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I n t r o d u C t I o n



A Challenge to the Student  
Interested in Advertising

T he advertising industry is healthy and thriving, and its future is so bright you gotta 
wear shades. And we are moving into a time for advertising that requires rein-

vention & rebirth. All interesting and all true! However, there is one danger that goes 
beyond overcoming challenges. 

And it’s not an easy fix.

How often have you heard someone outside of the ad industry say, “I love advertising”? 
Probably never.

Fortunately, that’s never been a problem. Consumers have long been unable to avoid 
advertising, often viewing it as a necessary evil. But the times, they are a-changing.

The incoming consumer is someone who feels empowered to control every aspect of 
his or her media experience, including eliminating advertising from it.

So here we have our challenge. How do we make consumers love advertising in a new 
media landscape where they have the power to opt out of ads they never liked in the 
first place?

In the new era of consumer control, it’s imperative for brands, agencies, and media 
companies to work together to make consumers appreciate, like, and even want adver-
tising. The next generation of advertising must inform in ways that the consumer sees 
true value.

It must provide utility that cannot be found elsewhere. And it must complement the 
media experience, not compete with it.

If the advertising ecosystem can’t persuade consumers to say, “I love advertising,” soon 
it may not have the opportunity to persuade consumers to do anything else.
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C h a p t e r  1



INTRODUCTION:  
INTEGRATED MARKETING

Integrated marketing is an idea translated into more than one form of communica-
tion or media. An idea realized across many areas—into every conceivable media. 

And what continues to change this dynamic is the ever-increasing number of 
applications. It’s like a large, ever-growing puzzle, a forever-increasing toolkit that 
can be configured in a myriad of ways to create a seamless customer experience, 
all the while using a tone and aesthetic that is consistent throughout. Making the 
consumer (you) feel like they are in control, rather than being controlled. 

By seamlessly connecting different types of message “vehicles” (social media, 
traditional, PR, etc.), you take the consumer on a journey—a “path to purchase.”

References
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e X e r C I s e : 
I n t e G r a t e d 
M a r K e t I n G



Instructions

1 Pick an item you wish to advertise. Your target audience: baby boomers.

2 Pick at least 7 of the following marketing channels you will be using:

a. Website

b. Facebook

c. Tumblr

d. YouTube

e. Twitter

f. Instagram

g. Pinterest

h. In-Store/Sale Display Prints

i. TV

j. Product Placement

k. Product Design

l. Text Messaging

m. Mobile

n. Cinema

3 Create a 30-second commercial for your item with the target audience and 
these 7 marketing channels in mind.

4 Create a jingle to go with your commercial. This jingle must be in one of 
the following specific musical genres: country, rock and roll, hip hop, pop, 
or heavy metal.

5 Perform your commercial, complete with the jingle, for the class.
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