
Contents

List of figures
List of tables 
List of boxes 
Preface
Ackno wledgm e n ts

• •
VI1

• e • 
Vlll

ix
X
• •

Xll

1 Advertising today 1
Marketing communications as part of the marketing effort 1
Advertising as part of the communication effort 2
Advertising in the digital age 6
Advertising in a cross-cultural environment 8
Cultural values 11
Standardization or adaptation 14

2 Advertising formats 18
Types of advertising and appeals 18
Contemporary advertising formats 26
Online advertising formats 34
Creativity in advertising 43

3 How advertising works 45
Hierarchy-of-effects models 45
Attitude formation and change 50
Heuristic evaluation 62
Affect-as-Information and Affect Infusion Models 62
Attitude and feelings transfer, emotional
conditioning, and mere exposure 65
Perception-Experience-Memory Model 68

v



vi ADVANCED INTRODUCTION TO ADVERTISING

Reinforcement and routinized response 69
Cialdini’s persuasion principles 69
The strong and weak theory of advertising effectiveness 70
How advertising works online 71

4 Advertising planning 76
Situation analysis 76
Segmenting, targeting, and positioning 78
Objectives 87
Budgets 93
Message and creative strategy 99
Media planning and selection 102

5 Advertising effectiveness 111
Pre-testing 111
Post-testing 115
Campaign evaluation research 119
Measuring online advertising effectiveness 122

6 Advertising ethics 130
Ethical issues in advertising 131
Ethically vulnerable industries 144
Self-regulation 147
Ethical responsibility of advertisers, public policy, 
and education 148

Suggested further reading 152
Index 157


