
Contents 

1  An overview..................................................................................  1 
1.1  Introduction .........................................................................  1 
1.2  Didactic purpose and expected learning outcomes ................  1 
1.3  Structure ..............................................................................  2 

2  The fundamental aspects of marketing communications............  5 
2.1  Introduction and learning objectives .....................................  5 
2.2  Communications and the marketing mix ...............................  5 
2.3  Planning marketing communications ....................................  8 
2.4  Communications and the organisation of the marketing 

function..............................................................................  10 
2.5  Multiple choice questions ...................................................  11 
2.6  Case study..........................................................................  12 

3  The fundamental aspects of communications science ...............  15 
3.1  Introduction and expected learning outcomes .....................  15 
3.2  Psychological structures .....................................................  15 

3.2.1  Perspectives, values and images..............................  15 
3.2.2  Involvement ...........................................................  18 

3.3  Psychological processes .....................................................  20 
3.3.1  Motivation..............................................................  20 
3.3.2  Emotions ................................................................  22 
3.3.3  Social perception ....................................................  24 
3.3.4  Cognitive dissonance..............................................  27 
3.3.5  Psychological reactance..........................................  29 
3.3.6  Cognitive response .................................................  32 

3.4  Multiple choice questions ...................................................  39 
3.5  Case study..........................................................................  40 



VIII Contents   

4  Information behaviour and socialisation...................................  43 
4.1  Introduction and expected learning outcomes .....................  43 
4.2  Information behaviour ........................................................  43 

4.2.1  The subjective need for information........................  43 
4.2.2  Searching for information.......................................  45 
4.2.3  Information processing ...........................................  46 
4.2.4  Information dissemination ......................................  48 
4.2.5  Social factors impacting on buyer behaviour...........  49 
4.2.6  The impact of the family.........................................  50 
4.2.7  Cultural influences .................................................  54 
4.2.8  Information overload ..............................................  56 
4.2.9  Some consequences for marketing ..........................  57 

4.3  Multiple choice questions ...................................................  58 
4.4  Case study..........................................................................  59 

5  Analysing the communication situation ....................................  63 
5.1  Expected learning outcomes ...............................................  63 
5.2  Media analysis ...................................................................  63 

5.2.1  Media analysis and TV usage research....................  64 
5.2.2  The people meter ....................................................  64 
5.2.3  Data merging..........................................................  65 
5.2.4  AWA and Media Analysis: a comparison ...............  66 
5.2.5  Further surveys.......................................................  68 
5.2.6  Evaluation ..............................................................  69 

5.3  Advertising research...........................................................  70 
5.3.1  The communication model .....................................  71 
5.3.2  The dimensions of the advertising impact ...............  72 

5.4  Future developments ..........................................................  77 
5.5  Selected methods of strategic analysis ................................  78 

5.5.1  Analysing opportunities and threats ........................  78 
5.5.2  Analysing strengths and weaknesses .......................  79 
5.5.3  Portfolio analysis....................................................  80 
5.5.4  Positioning analysis ................................................  80 

5.6  Multiple choice questions ...................................................  82 
5.7  Case study..........................................................................  83 

6  The goals of communication policies .........................................  87 
6.1  Expected learning outcomes ...............................................  87 
6.2  Profiling the target audience ...............................................  87 
6.3  Targeting methods..............................................................  91 



 Contents  IX 

6.4  Corporate identity ..............................................................  94 
6.4.1  Defining corporate identity .....................................  94 
6.4.2  Corporate behaviour ...............................................  96 
6.4.3  Corporate communication.......................................  97 
6.4.4  Corporate design ....................................................  97 
6.4.5  Corporate image ...................................................  102 

6.5  Unique Communication Proposition (UCP) ......................  103 
6.6  Economic objectives and communication goals ................  107 
6.7  Formulating media objectives...........................................  109 
6.8  Multiple choice questions .................................................  113 
6.9  Case study........................................................................  114 

7  Communication strategies .......................................................  117 
7.1  Learning outcomes ...........................................................  117 
7.2  Positioning the product.....................................................  117 
7.3  Positioning strategies........................................................  118 

7.3.1  Informative positioning ........................................  119 
7.3.2  Affective positioning ............................................  120 
7.3.3  Combined affective and informative positioning ...  120 
7.3.4  Competitive positioning........................................  120 

7.4  The copy strategy .............................................................  121 
7.5  Integrated communications...............................................  126 
7.6  Multiple choice questions .................................................  129 
7.7  Case study........................................................................  129 

8  Media planning in marketing communications.......................  133 
8.1  Learning outcomes ...........................................................  133 
8.2  The object of media planning ...........................................  134 
8.3  Budgeting ........................................................................  135 

8.3.1  Comparing the media impact ................................  135 
8.3.2  Objective- and task-budgeting ..............................  136 

8.4  Drawing up a media plan..................................................  138 
8.5  Evaluating the media plan ................................................  140 
8.6  Multiple choice questions .................................................  144 
8.7  Case study........................................................................  144 

9  Designing market communications..........................................  147 
9.1  Learning outcomes ...........................................................  147 
9.2  The communications mix .................................................  147 
9.3  The fundamental principles of communications design .....  148 
9.4  Printed advertisements .....................................................  152 
9.5  TV advertising .................................................................  160 



X Contents   

9.6  Radio advertising .............................................................  164 
9.7  Posters and outdoor boards...............................................  167 
9.8  Public relations.................................................................  168 
9.9  Publicity...........................................................................  169 
9.10  Direct marketing ..............................................................  172 
9.11  Product placement ............................................................  172 
9.12  Sponsorships ....................................................................  175 
9.13  Event marketing ...............................................................  180 
9.14  New media .......................................................................  180 
9.15  Combining the media .......................................................  183 
9.16  Multiple choice questions .................................................  184 
9.17  Case study........................................................................  184 

10  Collaborating with agencies.....................................................  187 
10.1  Learning outcomes ...........................................................  187 
10.2  Advertising agencies versus communication agencies.......  187 
10.3  Arguments in favour of collaborating with agencies .........  188 
10.4  Criteria for agency selection .............................................  189 
10.5  Remuneration...................................................................  191 
10.6  Project-by-project contracts..............................................  193 
10.7  Ground rules of collaboration ...........................................  193 

10.7.1  Presenting, evaluating and selecting  
agency proposals ..................................................  193 

10.7.2  Producing the communication means....................  195 
10.7.3  Continuity of collaboration ...................................  195 
10.7.4  Handling criticism................................................  196 

10.8  Multiple choice questions .................................................  197 
10.9  Case study........................................................................  198 

11  Specific issues in international marketing communications ...  199 
11.1  Learning outcomes ...........................................................  199 
11.2  Managing international market communication ................  199 
11.3  Analysing the starting position .........................................  203 
11.4  The international management focus ................................  205 

11.4.1  Fundamental principles.........................................  205 
11.4.2  Ethnocentric enterprises........................................  207 
11.4.3  Polycentric enterprises..........................................  207 
11.4.4  Geocentric enterprises ..........................................  208 
11.4.5  Transnational organisations ..................................  211 



 Contents  XI 

11.5  International communication strategy ...............................  212 
11.5.1  Fundamental strategies .........................................  213 
11.5.2  Transferability of communication strategies..........  214 
11.5.3  The pros and cons of standardised  

communications ...................................................  220 
11.6  Selected tools of international marketing  

communications ...............................................................  229 
11.6.1  Public relations (PR).............................................  230 
11.6.2  Sales promotion....................................................  231 
11.6.3  Direct marketing...................................................  232 
11.6.4  Sponsorship..........................................................  233 
11.6.5  Product placement ................................................  233 
11.6.6  Trade shows and congresses .................................  234 

11.7  Integration of international communication policies..........  234 
11.8  Multiple choice questions .................................................  235 
11.9  Case study........................................................................  236 

Additional reading and sources ........................................................  241 

Consolidated glossary of German and English key terms ...............  247 
 
              



http://www.springer.com/978-3-540-37322-3


