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Summary: This analysis critically examines above the line marketing (ATL) in
the context of current marketing trends. While ATL, encompassing traditional
mass media channels, remains relevant for achieving broad brand awareness,
its effectiveness is increasingly challenged by the rise of digital channels
and fragmented audiences. The article explores the strengths and weaknesses
of above the line marketing, analyzes its evolving role in integrated
marketing strategies, and offers insights into its future within a rapidly
changing media landscape.

1. Introduction: The Enduring Legacy of Above the
Line Marketing

Above the line marketing (ATL) represents the traditional approach to
advertising, focusing on mass media channels to reach a broad target
audience. This includes television, radio, print (newspapers and magazines),
and outdoor advertising (billboards, posters). Historically, ATL marketing
has been the cornerstone of many successful brands, building strong brand
awareness and market dominance. However, in the age of digital media and
hyper-targeted advertising, the effectiveness and relevance of above the line
marketing are continually questioned. This analysis delves into the
complexities of ATL, examining its strengths, weaknesses, and its evolving
role in a contemporary marketing landscape dominated by increasingly
fragmented audiences and sophisticated digital strategies.

2. The Strengths of Above the Line Marketing:
Reaching a Mass Audience

Despite the emergence of digital marketing, above the line marketing retains
significant strengths. Its primary advantage lies in its ability to reach a
vast audience simultaneously. A single television commercial can potentially



reach millions, creating immediate and widespread brand visibility. This
broad reach is particularly valuable for launching new products or building
brand awareness for established products targeting a large, geographically
dispersed market. Furthermore, ATL campaigns can leverage the credibility and
perceived trustworthiness associated with established media channels,
reinforcing brand messaging and enhancing its impact. The sheer scale and
impact of a well-executed ATL campaign can be difficult for purely digital
strategies to replicate. The emotional impact of traditional mediums like
television can still have a significant effect on brand perception and
recall.

3. The Limitations of Above the Line Marketing: A
Shifting Landscape

The limitations of above the line marketing are increasingly apparent in
today's fragmented media landscape. The high cost of ATL campaigns,
particularly television and print advertising, represents a major barrier for
smaller businesses and startups. Furthermore, measuring the return on
investment (ROI) of ATL campaigns can be challenging, lacking the granular
data available through digital marketing analytics. The increasingly diverse
and fragmented media consumption habits of modern consumers also pose a
significant challenge. Audiences are less likely to passively consume mass
media, opting instead for on-demand content and personalized experiences
offered by digital platforms. This makes achieving consistent engagement with
ATL campaigns more difficult. The lack of targeting precision in traditional
above the line marketing contrasts sharply with the precise audience
targeting capabilities offered by digital channels.

4. Above the Line Marketing in an Integrated
Marketing Strategy

Despite its limitations, above the line marketing retains a valuable role
within a well-structured integrated marketing strategy. A holistic approach
combines ATL with below-the-line (BTL) and digital marketing tactics to
leverage the strengths of each channel. ATL can be used to create broad brand
awareness and generate initial interest, while BTL and digital strategies
focus on targeted engagement, lead generation, and conversion. For example, a
large—-scale television campaign can be complemented by targeted social media
ads, email marketing, and influencer collaborations to nurture leads and
drive sales. This integrated approach maximizes the impact of the marketing
investment by leveraging the strengths of each channel to achieve specific
marketing objectives. The synergy between ATL and other marketing activities
is crucial for achieving maximum impact.

5. Measuring the Effectiveness of Above the Line
Marketing Campaigns

The challenge of accurately measuring the ROI of above the line marketing
necessitates a multi-faceted approach. While precise attribution is
difficult, marketers can employ various techniques to assess the
effectiveness of ATL campaigns. These include pre- and post-campaign brand
awareness surveys, tracking website traffic and sales following campaign
launches, and analyzing sales data to determine the correlation between ATL
activity and sales performance. A/B testing variations of advertisements can
also provide insights into the relative effectiveness of different creative



approaches. Utilizing advanced analytics tools to track brand mentions and
sentiment across various media channels can provide a broader understanding
of campaign impact. The integration of these methods allows for a more
comprehensive assessment of the impact of ATL campaigns than relying on
isolated metrics alone.

6. The Future of Above the Line Marketing: Adaptation
and Integration

The future of above the line marketing hinges on adaptation and integration.
While ATL's broad reach remains valuable, marketers must evolve their
approach to align with changing consumer behavior and media consumption
patterns. This includes incorporating more data-driven insights into campaign
planning and execution, utilizing creative strategies to capture attention in
a cluttered media environment, and strategically integrating ATL with digital
channels to create a cohesive and impactful marketing message. The emphasis
will shift from purely mass-market campaigns to more targeted approaches
within the ATL framework, leveraging data to refine audience segmentation and
messaging. This adaptive approach ensures that ATL remains a relevant and
impactful element of the marketing mix.

7. Case Studies: Successful Integration of Above the
Line Marketing

Numerous successful brands demonstrate the continued relevance of above the
line marketing when integrated effectively with other strategies. Consider a
major automobile manufacturer launching a new model. They might utilize a
high-impact television campaign showcasing the car's features and stylish
design, alongside targeted digital ads showcasing specific features for
different customer segments. This combined approach maximizes reach and
impact, appealing to a broader audience while also engaging potential buyers
with personalized messages. Such examples highlight the successful
integration of ATL into a comprehensive marketing ecosystem. Analysing
successful case studies provides valuable lessons for effective campaign
development and execution.

8. Conclusion: A Continued Role in a Multi-Channel
World

Above the line marketing, while facing significant challenges in the digital
age, retains its value as a key component of a successful integrated
marketing strategy. Its ability to generate broad brand awareness and create
a strong initial impact remains unparalleled. However, its effectiveness is
significantly enhanced when combined with data-driven insights, creative
execution, and strategic integration with below-the-line and digital
marketing tactics. The future of above the line marketing lies in its
adaptation and integration within a multi-channel approach that leverages the
unique strengths of different platforms to maximize marketing ROI and achieve
comprehensive marketing goals. A nuanced understanding of both the strengths
and weaknesses of ATL is critical for marketers to successfully navigate the
evolving marketing landscape.



FAQs

1. What is the main difference between above-the-line and below-the-line
marketing? Above-the-line marketing uses mass media channels (TV, radio,
print) to reach a wide audience, while below-the-line marketing uses
more targeted methods (direct mail, email marketing, social media).

1. Is above-the-line marketing still effective in the digital age? Yes, but
its effectiveness is maximized when integrated with digital strategies.
It's most effective for building brand awareness and initial reach.

1. How can I measure the ROI of an above-the-line marketing campaign?
Measuring ROI can be challenging but involves tracking website traffic,
sales, brand awareness surveys, and analyzing sales data correlated with
campaign activity.

1. What are some examples of successful above-the-line marketing campaigns?
Many successful campaigns leverage a mix of media. Analyzing case
studies of successful brands provides valuable insight.

1. What is the cost of above-the-line marketing? Costs vary greatly
depending on the chosen channels and the scale of the campaign; it is
generally considered to be higher than below-the-line marketing.

1. How do I choose the right media channels for my above-the-line marketing
campaign? The choice of channels depends on your target audience,
budget, and marketing objectives. Research and analysis are critical.

1. Can above-the-line marketing be used for niche products or services?
While traditionally focused on mass audiences, a carefully targeted ATL
strategy can be effective for niche markets, although it might be more
cost—-effective to combine it with BTL strategies.

1. What are the emerging trends in above-the-line marketing? The trend is
towards a more integrated approach, using data-driven insights to
improve targeting and measure effectiveness.



1. How can I improve the effectiveness of my above-the-line marketing
campaigns? Focus on creating high-quality, engaging content, carefully
target your audience, and integrate your ATL efforts with other
marketing channels.

Related Articles

1. The Power of Integrated Marketing: Combining ATL and BTL Strategies:
This article explores the synergistic effects of combining above-the-
line and below-the-line marketing for enhanced results.

1. Measuring the ROI of Traditional Advertising: A Practical Guide: This
article provides detailed strategies for measuring the effectiveness of
above-the-line campaigns, including key metrics and analytical
techniques.

1. The Evolution of Above-the-Line Marketing in the Digital Age: This
article traces the historical evolution of above-the-line marketing and
analyzes its adaptation to the digital landscape.

1. Case Study: Coca-Cola's Successful Integration of ATL and Digital
Marketing: This article examines Coca-Cola's successful integration of
above-the-1line and digital marketing, highlighting key strategies and
their impact.

1. Above-the-Line Marketing for Small Businesses: Strategies and Budget
Allocation: This article focuses on practical strategies for
implementing above-the-line marketing with limited budgets.

1. The Impact of Programmatic Advertising on Above-the-Line Strategies:
This article explores how programmatic advertising is changing the way
marketers approach above-the-line campaigns.

1. A Critical Analysis of Television Advertising in the Streaming Era: This
article investigates the evolving role of television advertising in the
context of the increasing popularity of streaming services.



1. The Future of Print Advertising in a Digital World: This article
assesses the prospects of print advertising and its integration into a
multi-channel marketing approach.

1. Optimizing Above-the-Line Marketing Campaigns with Data Analytics: This
article explains how data analytics can be used to refine targeting and
improve the effectiveness of above-the-line campaigns.

above the line marketing: Marketing Communications Paul Russell Smith, Jonathan Taylor,

2004 Marketing Communications rapidly established itself as an international best-seller and has
been listed as a marketing classic by the Marketing Society and as a marketing major by the
Chartered Institute of Marketing. The book is recommended reading for the CIM's Marketing
Communications module in the new Professional Diploma in Marketing. The authors' real business
understanding of marketing communications is universally acclaimed and has proved popular with
students and practitioners alike. In addition, the unique SOSTAC® Planning System is applied
throughout the book.This latest edition has been completely updated with new cases, statistics and
communications techniques, fresh shock stories and a new e theme on each communication tool.
New illustrations and full-colour photographs all combine to bring the book right up to date with the
current international business scene.A free CD-ROM containing video clips of some of the world's
leading marketing experts, pictures, documents and prepared Power Point lectures is available to
lecturers from the publisher on request.

above the line marketing: Selling Above and Below the Line William Miller, 2015-02-11
Most salespeople work hard to become proficient in reaching the frontline managers in their
markets. However, a salesperson who wishes to achieve long-lasting success with a client will learn
how to also appeal to top-level executives from an “above the line” perspective. Master sales trainer
Skip Miller shows how to simultaneously sell to both the frontline manager as well as the executive
who is more concerned with profit/loss indicators such as ROI, time saved, risk lowered, and
productivity improved - a strategy used by Google, Apple, Cisco WebEx, and other powerhouses. In
Selling Above and Below the Line, you will learn how to: Create energy by including executives early
in the sales process. Ask the right questions and pinpoint big-picture financial needs. Keep “below
the line” managers from feeling bypassed. Uncover value propositions that target each set of
decision-makers. Sales that seem locked in will stall or go dark. Customers who have been loyal to
you suddenly back out of the relationship due to decisions made above the manager’s head. This
often could have been avoided had the salesperson been intentional to sell both the technical and
financial fit. In Selling Above and Below the Line, learn to effectively communicate both, leading to
more successful and lucrative deals than ever before.

above the line marketing: The Marketing Book Michael Baker, Susan Hart, 2016-04-14 The
Marketing Book is everything you need to know but were afraid to ask about marketing. Divided into
25 chapters, each written by an expert in their field, it's a crash course in marketing theory and
practice. From planning, strategy and research through to getting the marketing mix right,
branding, promotions and even marketing for small to medium enterprises. This classic reference
from renowned professors Michael Baker and Susan Hart was designed for student use, especially
for professionals taking their CIM qualifications. Nevertheless, it is also invaluable for practitioners
due to its modular approach. Each chapter is set out in a clean and concise way with plenty of
diagrams and examples, so that you don't have to dig for the information you need. Much of this
long-awaited seventh edition contains brand new chapters and a new selection of experts to bring



you bang up to date with the latest in marketing thought. Also included are brand new content in
direct, data and digital marketing, and social marketing. If you're a marketing student or
practitioner with a question, this book should be the first place you look.

above the line marketing: Marketing Michael Baker, 1998 Marketing: Managerial
Foundations provides students with a sound understanding of marketing theory and practice, and
does so in an Australian and New Zealand context. It is an introductory text that goes beyond the
prescriptive approach. It seeks to meet the needs of a discipline that is now accepted as a
fundamental aspect of business and one which needs and deserves an academic base of context,
concept and application. No theoretical stone is left unturned as good practice is supported by
essential theoretical frameworks. Students will find more discussion of the various arguments that
provide views on the foundations and application of marketing. Concepts such as relationship
marketing are traced and explored. The book provides a strong foundation for the study of
marketing and is essential reading for the newcomer to marketing as well as being a valuable
reference for the marketing professional.

above the line marketing: The New Integrated Direct Marketing Mike Berry, 1998 The author
makes the case for direct marketing progressively dominating all marketing communications, not in
terms of execution, but in attitude of mind and overall strategic viewpoint.

above the line marketing: Marketing Cases Dr. Malay Ghosh,

above the line marketing: Marketing Communications Ludi Koekemoer, 2004 Six
marketing communication tools—advertising, personal selling, sales promotion, direct marketing,
public relations, and sponsorship—are reviewed in this text for South African learners and
practitioners. This fully updated edition focuses on recent developments in marketing
communications, highlighting the use of the World Wide Web, e-mail, and instant messaging in
marketing. The user friendly and interactive presentation for self-assessment makes this an
outcome-based learning tool.

above the line marketing: Essential Business Studies A Level: AS Student Book for AQA
Jonathan Sutherland, Diane Canwell, 2008-05-25 Essential Business Studies features a thematic
approach with a vibrant and accessible format to fully engage students. Activities and guidance on
exam preparation, summary mindmaps and up-to-date, dynamic case studies are just some of the
features helping to deliver the key course content. Whiteboard and Teacher Support CD-ROMs also
available.

above the line marketing: Introduction to Travel and Tourism Marketing J. Alf Bennett,
Johan Wilhelm Strydom, 2001 South Africa is well positioned to capture an increasingly large share
of the international travel and tourism market. This book provides an introduction to the marketing
of travel strategy market segmentation, marketing research and marketing planning.

above the line marketing: Marketing Destinations and Venues for Conferences, Conventions
and Business Events Rob Davidson, Tony Rogers, 2012-05-31 Marketing Destinations and Venues for
Conferences, Conventions and Business Events covers key areas in marketing and promotion, such
as: * Trends and issues in destination and venue marketing * Strategic marketing planning, ROI and
strategy evaluation * Destination and venue selling strategies * Future challenges, opportunities and
supply-side developments

above the line marketing: The Fundamentals and Practice of Marketing John Wilmshurst,
Adrian Mackay, 2002 'The Fundamentals and Practice of Marketing' has been substantially revised
to take into account recent developments in the field, most particularly the changes wrought by new
technology.

above the line marketing: International Marketing Stanley Paliwoda, Michael Thomas,
2013-11-05 The third edition of an established text, this book provides comprehensive treatment of
international marketing issues and includes expanded coverage of Eastern Europe and the Pacific
Rim. New for this edition are the expanded use of mini cases within the text to illustrate the latest
developments in marketing, together with expanded coverage of: South East Asia and the Pacific
Rim, Central and Eastern Europe, Globalization, Culture, Financial aspects of marketing. Included



throughout are self-assessment and discussion questions, key terms, references and bibliography.

above the line marketing: Conversion Marketing Bryan Heathman, 2014-04-23 In today's
business climate, transacting eCommerce on the Internet represents the fastest growing
marketplace in the world - but few people really understand how to make it sing! Harness the online
money making potential of your business with trade secrets from this acclaimed industry insider,
veteran of more than 150 marketing campaigns in the corporate Big Leagues. From creating hefty
mailing lists to launching powerful viral marketing campaigns, you'll learn the tricks of turning the
noise of the digital realm into a chorus of eCommerce for your business. Let this eBook show you
how to make money while you sleep!

above the line marketing: The Globalisation of Executives and Economies John Walsh,
2006-12-31 How has globalisation affected the executives and economy of Thailand, one of the most
dynamically growing countries in East Asia? This book provides coverage of crucial industrial
sectors in the Thai economy, comparisons between the past and the present Thai economy and a
variety of studies aiming to explain the behaviour of Thai executives and consumers. - A
comprehensive approach to the globalisation of Thai executives and companies - Written by a variety
of industry and academic specialists - Avoids academic jargon in explaining real-life issues in an easy
to read style

above the line marketing: Marketing Susanna Jaray, 2005 As the most creative corner of the
business world, a career in marketing will have you at the centre of creating ideas for new products
and services. Profiling a diverse range of industry professionals, insider tips and information on how
to get your qualifications.

above the line marketing: Events Marketing Management Ivna Reic, 2016-09-19 This textbook
provides students with an essential introduction to the theoretical underpinnings and practicalities
of managing the marketing of events. In order to market events effectively, it is vital to consider
marketing of events from the organiser’s perspective and to link it to that of the consumers
attending events. As such, this is the first book on the topic which reflects the unique characteristics
of marketing in the Events industry by exploring both sides of the marketing coin - the supply and
the demand - in the specific context of events. The book takes the reader from core marketing mix
principles to exploring the event marketing landscape to consumer experience and involvement with
event marketing and finally strategies and tactics employed to manage the marketing activities
related to events. The use of technology, importance of sponsorship and PR are also considered.
International case studies are integrated throughout to show practical realities of marketing and
managing events and a range of useful learning aids are incorporated to aid navigation throughout
the book, spur critical thinking and further students’ knowledge. This accessible and comprehensive
account of Events Marketing and Management is essential reading for all students and future
managers.

above the line marketing: H] Heinz and HP Foods Great Britain: Competition Commission,
2006-05-22 Dated March 2006.

above the line marketing: Relationship Marketing Helen Peck, Martin Christopher, Moira
Clark, Adrian Payne, 2013-06-17 Arranged in 6 sections, this title gives marketing practitioners and
students critical examples of best practice from a variety of companies. Alongside 'Relationship
Marketing: bringing quality, customer service and marketing together' and 'Relationship Marketing
for Competitive Advantage: winning and keeping customers' this new title provides readers with
insights into marketing in the 21st century.

above the line marketing: Hospitality Marketing Dogan Gursoy, Francis Buttle, David Bowie,
2022-08-15 Hospitality Marketing is an introductory textbook which shows readers how to apply the
principles of marketing within the hospitality industry. The fourth edition contains examples and
case studies exemplifying how ideas and concepts discussed within its chapters can be successfully
applied to a real-life work situation, with an emphasis throughout on topical issues such as
sustainable marketing, corporate social responsibility and relationship marketing. It also describes
the impact that the Internet has had on both marketing and hospitality, using a variety of tools



including a wide range of Internet learning activities. This fourth edition has been updated to
include: New content on social media marketing, user-generated content, group-buying behaviour,
franchising, internationalization, non-predictable factors affecting sales and marketing such as
COVID-19, the role of marketing in creating a competitive advantage and the role of events and
experiences in marketing New extensive exploration of the role of technology in marketing including
the use of artificial intelligence, service robots and the metaverse to develop and deliver service
and/or to measure customer experience Updated online resources including a PowerPoint deck, a
test bank of questions and added links to YouTube and Instagram content New/updated international
case studies including many more from Asian and African destinations This book is written
specifically for students taking marketing modules within hospitality courses and is a valuable
resource to promote learning.

above the line marketing: Hospitality Marketing Francis Buttle, David Bowie, Maureen
Brookes, Anastasia Mariussen, 2016-10-04 This introductory textbook shows you how to apply the
principles of marketing within the hospitality industry. Written specifically for students taking
marketing modules within a hospitality course, it contains examples and case studies that show how
ideas and concepts can be successfully applied to a real-life work situation. It emphasizes topical
issues such as sustainable marketing, corporate social responsibility and relationship marketing. It
also describes the impact that the internet has had on both marketing and hospitality, using a
variety of tools including a wide range of internet learning activities. This 3rd Edition has been
updated to include: Coverage of hot topics such as use of technology and social media, power of the
consumer and effect on decision making, innovations in product design and packaging, ethical
marketing and sustainability marketing Updated online resources including: power point slides, test
bank of questions, web links and additional case studies New and updated international case studies
looking at a broad range of hospitality settings such as restaurants, cafes and hotels New discussion
questions to consolidate student learning at the end of each chapter.

above the line marketing: The Fundamentals of Advertising John Wilmshurst, Adrian
Mackay, 1999 Here, advertising is viewed from the perspective of advertisers, advertising agencies
and the media. With the emphasis on practical application in the current marketing scene, this book
includes examples, guidelines and checklists.

above the line marketing: The Good MBA Saurav Kumar, 2021-10-20 Author of Simplified
Business Organization and Applied ethics”, “Principles of International Human Resource
&Marketing Management”, “Managing innovation and change in organizations, “Red Ocean
Strategy”. Saurav Kumar is a Senior Faculty in the Department of Corporate Secretaryship at K B
Womens College Hazaribag, Jharkhand. He is an MPhil. in Management , a Certified Advanced
Business Analyst From IIT, Bombay & also posses Certification in IFRS from ICAI. After working
professionally at national and international levels for more than 10 years he decided to train and
teach people from what he has learned from the real world. This book is a sheer content of his
experience.

above the line marketing: OCR National Certificate in Business - Level 2 Chris Nuttall, 2004
'‘Nelson Thornes OCR National Certificate Business Level 2' addresses all the features and topics
students require for the qualification. Written in line with specifications from OCR, the text is
focused on students' need to integrate their knowledge on a number of business issues and
understand how these factors work together in a business.

above the line marketing: English in Business Jacek Gordon, 2023-10-10 ENGLISH IN
BUSINESS to angielsko-polski stownik i leksykon definicji z zakresu szeroko rozumianego
stownictwa z dziedziny finanséw, bankowosci oraz termindéw ekonomicznych i uzywanych w
ubezpieczeniach. Catos¢ liczy ponad 12 tysiecy haset stownikowych oraz 6725 definicji opisowych.
Publikacja jest takze podrecznikiem dla oséb uczacych sie Business English i jest przeznaczona na
komputery i tablety.

above the line marketing: Digital Marketing Strategy Simon Kingsnorth, 2019-04-03 Optimize
your digital channels and ensure your marketing strategy aligns with business objectives, with this



second edition of the bestselling guide to digital marketing - recommended by the Chartered
Institute of Marketing. There is no shortage of digital marketing resources yet finding a book that
covers all disciplines can be a challenge. This essential and highly readable book provides an
accessible, step-by-step framework to the planning, integration and measurement of each digital
platform and technique, all tailored to achieve overarching business objectives. Now featuring
cutting edge updates on social media, SEO, content marketing, user experience and customer
loyalty, Digital Marketing Strategy is an ideal road map for navigating: -Marketing automation,
personalization, messaging and email -Online and offline integration -The power of technologies,
such as Al -New data protection and privacy strategies Accompanied by downloadable practical
implementation guides spanning SEO, paid-search, email, lead-generation and more, Digital
Marketing Strategy will show you how to effectively select, align and manage digital channels and
operations, to streamline a winning digital marketing strategy for measurable, optimized results. It
is an essential guide for any marketer to build an effective and practical digital strategy.

above the line marketing: Power of Marketing Nelly Nailatie Ma'arif, 2008

above the line marketing: Management Mumbo-Jumbo A. Furnham, 2006-01-24 Bestselling
author and psychologist, Adrian Furnham, takes a critical view of the jargon and fads in
management contained in manifestos and mission statements and shows how these often obscure
and mystify. He considers atmospherics, compulsory training, fundamentalist gurus, integrity tests,
personality of organizations and uncertainty avoidance.

above the line marketing: Scenarios in Marketing Gill Ringland, Laurie Young, 2007-02-06
You've chosen this book. Which probably means you're a marketer, you've heard of scenarios and
you want to know what they can do for you. Can they help with everyday marketing issues like
brands, channels and relationships? The answer is yes. Rooted in customer needs, scenarios bridge
the gap between corporate strategy and marketing tactics. They are a weapon for perceiving the
unseen and a framework for thinking the unthinkable. This book's wealth of case studies will show
you how they've helped top companies like Pfizer, Nestle and Courvoisier to do just that, and its
practical lessons will show how they can do exactly the same for you. Gill Ringland and Laurie Young
have gathered top-flight contributors to offer the first straightforward account of scenario planning
for marketers. In readable chapters they show how, by integrating scenarios into the wider
marketing toolkit, you can make your organization more customer-driven and consider a wider range
of possibilities than your competitors. They explore how scenarios have driven creativity in a range
of consumer marketing applications - even in FMCG sectors - and define their role in distribution,
channel management, brand management and customer management strategy. Finally, they show
how marketing scenarios can help to promote wider corporate innovation. The rich pictures painted
by scenarios have made business strategy more visionary and creative, and they're set to do the
same with marketing strategy. Read this book, and make sure it's your organization holding the
brush.

above the line marketing: Advertising [ain MacRury, 2008-12-19 Advertising, once seen as
'the official art of capitalist society' is an increasingly commonplace component of a
characteristically promotional culture. Iain MacRury's Advertising offers the means to explore and
evaluate this transition with an introduction to advertising for the contemporary reader.Advertising
provides a clear and easy guide to a

above the line marketing: The Advanced Dictionary of Marketing Scott Dacko, 2008 This
advanced dictionary of marketing focuses on leading-edge terminology for use by people who are
serious about the theory and practice of marketing. With over 1,000 entries ranging in length and
depth, it is the ideal reference guide for researchers, directors, managers, and anyone studying
marketing for a professional or academic qualification.

above the line marketing: Project Management for the Creation of Organisational Value
Ofer Zwikael, John Smyrk, 2011-01-15 Projects and programmes are approved and funded to
generate benefits. Project Management for the Creation of Organisational Value proposes a
complete framework that seeks to support such an objective - from project selection and definition,



through execution, and beyond implementation of deliverables until benefits are secured. Because it
is preoccupied with deliverables, accepted project management practice is flawed. Project
Management for the Creation of Organisational Value proposes an alternative approach, which seeks
a flow of target outcomes for the organisation investing in the project. Project Management for the
Creation of Organisational Value provides support for all those who play a role of leadership in
projects at different levels. Senior executives, practitioners and academics will find in this book a
comprehensive guide to the conduct of projects and programmes, which includes robust models, a
set of consistent principles, an integrated glossary, enabling tools, illustrative examples and case
studies. A companion workbook to this text for instructors and students is available online at
http://extras.springer.com. The workbook illustrates project management concepts using the
approach presented in this book and contains a range of exercises.

above the line marketing: Powers of Persuasion Winston Fletcher, 2008-07-10 During much of
the second half of the 20th century advertising in Britain led the world. Yet no history of British
advertising covering this heady period has previously been published. During those years
advertising increasingly came to touch upon almost every aspect of every individual's life, and
reached its peak as a proportion of the Gross National Product. It boosted economic growth and
peoples' affluence. But at the same time the advertising industry was frequently under siege, as
politicians, pressure groups, and others constantly sought to restrain its influence - and often
succeeded. For several decades the creativity of British campaigns was preeminent around the
globe. But Powers of Persuasion is not just about advertisements - it is about advertising. During
those years Britain was also a world leader in setting industry benchmarks - innovating the account
planning discipline, setting the standard for public service advertising, launching global advertising
awards festivals, introducing the best system of advertising regulation, setting up both the world's
largest advertising archive and the world's most comprehensive on-line advertising research
databank. These were the keystones on which British creativity was built. Simultaneously, major
British advertising companies - particularly Saatchi & Saatchi and WPP - raced to the top of the
global league. Powers of Persuasion tells the authoritative story of this dynamic, exhilarating era,
with pen portraits of the personalities involved, anecdotes, case histories, and essential data.
Written (from the inside) by one of the industry's leaders, this is a book for all interested in
advertising and its role in society, business, and the media.

above the line marketing: Financial Services Marketing Christine Ennew, Nigel Waite, Roisin
Waite, 2013-07-18 This new edition balances the theoretical and the practical for advanced
undergraduates, those specialising in financial services at postgraduate level, individuals
undertaking professional courses such as those offered by the IFS School of Finance, and employees
working within the financial services sector. Ennew & Waite draw from global business cases in both
B2B and B2C marketing, taking a unique approach in terms of structure by splitting discussion
between marketing for acquisition and marketing for retention. This fully updated and revised
second edition features: A revised approach to the industry in the light of the global financial crisis,
including ethical considerations, consumer confidence issues, and new approaches to regulation
New sections on e-commerce and its impact on customer relationships New case studies and
vignettes A new companion website to support teaching, including PowerPoint slides, test bank
questions, additional cases and cameo video mini-lectures. Financial Services Marketing 2e will help
the student and the practitioner to develop a firm grounding in the fundamentals of financial
services strategy, customer acquisition and customer development. Reflecting the realities of
financial services marketing in an increasingly complex sector, it provides the most up-to-date,
international and practical guide to the subject available.

above the line marketing: Doing Business Digitally Godfrey Parkin, 2011-03-28 The internet is
rapidly transforming the South African business landscape. For the first time the consumer has a
voice; small businesses can run rings around large corporations; local consumers are buying
internationally; and local businesses are selling globally. This creates massive opportunities - and an
urgent need to change. Doing Business Digitally: * demonstrates the increasing power of the



internet as a driver of business strategy; ¢ demystifies the essential elements of internet marketing;
* provides examples of how web 2.0, buzz marketing and social media can be used to rapidly grow
brand awareness, lead generation and sales; ¢ gives practical guidelines for doing ebusiness
professionally, drawing on examples from South Africa and abroad; ¢ explains step by step how to
develop a website that will work as a business tool; * shows how search engine marketing can
generate traffic to a web page; ¢ provides rules to maximise the effectiveness of email marketing
and online advertising; and ¢ presents a simple eight-step approach to developing a strategy that
minimises risk and provides a clear path to success. Complete with a step-by-step strategy guide and
comprehensive glossary, Doing Business Digitally shows the way in which companies need to evolve
if they are to stay relevant and exploit new opportunities.

above the line marketing: A Dictionary of Marketing Charles Doyle, 2011-03-24 Covers
traditional marketing techniques and theories alongside the latest concepts, and acknowledges the
increased importance of marketing in the customer-oriented environment.

above the line marketing: Marketing Strategy for Authors Tao Wong, 2021-01-12
Marketing Strategy for Authors is designed to illuminate the process of developing a marketing
strategy as an author in the 21st century. It provides a high level, strategic overview of the
components of a comprehensive marketing plan that is flexible, focused and uniquely tailored to an
author’s writing career. Organized into a simple and easy-to-understand format, it covers the 4 Ps of
Marketing while providing helpful examples and relevant practical applications of marketing
theorems. Whether you’re a new author or an established indie author, the book offers insight into
the theoretical underpinnings of a winning marketing strategy Tao Wong is a bestselling
independent author of the science fiction and fantasy series the System Apocalypse and A Thousand
Li. He has a MSc in Marketing from the University of Manchester and over two decades of
marketing experience as a marketing manager and an independent business owner.

above the line marketing: Hospitality Marketing David Bowie, Francis Buttle, 2013-06-17 This
introductory textbook shows you how to apply the principles of marketing within the hospitality
industry. Written specifically for students taking marketing modules within a hospitality course it
contains examples and case studies that show how ideas and concepts can be successfully applied to
a real-life work situation. It emphasises topical issues such as sustainable marketing, corporate
social responsibility and relationship marketing. It also describes the impact that the internet has
had on both marketing and hospitality, using a variety of tools including a wide range of internet
learning activities.

above the line marketing: Oswaal CBSE Question Bank Class 12 Entrepreneurship,
Chapterwise and Topicwise Solved Papers For Board Exams 2025 Oswaal Editorial Board,
2024-02-01 Description of the product: [1 100% Updated Syllabus & Fully Solved Board Papers: we
have got you covered with the latest and 100% updated curriculum. [] Crisp Revision with Topic-wise
Revision Notes & Smart Mind Maps. [] Extensive Practice with 3000+ Questions & Board Marking
Scheme Answers to give you 3000+ chances to become a champ. [] Concept Clarity with 1000+
Concepts & 50+ Concept Videos for you to learn the cool way—with videos and mind-blowing
concepts. [ NEP 2020 Compliance with Competency-Based Questions for you to be on the cutting
edge of the coolest educational trends.

above the line marketing: Holistic Retail Design Prof. Philipp Teufel, Prof. Rainer
Zimmermann, 2015-09-01 Holistic Retail Design sets out a theory that reshapes shopping by
introducing strategies in holistic constitution and the improvement of retail experiences. It covers
stationary, temporary and digital customer touch-points and intermediates between the consumer,
the retail brand and the products being offered. The theory shapes spaces, platforms, events,
interfaces, signage and communications, expanding scope whilst introducing retail archetypes
linking to customer role models. Features The authors outline a new approach to retail design.
Strategy applications are outlined per chapter, with international best practice cases highlighted.
Written by leading professors in the field, Prof. Rainer Zimmermann and Prof. Philipp Teufel from
the Peter Behrens School of Arts, University of Applied Sciences Dusseldorf. Visually interesting



with outstanding graphic design.

above the line marketing: Harvard Business School Confidential Emily Chan, 2009-08-31
Harvard Business School is the iconic business school. An admission ticket to HBS is a hot
commodity and an HBS degree is highly respected in the business world. Written by an HBS grad
and seasoned businesswoman, Harvard Confidential tells you why. It is a distillation of the most
valuable and pragmatic but yet easiest to learn concepts taught at HBS. Distills the best of what
HBS has to offer and unveils the secrets to success taught behind Harvard's ivied edifices Readers
will learn what they teach without going to HBS; learn how to think like an HBS grad and gain a
head start on what to expect from HBS Emily Chan graduated top of her engineering class at
Stanford and has a MBA from Harvard Business School. She is a former consultant with BCG in
Boston and Hong Kong, and independent consultant in Greater China. Based in Hong Kong, she is
now Director of Pacific Merit Ltd, a family-owned direct investment company.
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