don't, what we should
look to add in the future. Email us at contemporarvadvertising@gmail.com.

Michael F. Weigold

Christian Arens
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Take a look inside Contemporary

Advertising—an introduction to
advertising in the real world.

Contemporary Advertising
is one of the best-selling
advertising textbooks in the
field. Known for its clear
writing style and real-world
approach, this
comprehensive text shows
how advertising “gets done.”

Chapter Openers

Chapter Objectives provide a map of the chapter’s
goals to prepare students for learning the material. The
accompanying vignettes capture students’ interest and
provide a real-world framework for the chapter’s con-
cepts. The vignettes are woven throughout the chapter
to reinforce concepts and are exciting examples of
advertising in action. Featured products include BMW
MINI, Burger King, Taco Bell, Scion, Apple’s iPhone3G,
and GEICO.

The Evolution of Advertising
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PEOPLE BEHIND THE ADS

Think samall

New
People behind the Ads Boxes

New to the Twelfth Edition is the People
Behind the Ads feature. Each box explores
the story and importance of leading figures
in the world of advertising.

Y

PEOPLE BEHIND THE ADS

. ) Things You May Know about Alex Bogusky

Things You May Nat Knaw about Alex Bagusky

«  Alex Bogusky, Cochairman,
. Crispin Porer + Bogusky

PEOPLE BEHIND THE ADS

= Edward Boyd
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The Advertising Experience

These new end-of-chapter exercises are
hands-on in application and place the
student in the advertisers’ shoes. Effective
as outside assignments or in-class discus-
sion starters, The Advertising Experience
allows students to effectively apply their
knowledge of each chapter.
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Ad Lab

Ad Lab boxes introduce students to current
topics in advertising and pose in-depth
questions to encourage critical thinking.

Ethical Issues

Ethical Issues boxes highlight ethical chal-
lenges advertisers face today. These timely
boxes cover issues such as negative political
advertising, privacy issues, and diversity.

Checklist

Checklists appear throughout the text to
reinforce key concepts presented in the
chapter. Students will find these practical
lists to be invaluable learning tools.
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Extensive Full-Color Visuals

\

Contemporary Advertising features
full-color illustrations of more than 350
award-winning ads, commercials, and
campaigns. These illustrations focus on
the best in the business and are chosen
for both their quality and relevance to
the concepts in the text.
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Full-Color Portfolios

In addition to the individual
print ads featured throughout
the text, many chapters feature
multipage portfolios showcasing
ads that demonstrate outstand-
ing creative work. These portfo-
lios highlight and reinforce
concepts in their respective
chapters.
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A Wealth of Supplements

Campaign Video Series

Unique to the Contemporary Advertising text,
each exciting video traces the step-by-step devel-
opment of a real advertising campaign. Each
campaign is examined from both the agency and
client points-of-view to give students a behind-the-
scenes look at how advertising is developed in the
real world.

One segment features the Holiday Inn Express
campaign created by Fallon Worldwide. This
segment ties in to the Chapter 7 opening vignette,
which highlights the same campaign. The video
follows the development of a complete advertising
campaign with interviews of key players from both
the client and the agency.




Teaching Video

This resource-rich video features over
100 new domestic and international
commercials hand-picked by the author
to illustrate various topics from the text.

\
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Online Learning Center

Students and instructors will find a multitude of helpful
resources online at www.mhhe.com/arensl2e. Student study

tools include practice quizzes, video clips, glossary of key terms,
and industry resources. The instructor’s side includes download-
able versions of the Instructor’s Manual, PowerPoint presentation,
video clips, the Video Instructor’s Manual, and a link to PageOut
for access to test materials.
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“People behind the Ads.” In "People behind the Ads™ we introduce students to some of the mportant mdnaduals from advertising’s
: past and present. The group includes histoncal giants, Iving legends, and fresh new faces that are helping to change the profession.
LearningCenter e are especally excited that many of our featured professionals took time to share their thoughts with readers of Contemporary
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Instrucion Editon
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