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academia—practice gap 239
account management 8, 9
account planning
advertising budgets 161, 162, 163-71
campaign evaluation 159-62
see also advertising, effectiveness
measurement
evolution 3-6, 7-11, 13-17, 19-22
strategic development of brands 59-62, 63-7
inter-media decisions 87-9, 91-104
IJWT Toolkit 13940
the advertising idea 141-3, 145-52
idea management 153-8
pre-testing 8, 16, 84-5, 107-9, 111-17, 124
theory to practice progression 119-21, 123-37
Account Planning Group (APG) awards 5-6
account representatives 101-4
accountant’s marketing 318-19
added values 264-9
measurement 165-8, 170
real marketing 321
advert tweakers 5, 60
advertisements 119
advertising
added value and 267
art and science of 414, 45, 53-8, 142,221, 222
budget setting 161, 162, 163-71
contribution to new brands 160-1, 204, 205-6
barriers to entry 295-8, 299-306
corporate 280-1, 282, 291-3
creative evaluation 175-7, 179-93
defining the role for 1201, 136-7, 148-50,
170, 181,293

Index

pre-testing 8, 16, 84-5, 107-9, 111-17, 124,
190
see also advertising, creative evaluation
in an enjoying society 279, 285, 286-7, 289,
291
evolution of account planning 3-6, 7-11,
13-17, 19-22, 59-62, 63-7
in a functioning society 286-7
in history of brands 23, 27, 28, 30-1, 32, 34,
36, 40
how it works 9-10
evidence 186-9
new brands 204
off-the-peg research 220
predictive pre-testing 190
theories 113-16, 119-21, 123-37, 176-7,
183-6, 2034
inter-media decisions 8§7-9, 91-104
JWT Toolkit 139-40
the advertising idea 141-3, 145-52
idea management 153-8
leisure industry 280, 281, 291
long-term/lasting effects 82, 83—4, 159-62,
163-71
mid market brands 280, 281, 287-9
new advertisers 279-81, 283-93
research decision making 121, 1367
research for see research
retailers 279-80, 281, 283, 284, 289-90
short-term effects 82-3, 161, 163
stimulus-response relation 120
strategic development of brands 59-62, 63-7
technological change and 284-5

see also Scale of Immediacy
digital 295-6
effectiveness measurement 69-71, 73-85,
123-4, 159-62
added value 165-8, 170
campaign exposure 190-2

advertising idea 141-3, 145-52, 338

Advertising Planning Index (API) 185, 188-9,
191

advertising research see research

affluence 286, 314

After Eights 42-3, 51-3, 150
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AIDA model 53-5, 120, 185

Andrex 23, 29-32, 34, 56-8, 150, 168, 169,
264-7

Ariel 35, 54-5

art of advertising see creativity/creatives

attitude measurement 238, 248

attitude-modifying advertising 131-3, 137, 191-2

attitude-reinforcing advertising 133-5, 137,
149-50, 203

audience participation 141-2, 153

Baconian science 48, 221
bargaining skills 98, 99
barriers to entry 295-8, 299-306
beers 56, 133
behaviour change 327-9, 331-9
Big Ideas 142-3
see also JWT Toolkit, the advertising idea
Black Magic 133, 134, 150
blind tests 166-7, 168, 186
brand designers 244
brand idea 338-9
see also advertising idea
Brand Image theory 120, 123, 185
brand loyalty 304
brand managers 316—17
Brand/Need Association theory 176, 184
brand personalities
corporate brand 244, 337, 338-9
history 32-6, 40, 114
metaphors based on 150
new brands 205, 256-7, 267-9
brand vision 155
brands and branding
Adbvertising Planning Index 188-9
of agencies 9-10
applying research to decision making 214-17
art and science of 42-3, 45, 47-53
barriers to entry 295-8, 299-306
behaviour change for 327-9, 331-9
the corporate brand 237, 2434, 246-7,
248-50, 280-1, 282, 291-3, 331-9
“crisis in” 215
evolution of research 237, 238, 241-50
Gestalt theory of perception 114-15
history of development of 23-5, 27-40, 263
inter-media decisions 96, 103
IJWT Toolkit 139-40
the advertising idea 140, 141-3, 145-52
idea management 153-8
leisure industry 280, 281, 291
manufacturers 27-40, 263-4, 279, 281
marketing effectiveness 308
new brands 255-7, 259-77
adding value 264-9
advertising research for 195-7, 199-208

advertising’s contribution to 160-1, 204,
205-6, 295-8, 299-306
barriers to entry 295-8, 299-306
formula marketing 3201
need for innovation 214-15
number of 262-3
personality 205, 256-7, 267-9
the product and 2634
reasons for developing 260-2
sales behaviour 269-74
salience 274-5, 277
total appeal 2734, 275-6, 277
uniqueness 2767
product-brand distinction 263—4
retailers 283, 289-90
future 281
history 23-4, 27, 28, 29, 30, 263, 265, 279
mid market brands 280, 281
price-brand value balance 280, 290
Scale of Immediacy model 128-37
services 237, 241, 242, 244-50, 333-5
strategic development 59-62, 63-7
see also brand personalities
brief setting 44, 151, 181
corporate communication 338
budget setting 161, 162, 163-71
buying, scale of 287, 289
buying behaviour studies 188-9
new brands 203
see also consumers, response; sales
buying motivations 217

capital investment 299-300
causal norms 77
causal relationships 77, 78-9, 218-19
Chief Executives (CEOs) 309, 323, 337
cognition, theories 114
cognitive balance 187
cognitive skills 98, 99
communication

corporate 244, 249, 280-1, 282, 292-3, 335

corporate brand values 337-8

new brands 206, 207-8
company brand see corporate brand
company structure see organizational structure
comparative mapping 76
competition increase 242, 243, 332
competition policy 296-7, 299-306, 313
competitive maintenance 304, 305
connection planning 157
consultative skills 239
Consumer Buying System 156-7, 338
consumers

affluence 286, 314

buying behaviour 188-9

see also consumers, responses; sales
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buying motivations 217
confidence of 241, 243, 286, 331
corporate brand 334-5, 338
formula marketing 320
individualism 227, 231-2, 241, 243, 279, 286,
314, 331
insights 154, 155, 158
panels 219-20, 271-3
real marketing 321-2, 324
relationships
brand personalities 268
complexity 249
corporate advertising 292
history of brand development 29-36
responses
account planning history 10, 14, 21-2
advertising decision making 74, 84-5,
159-62, 181
advertising ideas 146-7, 148-51
advertising stimulus 120
art and science of advertising 54
new brand research 2001
Scale of Immediacy 124-36
see also audience participation; pre-testing;
sales
see also customers
Corfam 274-5
corporate brand 237, 243-4, 2467, 248-50,
280-1, 282, 291-3, 331-9
corporate contexts
behaviour change 327-8
marketing effectiveness 315-24, 325
new brands 196, 262
producer bureaucracy 231, 232, 313, 316, 318,
325
see also corporate brand; organizational
structure
corporate culture 249, 332, 334
corporate personality 324
craft skills
budget setting 161, 162, 163-71
IWT Toolkit 13940, 141-3, 145-52, 153-8
pre-testing 107-9, 111-17
theory to practice progression 119-21, 123-37
creative agencies 42-3, 44, 88, 89
creative development
evaluation 182-3
research for new brands 201
creative strategies
art and science of advertising 55-6
brief setting 151, 181
new brands 206-8
creativity/creatives
the advertising idea 141-3, 145-52
advertising research
creative evaluation 175-7, 179-93

economic growth and 213-14
for new brands 195-6, 201-2, 206-8
pre-testing 107, 108, 111-17
evolution of account planning 4, 5, 8, 9, 10, 14,
16, 21-2, 64-5
idea-stimulating research 209, 210, 211, 221-5
inter-media decisions 87-8, 92-3, 95-6, 97, 98,
99, 100, 1014
and science
advertising 414, 45, 53-8
brand development 45, 47-53
economic growth 45-7, 48
cultural truths 154
culture, corporate 249, 332, 334
customers
retention 2467
segmentation 238, 248
see also consumers

DAGMAR model 53-4, 185
decision making
about research 121, 1367
advertising research for new brands 202
application of research to 209-11, 213-25
creative evaluation 175-7, 179-93
effectiveness measurement for 69-71, 73-85,
1234, 159-62
added value 165-8, 170
pre-testing 8, 16, 84-5, 107-9, 111-17,
124
see also decision making, creative evaluation
inter-media 91-104
Delsey 23, 29-32, 264-7
demand curves 167
democracy 227-9, 231-5
demonstrations 148-9, 1501
desires 128-9, 137, 205, 274-5
digital advertising 295-6
direct response advertising 126-8, 137, 148-9,
150-1, 287, 291
discounts 29, 30-1, 265
dummy packs 208
DuPont’s Corfam 274-5

econometrics 218-19, 220
economic growth
advertising research 213-14
art and science of 45-7, 48
individualism 279, 286
marketing effectiveness 307-8, 311-12, 325
new brands for 262
strategic brand building 65-6
economies of scale 28, 29, 263, 305
emotion
art and science of advertising 54
attitude measurement 238
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emotion (cont.)

Gestalt theories 114

new brand appeal 205, 276, 277
employees see staff
engagement ideas 155-6, 157, 158
engagement planning 153-6, 158
enjoyment 279, 285, 286-7, 289, 291
entertainment brands 280, 281, 291
ethnography 238-9
evidence-based business consultancy 239, 250
experiments

advertising decision making 77, 166-7, 168-9,

202, 203
creative evaluation 183, 191, 192
five-stage innovation process 223

feedback
advertising idea creation 147-8
five-stage innovation process 223
project teams 99

formula marketing 319-21

free trade 296-7, 299-306, 307-8, 313

functional brand appeal 205, 206, 276, 277

gap analysis 50-1, 211, 219
Gestalt theory 11415, 187
government policy 308, 313
Guinness 133

Heineken 56

holistic philosophy 195, 196, 197, 2067
hourly payment system 43, 44
household income 286, 315

hypothesis testing 82

IBM 267-8
ideas 141-3, 145-52
corporate branding 338-9
management 153-8
research to stimulate 209, 210, 211, 221-5
see also creativity/creatives
imitation 262
indirect response advertising 131-5, 137, 149-51,
287
individualism 227, 231-2, 241, 243, 279, 286,
314,331
industrial brands 263, 267-8
information (tell me more) advertising 127-8, 137
innovation
marketing effectiveness 319-21, 324
technological change and 261-2
see also creativity/creatives
insights, Engagement Planning 154
institutional advertising 280-1, 282, 291-3
intellectual property 300
inter-media decisions 87-9, 91-104

internal marketing 247

interviews
advertising research for new brands 202
creative evaluation 191-2
effect of 115-16, 187

Involvement model 177

IPA Advertising Effectiveness Awards 70, 108,

160, 220
iPod 160-1

job satisfaction 92-3, 100, 103

journalism 232-3

JWT Toolkit 13940, 153-8
the advertising idea 140, 141-3, 145-52
idea management 153-8

Kellogg’s Corn Flakes 167, 168
knowledge skills 97-8, 99

leadership 327-8, 336

learning process 187

leisure industry 280, 281, 291
life-cycle theory 256, 260-1

logic, advertising and 42-3, 48-9, 50-5

management structure see organizational structure
manufacturers 27-40, 263-4, 279, 281, 285
globalization 332
marketing effectiveness 307, 311-12, 313,
315-24
market modelling 165, 166, 169-70
market research 173
application to decision making 209-11, 213-25
for creative evaluation 175-7, 179-93
evolution 237, 238, 241-50
for new brands 195-7, 199-208
opinion polls 227-9, 231-5
see also research
marketing
applying research to decision making 213-25
barriers to entry 295-8, 299-306
branding see brands and branding
context for 313-15
effectiveness 307-9, 311-26
five-stage innovation process 221-3
as a function 308-9, 325
inter-media decisions 94, 97, 102, 103
judgement-technique relation 325-6
King’s recommendations 210-11, 224-5
new advertisers 279-81, 283-93
as philosophy 308-9, 325
Planning Cycle 74-85
services 237, 241, 242, 244-50, 279, 285,
331-9
see also advertising
marketing departments
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advertising budget setting 170
job satisfaction 100
marketing of 316-17
origins of account planning in 7-8, 13-14, 15,
63-4
marketing education 325-6
marketing services industry 257, 328-9
measurements
added value 165-8, 170
of advertising effectiveness 69-71, 73-85,
123-4, 165-8, 170
art and science of advertising 43—4
see also pre-testing
media agencies 43, 44, 88, 89
media department 15, 100
media events 232, 233
media fragmentation 295-6
media metaphors 89, 94-7, 98
media planning
annual awards 107, 109
connection planning and 157
inter-media decisions 87-9, 91-104
medium metaphors 89, 95-6, 97
mental skills 98, 99
mental states theories of advertising 177, 184-5
see also Involvement model
message metaphors 89, 96-7, 98
metaphors
indirect response advertising 149-51
media 89, 94-7, 98
Mr Kipling Cakes 65-6, 136, 150, 255, 256, 321
myths 89, 934, 98

needs
advertisements relating to 128-9, 137
Brand/Need Association theory 184
new brands 205, 274-5, 277
negotiation skills 98
new advertisers 279-81, 283-93
new brands 255-7, 259-77
adding value 264-9
advertising research for 195-7, 199-208
advertising’s contribution to 1601, 204,
205-6, 295-8, 299-306
barriers to entry 295-8, 299-306
formula marketing 320-1
need for innovation 214-15
number of 262-3
personality 205, 256-7, 267-9
the product and 2634
reasons for developing 260-2
sales behaviour 269-74
salience 274-5, 277
total appeal 273-4, 275-6, 277
uniqueness 2767
norms 76, 77, 80

observation research 238-9
off-the-peg research 220
on-line advertising 295-6
open-ended conversations 250
opinion polls 227-9, 231-5
organizational structure
brand building 24-5, 37-8, 667, 244, 328,
336-7
the corporate brand 244, 332, 3367
evolution of research 242
for innovation 2234
inter-media decisions 91-104
for marketing effectiveness 325
Oxo cubes 834, 136, 150, 255-6, 260-1

patents 300
payment by the hour 43, 44
Penetration theory of advertising 176, 184
see also Unique Selling Proposition (USP)
model
perception
Gestalt theory 11415, 187
holistic 195, 196
performance standards 247-8
Persil 54-5, 148, 150, 322-3
personalities, brand see brand personalities
physical properties, new brands 206, 207-8, 276,
271
physical skills 97
pilot marketing 196
planning
craft skills
from theory to practice 119-21, 123-37
IJWT Toolkit 13940, 141-3, 145-52, 153-8
pre-testing 107-9, 111-17
setting advertising budgets 161, 162, 163-71
role and structure
advertising decisions 69-71, 73-85
art and science of advertising 414, 45-58
brands 23-5, 2740, 59-62, 63-7
evolution of account planning 3-6, 7-11,
13-17, 19-22, 59-62, 63-7
inter-media decisions 87-9, 91-104
Planning Cycle 69, 71, 74-85, 159-60
platitudes 238
Popper, Karl 48-50, 58, 221, 222
practitioner-academia gap 239
pre-testing 8, 16, 84-5, 107-9, 111-17, 124, 190
price
accountant’s marketing 318-19
advertising effectiveness 167-8, 169
balance with brand value 280, 290
discounts 29, 30-1, 265
new brands 302, 303, 304-6
thrust marketing 316
problem resolution 247
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producer bureaucracy 231, 232, 313-14, 316,
318, 325
product-brand distinction 2634
product innovation policies 261-2
product life-cycle theory 256, 260-1
production line working 87, 88, 92, 99
professionalism 45-6
profit spiral 285, 305-6, 313
project groups
idea-stimulating research 223—4
inter-media decisions 88-9, 92-3, 99-104
psychological theories 114-15, 187, 217
public opinion polls 227-9, 231-5
public sector 308, 313

qualitative research

analysis 250

creative development 182

in evolution of account planning 8, 9, 16-17,

21

for idea stimulation 223

pre-testing 108

roles of advertisements 127-8
quality 241, 246, 247-8, 322, 331
quality control 318
quantitative research

creative development 182

decision making and 69-70, 213-25

for new brands 202

pre-testing 108, 109

rank-ordered attributes 248-9
real marketing 321-5
reason, appeal of brands to 205, 206, 276, 277
recall satisfactions 129-31, 137
remuneration 43, 44
repeat purchasing
new brands 204, 272, 273, 274
scale of buying 287, 289
representative democracy 227-9, 231-5
research
for advertising decision making 69-71, 734,
76-85, 1234, 159-61, 165-71
see also pre-testing; research, for creative
evaluation
application to decision making 209-11,
213-25
for brand development 39-40
corporate brand 237, 2434, 2467, 248-50
for creative evaluation 175-7, 179-93
decision making about 121, 136-7
defining objectives of 1801
in evolution of account planning 8, 9, 14,
16-17, 19-22, 63
evolution of 237-9, 241-50
gap with creative processes 195-6

for idea stimulation 209, 210, 211, 221-5
institutional advertising 293
for inter-media decisions 97, 98, 100, 102-3
for new brands 195-7, 199-208, 269-74
off-the-peg 220
opinion polls 227-9, 231-5
pre-testing 8, 16, 84-5, 107-9, 111-17, 124,
190
service-intensive brands 237, 241, 242,
244-50
see also research data; science
research data
analysis 250
analysis skills 98
decision making 69-70
research events 233-5
retail audit research 216, 220, 269-71
retailers 289-90
advertising expenditure 283, 284
future 281
globalization 332

history 234, 27, 28, 29, 30, 263, 265, 279, 285

mid market brands 280, 281
price-brand value balance 280, 290
technological change 332

retention marketing 246-7

rewards, scale of 287, 289, 292

risk taking 299-300, 319-20

sales
added value measurement 167-8
advertising decision making 73-4
in creative evaluation 182, 183, 190-1
new brands 269-74
sales response theory of advertising 176, 183—4
Scale of Immediacy 120-1, 124-36
science
of advertising 414, 45, 53-8
of brand development 45, 47-53
of economic growth 45-7, 48
five-stage innovation process 221-3
see also research
segmentation 238, 248
sensual appeal, new brands 205, 206, 276, 277
service marketing 237, 241, 242, 244-50, 279
corporate brand 331-9
leisure industry 280, 281, 291
retailers 290
technological change and 284-5
skill requirements 92, 97-9, 100, 101, 102-3
skill shortages 242, 332
soap powders 35, 54-5, 148, 150, 256, 322-3
soaps 35-6, 151
social skills 98, 99
soups 35
special-interest groups 232, 233
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staff
behaviour change 328, 336, 337
corporate brand 244, 249, 250, 335, 336, 337
customer research 249
as customers 247
enjoyment products/services 291
status 100, 103
standard of living 286
standard theory of advertising 176, 183—4
Starch theory 184
status, employee 100, 103
stimulus—response relation 120
strategic planning 5, 16, 59-62, 63-7
succession of mental states theories 177, 184-5
see also Involvement model

T-Plan (Target Plan) 9, 13-14, 16
teamworking
idea-stimulating research 223—4
inter-media decisions 87, 88-9, 92-3,
99-104
technological change 242, 261-2, 284-5, 332
television
institutional advertising on 293
mid market brand advertising 289
ratings 216-17
tell me more advertising 127-8, 137

Index compiled by Liz Granger

Tesco 279, 309

Thomson Awards 107-8, 109, 111-17,
123

thrust marketing 315-16

toilet soaps 35-6, 151

toilet tissue 23, 29-32, 34, 56-8, 150, 168, 169,
264-7

Total Quality Management 247

trade discounts 29, 30-1, 265

trade-off analyses 211, 217-18, 248

“truth” 229

Unique Selling Proposition (USP) model 53, 120,
123, 184

VALSism 248

vehicle metaphors 89, 94-5, 97
violence 232

Volkswagen 56, 321-2

Walkman adverts 56
wants
advertisements relating to 128-9, 137
new brands 205, 274-5
washing powders 35, 54-5, 148, 150, 256,
322-3
wholesalers 27-8



