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Advertising and Promotions
The fourth edition of Advertising brings together an author team of highly experienced teachers and industry professionals
to produce a learning resource that is both pedagogically sound and reflective of the most current industry practices. This
new edition is fully revised to reflect the rapidly evolving advertising industry by beginning from the premise that
everything is digital. To introduce students to the power of digital marketing, this edition contains two new chapters on
Search and Analytics, which underpin all modern communication systems. A third new chapter on Integration and Synergy
demonstrates how these tools can be brought together to form a measurable, customer-focused IMC plan.

Advertising and Promotion
ALERT: Before you purchase, check with your instructor or review your course syllabus to ensure that you select the correct
ISBN. Several versions of Pearson's MyLab & Mastering products exist for each title, including customized versions for
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individual schools, and registrations are not transferable. In addition, you may need a CourseID, provided by your instructor,
to register for and use Pearson's MyLab & Mastering products. Packages Access codes for Pearson's MyLab & Mastering
products may not be included when purchasing or renting from companies other than Pearson; check with the seller before
completing your purchase. Used or rental books If you rent or purchase a used book with an access code, the access code
may have been redeemed previously and you may have to purchase a new access code. Access codes Access codes that
are purchased from sellers other than Pearson carry a higher risk of being either the wrong ISBN or a previously redeemed
code. Check with the seller prior to purchase. -- Examine advertising and promotions through the lens of integrated
marketing communications. 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 campaigns. The fifth edition brings the material to life by incorporating professional perspectives and realworld campaign stories throughout the text.

The Advertising Business
Place yourself in the midst of today's fast-paced exhilarating world of advertising with O'Guinn/Allen/Semenik/Close's
ADVERTISING AND INTEGRATED BRAND PROMOTION, 7E. This powerful and practical cutting-edge text draws from the
authors' vast experiences in the boardroom and classroom to give you intriguing insights into advertising in the real world.
With ADVERTISING AND INTEGRATED BRAND PROMOTION, 7E you'll see how good advertising is the result of hard work and
careful planning. The comprehensive online companion to the printed text provides integrated discussion of video and other
medium heretofore unavailable to be illustrated in traditional print delivery. A leader for its emphasis on integrated brand
promotion, this edition combines a solid understanding of advertising strategy and important theory with real-world
applications. The book's integrated learning experience gives you hands-on practice putting chapter concepts into action.
This clearly written text brings a solid understanding of advertising strategy to life with more dynamic visuals and graphic
examples than ever before. Today's most contemporary ads and exhibits combine with coverage of the latest practices and
industry developments, including social media, design thinking, and an emphasis on globalization. The book's focus on real
advertising practice is reflected in the book's contents that follows the same process as an advertising agency. Trust
ADVERTISING AND INTEGRATED BRAND PROMOTION, 7E to equip you with the tools, knowledge, and practice to get results
in advertising and business today. 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 MyMarketingLab Access
Code
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This 3rd edition of Integrated Marketing Communications continues to offer comprehensive and focussed coverage of the
Asia Pacific marketing communications environment

Marketing Demystified
Show your students how good advertising is the result of hard work and careful planning with the exciting new
ADVERTISING AND INTEGRATED BRAND PROMOTION, 6E from leading authors O'Guinn/Allen/Semenik. This clearly written
text brings a solid understanding of advertising strategy to life with more dynamic visuals and graphic examples than ever
before. More than 500 of today's most contemporary ads and exhibits help provide the innovative, integrated learning
experience your students need for advertising results and business success. A leader for its emphasis on integrated brand
promotion, this edition combines a compelling presentation of the fundamentals of advertising with invigorating coverage of
contemporary topics and the latest advertising trends. In-depth coverage of social media, new coverage of design thinking,
an emphasis on globalization and more cutting-edge coverage exemplifies advertising's latest developments in today's
digital society. Packed with practical applications and insights, the book presents concepts in the context of real advertising
practice, as the book's contents follows the same process as an actual advertising agency. Prepare your students for the
high energy excitement of advertising today with the powerful, leading content in ADVERTISING AND INTEGRATED BRAND
PROMOTION, 6E, its accompanying videos, and author-driven learning and teaching support. Important Notice: Media
content referenced within the product description or the product text may not be available in the ebook version.

StoryBrandingTM 2.0 (Second Edition)
Introduction to Advertising and Promotion
A necessity for all business professionals who need to know how all promotional tools work, this reference explains how to
integrate these tools to maximize returns. Covering all promotional tools within the framework of an integrated marketing
campaign, this book is unlike other advertising books that focus only on advertising. Includes full coverage of new media
such as the Internet and e-commerce.

Advertising and Promotion
Advertising: an Imc Perspective 4e
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This book reviews, updates and enhances the basic concepts surrounding the academic theory and practice of Integrated
Marketing Communication (IMC). Since the introduction of IMC in the late 1980s, the concept has spread around the world.
In that expansion, many authors have written about IMC; practitioners have adopted and adapted the concept to fit their
own market situations. Further, dramatic changes have occurred in the technologies used in marketing communications
which consumers have accepted and employed in their consumption of marketers' messages and incentives. Thus, there
have been dramatic changes in how IMC was initially envisioned and how it has developed over time. This book identifies
and discusses these changes, how they have occurred and what they mean going forward for all types of marketers around
the world. Thus, IMC, and indeed integration of communications at all organisational levels is an essential in the 21st
century organisations. This book was published as a special issue of the Journal of Marketing Communications.

Strategic Integrated Marketing Communications
Advertising and Promotion
Show your students how good advertising is the result of hard work and careful planning with the exciting new
ADVERTISING AND PROMOTIONS: AN INTEGRATED BRAND APPROACH, 6E, International Edition from leading authors
Semenik/Allen/O'Guinn. This clearly written text brings a solid understanding of advertising strategy to life with more
dynamic visuals and graphic examples than ever before. More than 500 of today's most contemporary ads and exhibits help
provide the innovative, integrated learning experience your students need for advertising results and business success.A
leader for its emphasis on integrated brand promotion, this edition combines a compelling presentation of the fundamentals
of advertising with invigorating coverage of contemporary topics and the latest advertising trends. In-depth coverage of
social media, new coverage of design thinking, an emphasis on globalization and more cutting-edge coverage exemplifies
advertising's latest developments in today's digital society. Packed with practical applications and insights, the book
presents concepts in the context of real advertising practice – as the book's contents follows the same process as an actual
advertising agency.Prepare your students for the high energy excitement of advertising today with the powerful, leading
content in ADVERTISING AND PROMOTIONS: AN INTEGRATED BRAND APPROACH, 6E, International Edition its accompanying
videos, and author-driven learning and teaching support.

Advertising and Promotion: An Integrated Marketing Communications Perspective
Advertising and Promotion: An Integrated Marketing Communications Perspective, 6/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
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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 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.
AdSim is an Advertising Simulation set in the consumer electronics industry where students are required to make decisions
about Agency selection; Brand positioning and messages; Media Selection, including traditional and non-traditional; Market
Research, both ordering and interpreting; and Budgeting. This simulation, created by SmartSims, provides a highly
engaging means of developing a real understanding and appreciation of the fundamentals and dynamics of
communications, advertising and promotion in business. AdSim challenges students to apply recently learned concepts,
principles and explained practices in development of overall communications, advertising and promotion campaigns,
whether against the computer in the Single-Player version or in direct competition with their peers in the Multi-Player
version. AdSim for Belch is a learning companion to Advertising and Promotion: An Integrated Marketing Communications
Perspective, 6/e by George and Micheal Belch and has been modeled on the contemporary US DVD-Player Market. Using
this simulation, students will develop:• An understanding of the factors involved in the development of an advertising and
promotion in a highly competitive market.• Insights into selecting different media for specific communications goals and
target markets while being constrained by a fixed budget.• Insights into the importance market and media research.•
Insights into the influence of brand awareness and on-going measurement.• A better appreciation of the concepts of an
integrated marketing communication approach.• Critical decision-making and team participation skills in an interactive
learning environment.

Advertising
Using a wide range of visual examples and case studies, Advertising and Promotion 4th edition introduces the reader to the
key concepts, methods and issues and illustrates these with first-hand examples gathered from leading international
advertising agencies and brand campaigns. Told from the perspective of the agency, it gives a fun and creative insider view
helping the reader to think beyond the client position and understand what it might be like working within an ad agency.
Drawing not only from management and marketing research but also from other disciplines such as cultural/media studies
and sociology, the authors offer a rounded and critical perspective on the subject to those looking to understand advertising
as social phenomenon in addition to its business function and purpose. The new edition has in-depth coverage of online
advertising and the role of social media in advertising including metrics and analytics and includes advertising examples by
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global brands including Adidas, Benetton, BMW, Dove and DeBeers. “Snapshots” bring in aspects of cross-cultural
advertising such as Barbie in China. The book is complemented by a companion website featuring a range of tools and
resources for lecturers and students, including PowerPoint slides, an instructor’s manual, SAGE journal articles, links to
further online resources and author Videos. The textbook is also supported by an author-written blog which keeps readers
updated on interesting, topical examples relating to advertising and promotion from current affairs and popular culture:
www.hackleyadvertisingandpromotion.blogspot.com. Suitable for Advertising, Marketing and Communications modules at
undergraduate or postgraduate level.

Advertising and Promotion
The goal of marketing is simple: attract customers who will purchase your product. Getting there, though, isn't so easy. Real
marketing success involves a strong foundation in everything from planning, advertising, and publicity to Internet
strategies, database management, and more. Enter Marketing DeMystified. Addressing every step of the process in plain
English, it helps you master all the tools at your disposal to cultivate strong brand awareness, maximize profits, and build
lasting customer loyalty. Featuring realworld examples, end-of-chapter quizzes, and a final exam, Marketing DeMystified is
the fuel you need to power up your marketing machine and start producing results. This fast and easy guide covers:
Marketing’s four Ps . . . plus three—planning, positioning, and people Tactics for organizing a research-driven campaign
Strategies for leading a marketing team Techniques for branding from the inside out Case studies of marketing successes
and failures Simple enough for a novice or student, but challenging enough for a veteran marketing manager, Marketing
DeMystified is the most thorough and simple shortcut to decoding key marketing concepts and principles.

Integrated Advertising, Promotion, and Marketing Communications
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.
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Advertising and Promotion: An Integrated Marketing Communicaitons Perspective (SIE)
Belch, Belch, Kerr and Powell provide the ideal student-centered introduction to the fast-changing field of integrated
marketing communications. Technologies such as the convergence of the internet, mobile devices, and traditional channels
are changing the way companies use marketing tools to communicate with their customers. The third edition of this marketleading text has been extensively revised to examine how cutting-edge developments are impacting the IMC program of
marketers. All vignettes, cases and boxes showcasing specific examples of how companies and their communications
agencies are using integrated marketing communications are new or updated. They provide engaging insights into the most
current and popular campaigns being used by marketers and the key current trends and developments taking place in the
advertising world. A wealth of online resources enable students to test their own knowledge of core concepts and apply the
theory in practical exercises. With a pre-paid AdForum subscription students can stay completely up to date with latest and
best examples of integrated marketing communications from industry.

Advertising and Promotion
This authoritative and comprehensive handbook of successful advertising practices addresses such aspects of the business
as: agency operation, creativity, media planning, operations and speciality advertising. The distinguished contributors
reflect a global mix of academic and professional backgrounds, and most chapters - complemented by a few adaptations of
classic articles - have been specifically written for this volume. The result is a single `knowledge bank' of theory and
practice for advertising students and professionals.

Advertising N Promotion
Guolla Advertising and Promotion: An IMC Perspective provides students with a basis for understanding the marketing
communications process, how it influences consumer decision making, and how to develop promotional strategies. This text
introduces students to advertising and promotion with an integrated marketing communications (IMC) perspective. IMC
calls for a "big picture" approach to planning promotion programs and coordinating the communication tools described
above to positively enhance a brand. To make effective promotional decisions, a promotional planner must decide how the
IMC tools will work individually and collectively so that the organization can achieve its goals efficiently. Utilizing a decision
oriented framework, the Seventh Canadian Edition offers current Canadian examples and data, an increased focus on social
media and mobile technology, current theory, and visual balance through numerous figures and exhibits.

Advertising and Integrated Brand Promotion
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The rise of digital media and the public's demand for transparency has elevated the importance of communication for every
business. To have a voice or seat at the table and maximize their full value, a strategic communicator must be able to
speak the language and understand business goals, issues, and trends. The challenge is that many communicators don't
hold an MBA and didn't study business in college. Business Essentials for Strategic Communicators provides communication
professionals and students with the essential 'Business 101' knowledge they need to navigate the business world with the
best of them. Readers will learn the essentials of financial statements and terminology, the stock market, public companies,
and more--all with an eye on how this knowledge helps them do their jobs better as communication professionals.

Advertising, Promotion, and Other Aspects of Integrated Marketing Communications
Principles of Integrated Marketing Communications explains the principles and practice of implementing effective IMC using
a variety of channels and techniques. It equips readers with the knowledge to develop sophisticated marketing campaigns
for contemporary business environments. Designed to introduce readers to IMC in an engaging way, this valuable resource:
• Covers the latest concepts and tools in marketing and communications • Presents topics in light of their underlying
theories and principles • Includes case studies adapted from recent, real-world examples (drawn from both Australian and
international contexts). Each chapter contains a 'Further thinking' section, giving readers the opportunity to extend their
understanding of the conceptual and historical underpinnings of IMC, and teaching them how to analyse and overcome
problems when devising an IMC strategy. Each chapter also includes learning objectives and review questions, to reinforce
knowledge. Additional material - including extra case studies and topical multimedia files - is available on the companion
website at www.cambridge.edu.au/academic/imc.

Advertising & Promotion
Market-leading ADVERTISING, PROMOTION, AND OTHER ASPECTS OF INTEGRATED MARKETING COMMUNICATIONS, 9th
Edition discusses all aspects of marketing communications, from time-honored methods to the newest developments in the
field. Comprehensive treatment of the fundamentals focuses on advertising and promotion, including planning, branding,
media buying, sales, public relations, and much more. Emerging topics get special attention in this edition, such as the
enormous popularity of social media outlets, online and digital practices, viral communications, and personal selling, along
with all of their effects on traditional marketing. Revised to make ADVERTISING, PROMOTION, AND OTHER ASPECTS OF
INTEGRATED MARKETING COMMUNICATIONS, 9th Edition the most current I.M.C. text on the market, chapters address mustknow changes to environmental, regulatory, and ethical issues, as well as Marcom insights, place-based applications,
privacy, global marketing, and of course, memorable advertising campaigns. Important Notice: Media content referenced
within the product description or the product text may not be available in the ebook version.
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Advertising and Promotion
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 describes 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.

Integrated Marketing Communications
Promotion and Integrated Marketing Communications
Consumer Behavior
Integrated Marketing Communication
Marketing attempts to influence the way consumers behave. These attempts have implications for the organizations making
the attempt, the consumers they are trying to influence, and the society in which these attempts occur. We are all
consumers and we are all members of society, so consumer behavior, and attempts to influence it, are critical to all of us.
This text is designed to provide an understanding of consumer behavior. This understanding can make us better consumer,
better marketers, and better citizens. A primary purpose of this text is to provide the student with a usable, managerial
understanding of consumer behavior.-Pref.
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Management of a Sales Force
ISE 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.

Advertising and Promotion
Business Essentials for Strategic Communicators
Advertising and 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.
Page 10/14

Read Book Advertising And Promotion An Integrated Marketing Communications Perspective
The Evolution of Integrated Marketing Communications
This detailed and insightful text explains how advertising comes to cast its shadow over contemporary consumer culture.
Case examples are used to illustrate the power of advertising to portray brand 'personalities' in terms that resonate with
consumers across many cultures.

The Secret to Getting a Job After College
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 reallife case study vignettes

Principles of Integrated Marketing Communications
ALERT: Before you purchase, check with your instructor or review your course syllabus to ensure that you select the correct
ISBN. Several versions of Pearson's MyLab & Mastering products exist for each title, including customized versions for
individual schools, and registrations are not transferable. In addition, you may need a CourseID, provided by your instructor,
to register for and use Pearson's MyLab & Mastering products. Packages Access codes for Pearson's MyLab & Mastering
products may not be included when purchasing or renting from companies other than Pearson; check with the seller before
completing your purchase. Used or rental books If you rent or purchase a used book with an access code, the access code
may have been redeemed previously and you may have to purchase a new access code. Access codes Access codes that
are purchased from sellers other than Pearson carry a higher risk of being either the wrong ISBN or a previously redeemed
code. Check with the seller prior to purchase. -- Directed primarily toward undergraduate Marketing college/university
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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 campaigns. 0133131017 / 9780133131017
Integrated Advertising, Promotion, and Marketing Communications 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

Advertising and Integrated Brand Promotion
"Includes exclusive online content"--Cover.

Advertising and Integrated Brand Promotion
'Bridges the academic gap between textbook and leading edge marketing thinking. It has been substantially 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. 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 Promotion and Other Aspects of Integrated Marketing Communications
Powerful and practical, current and cutting-edge, ADVERTISING AND INTEGRATED BRAND PROMOTION, 5e captures the
thrill of advertising with its integrated learning experience, solid theory, real-world examples, and coverage of emerging
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trends. Important Notice: Media content referenced within the product description or the product text may not be available
in the ebook version.

Advertising and Promotion
Updated to reflect the latest, cutting-edge issues, including technology and Internet selling, this book features a strong
emphasis on relationship selling and particularly the use of team-selling. Most chapters have a 'team-box' highlighting the
principles within a given chapter as they relate to managing selling teams.

Advertising and Promotion
The ultimate how-to book about brand storytelling Brand storytelling is all the rage in marketing. But few books explain how
to go about cultivating and promoting that story. This is the book that does. StoryBranding 2.0 is an updated edition of the
award-winning, best-selling book that has sparked enthusiasm among marketing luminaries, CEOs, entrepreneurs, and
personal branding advocates. Developing your brand’s story must start with an understanding of what a story really is and
how it is structured. Then, using this essential structure as scaffolding, you can begin to answer specific questions that will
help you develop your brand’s most authentic story—the story that will do the most to capture the hearts and minds of
prospects. As your brand sets out to overcome obstacles in order to achieve its goals, you will: • be guided every step of
the way towards defining who your brand is and why it exists. • learn how to use a unique immersion technique that will
help you achieve greater empathy with your most likely prospects. • know how to overcome controllable obstacles standing
in the way of your brand’s success. • learn how to tell your brand’s story so that it truly resonates with prospects. • find
ways to galvanize support for your brand’s story throughout your organization. • see how the StoryBranding process can be
applied to you personally and in everyday selling situations. Written by a thirty-five-year veteran of marketing and
advertising who has worked on major national brands, this is the ultimate how-to brand-planning book for professionals and
beginners alike. Besides being instructive and full of real-life examples, it is highly entertaining, as the author recounts
experiences he’s had during his long career as an advertising executive.

Advertising & Promotion
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