Advertising and Promotion Chapter Summaries (Chap 1-8)
CHAPTER 1: Integrated Marketing Communications
1. The basic task of marketing is to combine the four controllable elements, known as the marketing mix, into a comprehensive program that facilitates exchange with a group of customers. The elements of the marketing mix are the product, price, place (distribution), and promotion (market communication). Advertising and other forms of promotion are an integral part of the marketing process in most organizations since these tools communicate the value consumers receive within the exchange. Marketing communication conveys many aspects of the product including attributes, benefits, symbolic meaning, and brand identity with the hopes of building brand equity. Providing price and distribution information are two other important roles of marketing communication so that value is perceived by both customers and non-customers.

2. Promotion is accomplished through a promotional mix that includes advertising, sales promotion, public relations, direct marketing, Internet marketing, and personal selling. The inherent advantages and disadvantages of each of these promotional mix elements influence the roles they play in the overall marketing program. In developing the promotional program, the manager must decide which tools to use and how to combine them to achieve the organization's objectives. Many organizations assist promotional managers in developing or implementing their plans including advertising agencies, media organizations, and specialized communication services firms like direct-response agencies, sales promotion agencies, interactive agencies, and public relations firms.

3. Historically, companies used mass-media advertising extensively in their promotional plans. Eventually, companies linked their promotional tools to achieve a more efficient and effective communication program. Managers referred to this practice as integrated marketing communications (IMC). Today, IMC is viewed as a strategic and comprehensive planning perspective for all facets of an organization's marketing communication. An IMC perspective is an important direction for decision making for a number of reasons. Most organizations need to communicate with multiple target audiences requiring decisions on the consistency or uniqueness of messages to each member. When planning for IMC, managers have to consider how each promotional tool will communicate the brand effectively depending on who is receiving the brand message. The emergence of IMC has become even more important for organizations that communicate with some messages to current customers and with other messages to prospective customers. An IMC perspective also starts with the consumer's point of view in that much marketing communication is perceived as being very similar to or at least labelled as advertising. Moreover, an IMC perspective for promotional planning has become critical as audiences receive messages from competing brands across different IMC tools. A movement toward building long-term relationships through strategies like relationship marketing has altered the communication perspective of many promotional planners. Customized communication to individual customers via extensive databases to enhance the lifetime value of customers makes IMC more critical. Increased consumer adoption of technology and media allows marketers far-reaching avenues for communication that makes paramount the need to consider each tool's effects. Finally, the advantages of taking an IMC perspective are increasingly viewed as being a very effective way of planning for promotion that can lead to greater efficiencies.

4. IMC management involves coordinating the promotional mix elements to develop an integrated program of effective marketing communication. The model of the IMC planning process in Figure 1-8 contains a number of steps: a review of the marketing plan; a marketing communication situation analysis; determining IMC plan objectives; development of IMC programs; and implementation and control of the overall program. This model is consistent with the more general marketing planning model, but is more specific to the context of marketing communication. It shows that individual marketing communication tools can be recommended to achieve multiple objectives so that the completely coordinated or integrated plan can build brand equity across multiple target audiences.

CHAPTER 2: Organizing for Integrated Marketing Communications

1. Companies use two basic systems, centralized and decentralized, to organize internally for advertising and promotion. The marketing communication managers within a centralized system are responsible for planning and budgeting of the IMC plan, administering and executing all communication, coordinating with other departments such as market research, and coordinating with outside agencies for additional expertise and resources. In contrast, the decision- maker for a decentralized system, such as brand manager, has profit and loss responsibility for all aspects of the brand and the scope of activities becomes more extensive, going beyond what the advertising or communication manager is responsible for in a centralized system.

2. Firms have to decide whether they will hire an external advertising agency or use an in-house service to create their ads and purchase media. In-house agencies, while offering the advantages of cost savings, control, and increased coordination, have the disadvantage of less experience, objectivity, and flexibility. Many firms use advertising agencies to help develop and execute their programs. These agencies may take on a variety of forms, including full-service agencies, creative boutiques, and media buying services. The first offers the client a full range of services (including creative, account, marketing, and financial and management services); the other two specialize in creative services and media buying, respectively. Agencies are compensated through commission systems, and fee- and cost-based systems. Recently, the emphasis on agency accountability has increased. Agencies are being evaluated on both financial and qualitative aspects, and some clients are using incentive-based compensation systems that tie agency compensation to performance measures such as sales and market share.

3. In addition to using ad agencies, marketers use the services of other marketing communication specialists, including direct marketing agencies, sales promotion agencies, public relations firms, and interactive agencies. Contracting out work to a specialized agency can enhance the creativity of the overall IMC plan with experts from specific fields. Moreover, while it may be more costly or time-consuming working with other specialists, these organizations may reach the target audience more precisely thus yielding a favourable ROI. A marketer must decide whether to use a different specialist for each promotional function or have all of its integrated marketing communications done by an advertising agency that offers all of these services under one roof. This latter idea allows an account team to know and control all aspects of the communication.

4. Recent studies have found that most marketers believe it is their responsibility, not the ad agency's, to set strategy for and coordinate IMC campaigns. The lack of a broad perspective and specialized skills in non-advertising areas is seen as the major barrier to agencies' increased involvement in integrated marketing communications. Some recent surveys suggest that the individual perspectives of clients and agencies will continue to adapt as the growth of IMC evolves.

CHAPTER 3: Consumer Behaviour and Target Audience Decisions 

1. This chapter briefly reviewed the field of consumer behaviour and examined its relevance to promotional strategy. Consumer behaviour is best viewed as the process and activities that people engage in when searching for, selecting, purchasing, using, evaluating, and disposing of products and services to satisfy their needs and desires. A five-stage model of the consumer decision-making process consists of need recognition, information search, alternative evaluation, purchase, and postpurchase evaluation. The decision process model views consumer behaviour primarily from a cognitive orientation. Marketing communication plays a role in every stage as marketers adjust their messages and media along with IMC tools to influence appropriately so that consumers move from one stage to the other.

2. Internal psychological processes that influence the consumer decision-making process include motivation, perception, attitude formation and change, integration processes, and satisfaction. Each of these are areas in which advertising attempts to influence. Most advertising reflects a particular purchase motive. Certain elements of an ad are designed to attract attention or ensure that that the target audience retains the information or symbolic message. The body copy in a print ad, for example, can be written to influence the receiver's attitude, and allows certain ways of integrating the information. Finally, some advertising is designed to suggest to consumers that they made the correct purchase so they feel satisfied.

3. Consumer decision making is classified along a continuum from routine problem solving to extended problem solving. Consumers generally spend more time and effort as they move from routine to extended problem solving. Different types of marketing communication are more relevant than others depending upon the type of behaviour expected. Consumer decision making moves from an individual decision to a group decision, and once again marketing communication must adjust its message, media, or IMC tool accordingly.

4. This chapter also investigated how promotional planners make a target audience decision for any aspect of an IMC plan. To understand the context of this decision, the chapter examined the role of promotion in the overall marketing process, as shown in Figure 3-5. The process includes a situation analysis, target market process, and marketing program development all directed toward a prescribed target market. One of the key aspects pertains to the target marketing process, which includes segmenting the market, selecting a target market, and determining the market positioning strategy, as this process gives direction to the target audience decision. Accordingly, we reviewed how marketing planners and promotional planners segment the market, and explained how each made the target market and target audience decision, respectively.

5. Finally, the chapter concluded by identifying a model to profile a target audience by considering the current purchase behaviour of the target audience with respect to the promotional planner's brand as the primary segmentation variable. Promotional messages can be directed to current customers, such as brand-loyal or favourable brand switchers. Alternatively, promotional messages could be targeted to non-customers, like new category users, other brand switchers, or other brand loyals. Other variables to more accurately define the audience in terms of lifestyle or psychographics became relevant after this initial direction became finalized. This descriptive profile becomes useful for all facets of the promotional plan (i.e., message, media, IMC tools).

CHAPTER 4: Communication Response Models

1. The function of all elements of the promotional mix is to communicate, so promotional planners must understand the communication process. This process can be very complex; successful marketing communication depends on a number of factors, including the nature of the message, the audience's interpretation of it, and the environment in which it is received. For effective communication to occur, the sender must encode a message in such a way that it will be decoded by the receiver in the intended manner. Feedback from the receiver helps the sender determine whether proper decoding has occurred or whether noise has interfered with the communication process.

2. Promotional planning begins with the receiver or target audience, as marketers must understand how the audience is likely to respond to sources of communication or types of messages. Traditional response models provide an initial understanding of this process; however limitations of these models led to more comprehensive approaches. Alternative response hierarchies imply modification of the traditional models due to the target audience's involvement and perceived product differentiation. Different orderings of the traditional response hierarchy include the standard learning, dissonance/attribution, and low-involvement models. The alternative response hierarchy postulated different ordering of cognition, affect, and behaviour depending upon the involvement and differentiation.

3. The cognitive processing of communication revealed two models: the cognitive response approach and the elaboration likelihood model. The former examines the thoughts evoked by a message in terms of product/message thoughts, source-oriented thoughts, and ad execution thoughts and how they shape the receiver's ultimate acceptance or rejection of the communication by influencing brand attitude and attitude to the ad. The elaboration likelihood model of attitude formation and change recognizes two forms of message processing, the central and peripheral routes to persuasion, which are a function of the receiver's motivation and ability to process a message. The model postulates that each route leads to varying degrees of attitude change.

4. Theoretical research concludes that there are three critical intermediate effects between advertising and purchase including cognition, affect, and experience. Those responsible for planning the IMC program should learn as much as possible about their target audience and how it may respond to advertising and other forms of marketing communications. A managerial view of the response process provides direction for understanding how promotional planners should determine their brands' communication strategies. The model suggests both cognitive and emotional processing responses are critical during the initial stages of receiving the message, and the lasting brand communication effects can be construed along a more managerial friendly approach.

CHAPTER 5: Objectives for the IMC Plan
1. This chapter examined the role of objectives in the planning and evaluation of the IMC. Specific objectives are needed to guide the development of the promotional program, as well as to provide a benchmark against which performance can be measured and evaluated. Objectives serve important functions as a communications device, as a guide to planning and decision making for all aspects of the IMC program, and for measurement and evaluation.

2. Objectives for IMC evolve from the organization's overall marketing plan and are based on the roles various promotional mix elements play in the marketing program. Many managers use sales or a related measure such as market share as the basis for setting objectives. However, many promotional planners believe the communication role of advertising and other promotional mix elements is not directly connected or associated with sales-based objectives. They use communication-based objectives like those in the response hierarchy as the basis for setting goals. The implication of these models suggest the importance of setting specific behavioural objectives such as trial or repeat purchase and appropriate communication objectives to direct the IMC strategy so that it contributes to the attainment of marketing objectives.

3. Historically, considerable emphasis in setting objectives concerned traditional advertising-based views of marketing communication. This originated from an application of basic response models like DAGMAR and the hierarchy of effects. DAGMAR established the principle that objectives should specify a target audience, be stated in concrete and measurable communication tasks, indicate a benchmark starting point and the degree of change sought, and specify a time period for accomplishing the objectives. As an extension of this idea, the principles of the hierarchy of effects model, used in setting advertising objectives, could be applied to other elements in the promotional mix. The hierarchy of effects model suggested that unique promotional tools could be implemented in different stages of the response hierarchy. Managers would determine the location of a particular audience in the hierarchy and make appropriated decisions to move them closer to a trial and repeat purchase.

4. We presented a comprehensive framework for setting behavioural and communication objectives for many IMC planning purposes, IMC plans, individual IMC tools (i.e., advertising), and specific elements (i.e., direct mail offer with coupon). Both types of objectives need to be established for any individual communication element, ranging from an activity at a sponsorship event to what is portrayed in a point-of-sale display. In short, all target audience contact points play a role in fulfilling IMC plan objectives and their expenditures can be accountable through achievement of their mandate. Advertising, and any other tool, requires particular objectives to enhance its effect in the overall plan. Finally, the complete plan requires direction through behavioural and communication objectives so that all tools and elements communicate accurately. The framework identified options for behavioural objectives to guide the achievement of marketing objectives and to provide direction to form communication objectives. Behavioural objectives included brand trial, brand re-trial, brand-switching, category trial, repeat purchase, purchase related behaviour, and repeat consumption. The framework also presented many options for setting communication objectives in terms of category need (i.e., omit, remind, emphasize), brand awareness (i.e., recognition and/or recall), brand attitude (i.e., establish, maintain, increase, modify, change), brand purchase intention (assume, generate), and brand purchase facilitation (omit, include). The end result provides managers with the ability to construct a multitude of IMC plans. The framework was then linked to the buyer decision-making model to see the connection between a consumer's behaviour and a particular brand's objectives. This application implies that as a consumer's decision-making progressed, managers can consider how objectives evolve at each stage in order to adjust the message, media, or IMC tool employed to communicate.

CHAPTER 6: Brand Positioning Strategy Decisions 

1. The strategic marketing plan describes all marketing decisions including promotion and the supporting analysis and justification. It typically includes the market positioning strategy, which summarizes the markets the organization is competing in (i.e., target market) and how the marketing mix fulfills the needs of this market. The resulting consumer perception as to where the consumer believes the organization to be competing is known as the market position. Oftentimes, market research illuminates where consumers perceive an organization with respect to its competitors, which can be graphed on a market position diagram or perceptual map. Promotional planners rely on this document for all decisions including the overall IMC direction, creative strategy, and creative tactics for advertising or any other IMC tool such as sales promotion, public relations, direct, or Internet.

2. For many communication problems or opportunities, promotional messages are directed to target audiences. These audiences are a subset of the target market or an entirely different group depending upon the communications situation. As discussed in Chapter 3, promotional planners require a detailed profile of the target audience with most appropriate segmentation variables, including whether the target is a customer or non-customer. Advertising or any other promotional message is guided by the brand positioning strategy that specifies how it is intended to influence its target audience with a given product category or product market. The resulting target audience perception as to what the brand offers is known as the brand position. The flexibility of influencing a target audience's brand position through many IMC tools allows promotional managers to plan for unique brand positions for multiple target audiences.

3. The process for developing a brand positioning strategy in the context of marketing communications is similar to developing a positioning strategy for the overall marketing. However, it differs by evaluating or integrating very micro-level aspects of consumer behaviour in its planning by closely considering the nature of the purchase decision. The direction of the decisions is much different, with the goal of finding the most appropriate message, media, or IMC tool versus determining optimal product design features. The brand positioning strategy comprises four decisions: market definition, differential advantage, target audience brand attitude, and consumer purchase motive. The market definition decision allows the promotional planner to consider whether to define the market in which the brand is competing by benefits, brand name, usage situation, or product category. Differential advantage decisions include whether the brand takes a differential or central positioning and whether the brand focuses its positioning on its benefit claims or the user. Target audience attitude decisions consider how the message is expected to persuade existing beliefs to the desired beliefs about the brand. Finally, promotional planners decide what type of purchase motive should be associated with the brand.

4. In some communication situations—such as new competitors, changing consumer tastes, or poor brand performance—promotion planners need to reposition their brand. The repositioning can follow the same decisions as described above, where the promotional planner can consider an alternative market definition, communicate a new differential advantage, emphasize different benefit claims, or focus on another motivational option. Promotional planners can consider altering one or all four of these decisions to achieve moderate or very significant change in the current brand position.

CHAPTER 7: Creative Strategy Decisions 

1. The creative development and execution of the advertising message are a crucial part of a firm's integrated marketing communications program. The creative specialist or team is responsible for developing an effective way to communicate the marketer's message to both customers and non-customers and reinforce the brand positioning strategy. Marketers often turn to ad agencies to develop, prepare, and implement their creative strategy since these agencies are specialists in the creative function of advertising. The challenge facing the writers, artists, and others who develop ads is to be creative and come up with fresh, unique, and appropriate ideas that can be used as solutions to marketing communication problems. Creativity in advertising is a process of several stages, including preparation, incubation, illumination, and verification. Various sources of information are available to help the creative specialists determine the best creative strategy. Creative strategy is guided by marketing goals and objectives and is based on a number of factors, including the basic problem the advertising must address, the target audience, behavioural and communication objectives the message seeks to accomplish, and key benefits the advertiser wants to communicate as reflected in the brand positioning strategy. These factors and the creative strategy decisions are generally stated in a copy platform, which is a work plan used to guide development of the ad campaign.

2. The inherent creativity of advertising messages makes describing the content quite perplexing. This chapter suggests a trio of key decisions to summarize or identify a creative strategy to keep planning simplified. The creative theme acts as a brand story to give it uniqueness compared to competitors. A message appeal reveals the intended persuasion of the brand. Finally, the message source is the approach to deliver the message appeal.

3. An important part of creative strategy is determining the creative theme of the campaign. Often, a big idea strikes the creative specialist while embarking upon the creative process which becomes the genesis of the creative theme. There are several approaches to discover this big idea, including using a unique selling proposition, creating a brand image, looking for inherent drama in the brand, and positioning. In general, the creative theme guides much of the advertising campaign or IMC program. Consistency, originality, and its ability to effectively communicate are three key strengths of a good creative.

4. A message appeal, the second decision of the creative strategy, is the central message used in the ad to elicit cognitive and emotional processing responses and communication effects from the target audience. Appeals can be broken into two broad groups, rational and emotional. Rational appeals focus on consumers' practical, functional, or utilitarian need for the product or service. Emotional appeals relate to social and/or psychological reasons for purchasing a product or service. Numerous types of appeals are available to advertisers within each group, and it is important for the client to clearly specify its intended message as accurately as possible.

5. Selection of the appropriate source or communicator to deliver a message is the third creative strategy decision. Three important attributes are source credibility, attractiveness, and power. Marketers enhance message effectiveness by hiring communicators who are experts in a particular area and/or have a trustworthy image. The use of celebrities to deliver advertising messages has become very popular; advertisers hope they will catch the receivers' attention and influence their attitudes or behaviour through an identification process. The chapter discusses the meaning a celebrity brings to the endorsement process and the importance of matching the image of the celebrity with that of the company or brand.

CHAPTER 8: Creative Tactics Decisions 

1. In this chapter, we examined how the advertising message is implemented and executed. Once the creative strategy that will guide the ad campaign has been determined, attention turns to the specific creative tactics that will enhance the cognitive and emotional processing of the message. This chapter summarizes three critical creative tactics decisions: execution style, message structure, and design elements. The latter topic concerns the details for producing either print, video, or audio ads that can be delivered through a variety of media. The initial two are also relevant for executing a creative strategy and can be adapted for any of the three delivery approaches.

2. The creative execution style is the way the advertising appeal is presented in the message. A number of common execution techniques were examined in the chapter, along with considerations for their use. The most appropriate style is a matter of balancing uniqueness in the market versus effective communication to achieve the state objectives. A number of standard approaches are available, like straight-sell, slice-of-life, testimonial, drama, humour, and imagery—all of which can be put in TV commercials, print ads, and radio spots and are now being developed for online video, banner ads, and podcast sponsorships.

3. The design of the advertising message is a critical part of the communication process and is the second creative tactic discussed. There are various options regarding the message structure, including order of presentation of message arguments, conclusion drawing, message sidedness, refutation, and verbal versus visual traits. How these elements are constructed has important implications for enhancing the processing of the message and whether communication effects are achieved with the target audience.

4. Attention was also given to tactical issues involved in creating print, video, and audio messages. The elements of a print ad include headlines, body copy, illustrations, and layout. We also examined the video and audio elements of video messages and considerations involved in the planning and production of commercials. Together, these showed some of the important design decisions that have to be made to complete the creative approach. Finally, we highlighted a couple key factors in the development of audio messages.

5. We presented a framework for creative specialists and marketers to help them make the appropriate decisions for the creative tactics. The framework uses the target audience's attitude as the key factor when deciding upon the correct execution style, message structure, and design. These three characteristics ensure that both cognitive and emotional aspects of processing and attitude formation are addressed in the receiver of the message. The model is a like a list to double check and know whether the creative execution results have characteristics that influence the target audience's attitude in the way expected.

6. Creative specialists are responsible for determining the creative strategy and tactics from the marketer's input. However, the client must review, evaluate, and approve the creative approach before any ads are produced or run. A number of criteria can be used by advertising, product or brand managers, and others involved in the promotional process to evaluate the advertising messages before approving final production.

