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Discover the synergistic power of an Integrated Marketing Communications (IMC) approach, where 
strategic advertising and promotion efforts are unified to deliver a consistent and compelling brand 
message. This holistic method ensures all marketing channels work in harmony, maximizing impact, 
reinforcing brand identity, and effectively reaching your target audience for optimal engagement and 
business growth.

We collect syllabi from reputable academic institutions for educational reference.

We appreciate your visit to our website.
The document Integrated Marketing Communications Approach is available for down-
load right away.
There are no fees, as we want to share it freely.

Authenticity is our top priority.
Every document is reviewed to ensure it is original.
This guarantees that you receive trusted resources.

We hope this document supports your work or study.
We look forward to welcoming you back again.
Thank you for using our service.

This is among the most frequently sought-after documents on the internet.
You are lucky to have discovered the right source.
We give you access to the full and authentic version Integrated Marketing Communica-
tions Approach free of charge.

Advertising and Promotion: An Integrated Marketing Communications Perspective

Overview: Belch/Belch 9th edition continues its Advertising focus with an emphasis on IMC. It includes 
very comprehensive coverage of Agency issues and creative work and how it is related to the IMC mix. 
The authors understand that marketers must look beyond traditional media in order to achieve success. 
In order to best communicate with consumers, advertisers must utilize a myriad of tools (advertising, 
public relations, direct marketing, interactive/Internet marketing, sales promotion, and personal selling); 
Belch/Belch is the first book to reflect the shift from the conventional methods of advertising to the 
more widely recognized approach of implementing an integrated marketing communications strategy. 
The text underscores the importance of recognizing that a firm must use all promotional tools available 
to convey a unified message to the consumer. The integrated marketing communications perspective 
(the theme of the text) catapults the reader into the business practices of the 21st century.

Introduction to Advertising and Promotion

'Bridges the academic gap between textbook and leading edge marketing thinking. It has been sub-
stantially revised and is particularly strong on electronic media and their current marketing usage' - Ros 
Masterson, De Montfort University, Leicester, UK 'Lucid, insightful, an inspiration for even more creative 
communications and a treat for the mind. A must read for all wanting to better understand advertising 
and promotions' - Leslie de Chernatony Professor of Brand Marketing, Università della Svizzera 
Italiana, Lugano, Switzerland and Aston Business School, UK The eagerly-awaited Second Edition of 
Advertising and Promotion continues to provide a highly readable and authoritative introduction to the 
key concepts and issues for the study of advertising and promotional communication in a global context. 
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NEW to this edition: - A stronger focus on integrated marketing communications and the promotional 
mix, including PR and personal selling. - Expanded coverage of contemporary topics, including: 
integrating e-marketing, Web 2.0, mobile advertising, sponsorship, branding, direct marketing, ethics, 
and social responsibility and regulation. - A focus on the implications for advertising of the continuing 
changes in the media infrastructure and the new media funding models emerging as a result. - A 
companion website including a full instructors' manual for lecturers, including PowerPoint slides and 
extra case studies, and access to full-text journal articles for students (www.sagepub.co.uk/hackley) 
Packed with case studies and first-hand examples gathered from leading international advertising 
agencies, Chris Hackley succeeds in providing a lively and stimulating guide to the rapidly evolving 
advertising environment.

Advertising and Promotion

The integrated marketing communications perspective, (the theme of the text), catapults the reader into 
the business practices of the 21st century.

Advertising and Promotion

In this 10th edition, Belch/Belch introduces students to the fast-changing field of advertising and 
promotion. While advertising is its primary focus, it is more than just an introductory advertising text 
because there is more to most organisations' promotional programs than just advertising. The changes 
happening in the world of advertising are leading marketers and their agencies to approach advertising 
and promotion from an integrated marketing communications (IMC) perspective, which calls for a 
“big picture” approach to planning marketing and promotion programs and coordinating the various 
communication functions. To understand the role of advertising and promotion in today's business 
world, one must recognise how a firm can use all the promotional tools to communicate with its 
customers. This 10th edition, with its integrated marketing communications perspective (the theme of 
the text), catapults the reader into the business practices of the 21st century.

Advertising and Promotion

Advertising and Promotion: An Integrated Marketing Communications Perspective, 7/e, by Belch and 
Belch, is the number one text in the Advertising market. As the field of advertising and promotion 
continues to dramatically change since the dominant days of high-powered Madison Avenue agencies, 
marketers must look beyond traditional media in order to achieve success. In order to best commu-
nicate with consumers, advertisers must utilize a myriad of tools (advertising, public relations, direct 
marketing, interactive/Internet marketing, sales promotion, and personal selling); Belch/Belch is the first 
book to reflect the shift from the conventional methods of advertising to the more widely recognized 
approach of implementing an integrated marketing communications strategy. The text underscores 
the importance of recognizing that a firm must use all promotional tools available to convey a unified 
message to the consumer. The integrated marketing communications perspective, (the theme of the 
text), catapults the reader into the business practices of the 21st century.

Advertising and Promotion: An Integrated Marketing Communications Perspective

To effectively plan, implement, and evaluate Integrated Marketing Communications (IMC) programs, 
one must understand the overall marketing process, consumer behavior, and communications theory. 
Belch/Belch's Advertising and Promotion: An Integrated Marketing Communications Perspective draws 
from the authors’ extensive research in advertising, consumer behavior, communications, marketing, 
sales promotion, and other fields to give students a basis for understanding the marketing com-
munications process, how it influences consumer decision making, and how to develop promotional 
strategies. In addition to thorough coverage of advertising, Belch's eleventh edition has chapters on 
sales promotion, direct marketing, the Internet including social media and mobile marketing, support 
media such as outdoor advertising, product placement and integration, and publicity/public relations, 
with emphasis on the integration of advertising with other promotional-mix elements and the need to 
understand their role and overall contribution.

Advertising and Promotion W/ Powerweb



Marketing Communications is a must have text that acknowledges the most important task faced by 
any marketing communications practitioner is to identify and select an optimum promotions mix to help 
achieve an organisation’s business objectives.

Advertising and Promotion: An Integrated Marketing Communications Perspective

The field of advertising and promotion continues to dramatically change since the dominant days of 
high-powered Madison Avenue agencies. Marketers must look beyond traditional media in order to 
achieve success. In order to best communicate with consumers, advertisers must utilize the myriad 
of media outlets-print, radio, cable, satellite TV, and now the Internet. Belch/Belch/Guolla is the first 
book to reflect the shift from the conventional methods of advertising to the more widely recognized 
approach of implementing an integrated marketing communications strategy. Belch/Belch/Guolla con-
veys throughout the text that one must recognize how a firm uses all of the promotional tools available 
to convey a unified message to the consumer. The integrated marketing communications perspective, 
or theme of the text, catapults the reader into the business practices of the 21st century.

Marketing Communications

"A readable and absorbing account of what advertising people try to achieve (whether or not they 
know quite how or why), grounded in Chris Hackley's real and recent acquaintance with the practi-
calities of advertising, as well as its principles.... He minimises the inevitable jargon of linguistics and 
communication theory. His own language is always accurate and clear, and often engaging. The well 
managed flow from chapter to chapter sustains interest and enjoyment. I read the book from cover 
to cover in one sitting." - INTERNATIONAL JOURNAL OF ADVERTISING "Professor Hackley's book 
provides a timely reminder to student and practitioner alike that advertising continues to play a key 
role in the successful planning and implementation of marketing communications. Underpinned by a 
series of topical and often thought-provoking illustrations, this work not only explains how advertising is 
developed, but also presents the discipline in the wider context of socio-cultural and linguistic research. 
Working from a practical advertising management basis, the text raises some key issues for advertising 
as focus for academic and intellectual study." - Chris Blackburn, The Business School, Oxford Brookes 
University, formerly Account Director at Foote, Cone & Belding, Leagas Delaney and Boase Massimi 
Pollitt "Dr Hackley has an uncommon approach to advertising. His book combines the abstract theory 
of advertising and its effects with a hard-nosed practical approach. It is a guide to understanding and 
appreciating advertising and a way to understand how and why advertising works or why it does not. 
I think that this book is a fine text for students. Even more, it deserves to be read by advertising 
practitioners." - Arthur J. Kover, former editor of the Journal of Advertising Research, Management 
Fellow at the Yale School of Management Advertising and Promotion is not only a detailed and insightful 
account of how advertising is created; the book also explains how advertising comes to cast its 
all-enveloping shadow over contemporary consumer culture. Many case examples drawn from major 
international campaigns are used to illustrate the power of advertising to portray brand `personalities' in 
terms that resonate with consumers across many cultures. It contains detailed coverage of the major 
areas of advertising and marketing communications but it is not a simplistic treatment. Advertising 
and Promotion takes a novel intellectual approach and draws on concepts from the wider humanities 
and social sciences to cast fresh light on an over-familiar subject matter. It uniquely combines detailed 
case information, current research and lively topical issues to offer an authoritative and comprehensive 
account of advertising's pre-eminent role in contemporary marketing communications. It is an advanced 
student text, a reflective practitioner's handbook and an insightful account for the general reader.

Advertising & Promotion

Shortlisted for the 2009 Australian Educational Publishing Awards. The whole is great than the sum of 
the parts: this is the most basic premise of integrated marketing communication (IMC). Synergies can 
be generated if marketing communication is considered as a whole rather than planning advertising, 
public relations or promotion in isolation. This title takes this approach and can truly make the claim to 
the the first genuinely IMC text. Responding to market demands, this title is has been comprehensively 
re-organised into 4 parts (16 chapters) to suit Australia/New Zealand one-semester courses. Part 1 
puts marketing communication into an Australia and New Zealand context. Armed with the context, 
students are given an overview of the communication process and basic theories and models in Part 2. 
In Part 3 students can begin to plan strategy with confidence and decide on tactics. By Part 4, students 



are able to integrate strategies and look at a number of different communication disciplines - direct and 
interactive, public relations and sponsorship, sales promotion and personal selling.

Advertising and Promotion

Integrated Marketing Communications: A Global Brand-Driven Approach, 2nd edition presents an 
integrated and global framework to marketing communications, delivered in a highly readable, cohesive 
and succinct manner. Co-written by the internationally acclaimed leading experts in the field, Philip 
Kitchen & Marwa Tourky, this core text explores the best ways to communicate effectively both in the 
present and in the future. Taking a rigorous approach, the textbook provides a critical overview to the 
modern communications issues found in industry and society today. It offers a concise, stimulating 
approach in its coverage of IMC and combines insightful knowledge of trends in the global marketplace, 
consumer and stakeholder issues with wider adoption of a consumer-driven perspective, as well as 
a roadmap through the bewildering maze of marketing communications. Comprehensively updated 
and revised throughout to take into account recent industry developments, this new edition also offers 
a plan for brand building post-pandemic. This textbook is ideal for upper-level undergraduates and 
post-graduate students who would benefit from insightful knowledge of key trends and sharp insights 
into the important theories and considerations around marketing communications and IMC.

Advertising and Promotion

Integrated Marketing Communications is a new text which will answer the key questions of what 
marketing communications is, how it works and why it is such a vital contemporary marketing function. 
It is a comprehensive and authoritative overview of this complex and rapidly evolving area. The author's 
long experience in the industry, and as a senior academic, ensures that the book is able to show how the 
communications process really works and how it can best be managed in a strategically and tactically 
cost effective manner. Throughout the book the framework of analysis, planning, implementation and 
control is used to help the student organize their approach to the complex decision making in the 
present communications environment. This is both an essential text and an indispensible reference 
resource and has been rigorously developed for undergraduates and postgraduates in Marketing 
and Business, and for the new CIM Certificate and Diploma exams in Business Communication, 
Promotional Practice and Marketing Communications.

Integrated Marketing Communications

Now in its second edition, this textbook explores the continuing transformation of advertising, sales 
promotion, and public relations functions within the marketing discipline. The content focuses on 
emerging new technologies, as well as established digital and legacy media, as the reader is guided 
through the process of developing and implementing a comprehensive Integrated Marketing Commu-
nication plan for companies, organizations, and brands. Clear, concise, and practical, the book takes 
the reader through consumer, market, and competitive research; creative conceptualization; market 
segmentation, identification of a target audience, and brand positioning; as well as strategic decisions 
involving the timing, placement, and intensity of advertising, sales promotion, public relations, and 
brand visibility. The new edition emphasizes the importance of social media, website development, 
search engine optimization, mobile marketing, brand promotion events, and retail store connectivity. 
Updated to include more digital content with detailed international examples, this new edition adds four 
new chapters including Integrated Marketing Communication objectives, budgets, and metrics, legacy 
media planning, business-to-business marketing strategies, and innovative technologies with topics 
such as artificial intelligence, predictive analytics, synthetic media, virtual reality, and voice marketing. 
Upper-level undergraduate and postgraduate students will appreciate this lucid, up-to-date text, as 
will business professionals in executive education and certificate programs. Experiential learning is 
provided with chapter assignments and a continuity case study woven into the textbook. The second 
edition is also accompanied by robust online resources, including PowerPoint slides, chapter videos, 
lecture notes, classroom exercises, digital flash cards, test banks, an instructor resource book, and 
interactive templates for preparing an Integrated Marketing Communication Plan.

Integrated Marketing Communications

An essential book for today's marketer now that integrated marketing communications form a critical 
success factor in building strong brands and strong companies This new edition is still the only textbook 
on the market to deal with all aspects of IMC from a strategic perspective Corporate image, identity 



and reputation have never been more important and this book unlocks the key factors in achieving and 
enhancing this Integrated Marketing Communications is not just about utilizing different communication 
options in your marketing campaign; it is about planning in a systematic way to determine the most 
effective and consistent message for your target audience. As such, it depends upon identifying the 
best positioning, generating positive brand attitude, a consistent reinforcement of the brand's message 
through IMC channels, and ensuring that all marketing communication supports the company's overall 
identity, image, and reputation. This textbook is a roadmap to achieving this, thoroughly updated to 
reflect the dynamic changes in the area since the first edition was published. New to this edition: 
New sections on social media and now to integrate them into your marketing function New chapter on 
message development and an enhanced chapter on the IMC plan Robust pedagogy to help reinforce 
learning and memory Enhanced teaching materials online to help lecturers prepare their courses Brand 
new real-life case study vignettes

Integrated Marketing Communication

Integrated Marketing Communications is planning in a systematic way to determine the most effective 
and consistent message for appropriate target audiences. This comprehensive new textbook deals with 
all aspects of Integrated Marketing Communication from a strategic perspective.

Strategic Integrated Marketing Communications

The book takes an innovative approach to promotional strategy and focuses on the integration of the 
entire promotion mix, not just advertising. As with prior editions, this edition is built on a solid behavioral 
foundation. The authors' conviction is that advertising, trade promotion, consumer promotion, personal 
selling, direct marketing, public relations and publicity, and corporate advertising are all component 
parts of one integrated promotional mix. Today, most other authors and marketing practitioners also 
advocate this integrated marketing communication approach. The book presents numerous practical, 
real-world examples, illustration, advertisements and cases and has been thoroughly updated and 
expanded to include topics of greatest importance to today's students and marketing practitioners. -- 
Description from http://www.amazon.ca (August 28, 2012).

Strategic Integrated Marketing Communication

This book is an up-to-date resource that shows students how to achieve their marketing objectives 
through a campaign that coordinates marketing, advertising, and promotion. It provides essential 
information about planning, implementing, and assessing a comprehensive marketing plan to help 
students appreciate integrated marketing communications as a business strategy. The author de-
scribes the processes and considerations needed to appeal to consumers, identifying how geographic 
segmentation, timing, competitive environments, and cost contribute to planning. He considers the 
integration of digital technology, such as social media platforms and mobile apps, and how these 
can be used for advertising, sales promotion, and public relations. The book’s concise, easy to read 
explanation of marketing components and their interconnected relationships is solidified by a series of 
visual summaries as well as examples and useful demonstrations. Students are given the opportunity 
to prepare their own integrated marketing communication plan based on consumer, product, and 
market research along with original creative materials and media spreadsheets. Students of marketing 
communication, advertising and promotion, and digital marketing will love this book’s abbreviated, but 
thorough format. An interactive companion website rounds out a stellar set of features that encourage 
quick understanding, participation, and utilization of IMC concepts.

Promotional Strategy

Marketing communication is a dynamic industry, which continues to change and adapt to new tech-
nologies, media consumption patterns and communication interfaces between marketers and their 
target markets. At the same time, the fundamental communication processes and well-established 
theories and models are very much applicable in this dynamic environment. This revised second 
edition blends the well-established with the new and emerging aspects of marketing communications. 
Marketing Communications applies a uniquely practical approach to the topic, providing a structured 
overview of planning, development, implementation and evaluation of marketing communications, 
alongside detailed case studies that demonstrate how the theory translates to practice. Fully updated, 
the new edition considers important developments in the global marketplace. It includes new content on 
emerging digital media platforms, changing media consumption patterns and consumers’ strategies to 



cope with information overload. It also reflects upon consumer scepticism, a growing phenomenon that 
communication specialists need to overcome when designing and implementing effective campaigns. 
This new edition also considers the importance of marketing communications tools in not-for-profit 
sectors, such as social marketing and political marketing, as well as the cross-cultural aspect of 
marketing communications. This textbook is essential reading for both students and professionals in 
marketing, communications and public relations. Online resources include an extensive instructors’ 
guide, which provides answer checklists to all Think boxes, Ethical issues and end-of-chapter cases 
within the book. The text is also supported by PowerPoint slides and test banks for all chapters and 
major cases.

Advertising & Promotion

This volume takes a broader approach than Advertising or Promotions surveys and gives readers 
anintegratedlearning experience by incorporating Internet exercises and a Building an IMC Campaign 
project, with free Advertising Plan Pro software in every copy. The volume addresses integrated 
marketing communications, corporate image and brand management, consumer buyer behavior, 
business-to-business buyer behavior, promotions opportunity analysis, advertising management, ad-
vertising design, both theoretical and executional frameworks, IMC promotional tools and integration 
tools. For marketing professionals and ad agency account executives.

Integrated Marketing Communication

The book mainly addresses the following aspects: First, it systematically introduces the domestic 
and foreign research results, pointing out the key elements of the basic theory of IMC, according to 
a company’s present situation and the practice of IMC strategy. Second, according to the different 
characteristics of each organization, it provides various IMC organization structures, such as linear 
structure Model l, a virtual network and centralized type that focuses on individual interest, external 
types of the IMC organizational structures Model, etc., and suggestions for further study are also 
presented.

Marketing Communications

For undergraduate Advertising and Integrated Marketing Communication courses. The integrated 
approach of this text blends advertising, promotions and marketing communications together, providing 
students with the information they need to understand the process and benefits of successful integrated 
marketing communications campaigns. Through carefully constructed pedagogy, exciting industry 
profiles and cases, a strong Canadian focus, and robust companion website Integrated Advertising, 
Promotion, and Marketing Communications is an invaluable resource for today’s marketing students. 
The Companion Website is not included with the purchase of this product. Important Notice: The digital 
edition of this book is missing some of the images found in the physical edition.

Integrated Advertising, Promotion, and Marketing Communications

This textbook is the first introductory primer on integrated marketing communications. It combines 
theory and practice to show students of marketing how different aspects of integrated marketing 
communications (IMC) work together. Setting the scene in which IMC has emerged, the authors explain 
each component of the promotional mix and go on to explain the process of functional integration. 
The text includes key case studies on companies, including Proctor and Gamble, NSPCC and Ardi, 
illustrating the practical side of IMC in addition to an introduction to the main theories at work. Including 
an additional Study Guide at the back, this book will be a valuable resource for students of marketing 
and marketing communications.

The Executor of Integrated Marketing Communications Strategy: Marcom Manager’s Working Model

Marketing Communications Management: concepts and theories, cases and practice makes critical 
reflections on the prime issues in integrated marketing communications and is designed to encourage 
the reader to stop and think about key issues. The author takes a managerial approach to the subject 
and provides a set of frameworks that facilitate both learning and teaching. A wide range of pedagogical 
features is included such as sample exam questions, 'stop points', vignettes, and case studies, and 
a summary of key points concludes each chapter. Most organizations need some form of marketing 
or corporate communications and this text is designed to service both practitioners and students 



undertaking formal study. The author addresses strategic and critical issues that dovetail with the 
current interest in marketing communications as reflected in the media, with particular emphasis given 
to advertising and sponsorship.

Integrated Advertising, Promotion, and Marketing Communications, Canadian Edition,

Directed primarily toward undergraduate Marketing college/university majors, this text also provides 
practical content to current and aspiring industry professionals. The carefully integrated approach of 
this text blends advertising, promotions, and marketing communications together, providing readers 
with the information they need to understand the process and benefits of successful IMC cam-
paigns. 0133131017 / 9780133131017 Integrated Advertising, Promotion, and Marketing Communi-
cations Plus NEW MyMarketingLab with Pearson eText -- Access Card Package Package consists of 
0133112934 / 9780133112931 NEW MyMarketingLab with Pearson eText -- Standalone Access Card 
-- 0133126242 / 9780133126242 Integrated Advertising, Promotion, and Marketing Communications

Integrated Marketing Communications

For courses in Integrated Marketing Communications, Advertising Principles, and Advertising and 
Promotions. Pure IMC: an integrated approach to teaching integrated marketing communications, with 
a solid advertising core not an advertising book with a few other chapters tacked on. Furthermore, the 
text gives students an integrated learning experience by incorporating a Building an IMC Campaign 
project, with free IMC Plan Pro software in every copy, so that by the end of the course students will 
have a portfolio-ready campaign.

Marketing Communications Management

For undergraduate Advertising and Integrated Marketing Communication courses. A Modern Guide to 
Integrated Marketing Communications Integrated Advertising, Promotion, and Marketing Communi-
cations speaks to an evolved definition of integrated marketing and teaches students (of marketing 
or otherwise) how to effectively communicate in the business world. This text covers advertising and 
promotions, but also the role of social media, blogs, mobile messaging, and other marketing tactics. 
As marketing has evolved to include more stealth approaches, so has the text. To help students retain 
ideas, each chapter includes tools that allow them to apply concepts to real-life situations. The new 
Seventh Edition includes end-of-chapter blog exercises; links to articles, videos and social media; and 
new interviews with advertising professionals. Plus, with MyMarketingLab, students have access to 
interactive tools to help guide them through the entire promotional process. MyMarketingLab is an 
online homework, tutorial, and assessment product designed to personalize learning and improve re-
sults. With a wide range of interactive, engaging, and assignable activities, students are encouraged to 
actively learn and retain tough course concepts. Please note that the product you are purchasing does 
not include MyMarketingLab. MyMarketingLab Join over 11 million students benefiting from Pearson 
MyLabs. This title can be supported by MyMarketingLab, an online homework and tutorial system 
designed to test and build your understanding. Would you like to use the power of MyMarketingLab to 
accelerate your learning? You need both an access card and a course ID to access MyMarketingLab. 
These are the steps you need to take: 1. Make sure that your lecturer is already using the system Ask 
your lecturer before purchasing a MyLab product as you will need a course ID from them before you 
can gain access to the system. 2. Check whether an access card has been included with the book at 
a reduced cost If it has, it will be on the inside back cover of the book. 3. If you have a course ID but no 
access code, you can benefit from MyMarketingLab at a reduced price by purchasing a pack containing 
a copy of the book and an access code for MyMarketingLab (ISBN:9781292093741) 4. If your lecturer is 
using the MyLab and you would like to purchase the product... Go to www.MyMarketingLab.com to buy 
access to this interactive study programme. For educator access, contact your Pearson representative. 
To find out who your Pearson representative is, visit www.pearsoned.co.uk/replocator

Integrated Advertising, Promotion, and Marketing Communications

Marketing in the digital age poses major challenges for traditional and established practices of commu-
nication. To help readers meet these challenges Principles of Integrated Marketing Communications: 
An Evidence-based Approach provides a comprehensive foundation to the principles and practices of 
integrated marketing communications (IMC). It examines a variety of traditional and digital channels 
used by professionals to create wide-reaching and effective campaigns that are adapted for the aims 
of their organisations. This edition has been thoroughly revised and each chapter includes: case 



studies of significant and award-winning campaigns from both Australian and international brands 
that illustrate the application of explored concepts; discussion and case study questions that enable 
readers to critically evaluate concepts and campaigns; a managerial application section that illustrates 
how concepts can be applied effectively in a real situation; a 'further thinking' section that expands 
knowledge of advanced concepts and challenges readers to think more broadly about IMC.

Integrated Advertising, Promotion, Marketing Communication and IMC Plan Pro Package

ADVERTISING, PROMOTION, AND OTHER ASPECTS OF INTEGRATED MARKETING COMMUNI-
CATIONS integrates all aspects of marketing communication. Complete with updates on new literature 
and practioner developments, this text offers a comprehensive treatment on the fundamentals of 
advertising and promotion. Important Notice: Media content referenced within the product description 
or the product text may not be available in the ebook version.

Integrated Advertising, Promotion, and Marketing Communications, Global Edition

Innovative Marketing Communications for Events Management provides students and event managers 
with a complete insight into the strategic and innovative marketing of events of all scales and nature. 
The book builds a conceptual framework for the development, planning, implementation and evaluation 
of innovative communication strategies for the marketing of events, and the effective use of events 
as an innovative communications method in general organizational marketing. With a strong practical 
underpinning, Innovative Marketing Communications for Events Management emphasises to event 
managers the importance of effectively integrating a range of tools and techniques to communicate 
the event and provides them with a better understanding of how a variety of private and public sector 
organisations can use events within their communication strategies.

Principles of Integrated Marketing Communications

Building brands through integrated marketing is an approach being used by all top-level marketing 
strategists. The result of a series of papers presented at the eleventh annual Advertising and Consumer 
Psychology Conference held in Chicago, this volume brings together researchers and professionals 
whose efforts focus on integrating the various persuasive tools of marketing. It goes beyond case 
studies of the use of integrated marketing to look at how integrated communication actually works on 
achieving optimal effects on the various audiences for products.

Advertising, Promotion, and Other Aspects of Integrated Marketing Communications

In the increasingly competitive global market, successful and meaningful intercultural advertising plays 
a key role in reaching out to consumers from diverse language and cultural backgrounds. Therefore, it 
is crucial for individuals and businesses to be able to navigate the field of marketing communications to 
cut through the noise in a consumerist society to persuade their target audience. The Role of Language 
and Symbols in Promotional Strategies and Marketing Schemes provides emerging research exploring 
the theoretical and practical aspects of the power of words and symbols used in promotional strategies 
and marketing schemes. Featuring coverage on a broad range of topics such as shock advertising, 
branding, and celebrity endorsement, this book is ideally designed for marketers, managers, business 
professionals, academicians, researchers, and graduate-level students seeking current research on 
the use of language and symbols in marketing tactics.

Introduction to Advertising & Promotion

The second edition of Marketing Communications comes with several new features: each of the 
chapters has been updated; there are new chapers in all areas of marketing communication; the book 
has been reorganised into three parts for ease of use.

Combo: Loose Leaf Advertising & Promotion with Connect Plus

Now in its second edition, this comprehensive text offers a classroom-tested, step-by-step approach to 
the creative processes and strategies for effective IMC. It also details changes in traditional advertising 
and marketing principles. Blakeman covers key areas, from marketing plans, branding/positioning, and 
creative briefs to copywriting, design, and considerations for each major media format. Throughout, she 
explores visual and verbal tactics, along with the use of business theory and practices, and how these 
affect the development of the creative message. This user-friendly introduction walks students through 



the varied strands of IMC, including advertising, PR, direct marketing, and sales promotion, in a concise 
and logical fashion. Several new chapters address the latest additions to the mix: Internet, social, 
mobile, and alternative media, plus guerrilla marketing. The text builds students’ skills in developing a 
creative idea, employing the correct message, and placing it appropriately—and will continue to serve 
as a handy reference to using the most effective communications approaches throughout their careers.

Innovative Marketing Communications

An instructor's CD-ROM contains ads from the book, additional ads, video clips, TV commercials, audio 
clips, and hot links to the Internet.

Integrated Communication

The Role of Language and Symbols in Promotional Strategies and Marketing Schemes
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