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The primary theme of Integrated Marketing Communications: Advertising, Public Relations, and 
More is to broaden the conceptual understanding of integrated marketing communication and 
provide a framework for the development of an integrated marketing communication plan that 
can be managed utilizing a marketing managerial approach. The text will continue to follow the 
integrated marketing communications framework with the expansion and inclusion of new, cut-
ting edge theories and practices. 

Textbook Features
Integrated Marketing Communications includes a number of features to help students understand 
key concepts, think critically, and apply ideas to further students’ understanding of integrated 
marketing communication. Features include:

Visual Aids: Images and figures help to illustrate the concepts presented, while tables 
contain information about valuable resources, organized in an easy-to-read manner.   

Study Resources: Designed to help readers organize information and study the text, 
learning objectives, bolded key terms, and summaries of key ideas appear in each 
chapter. 

Case Studies: Extended examples to help to illustrate concepts from the text in a 
thought-provoking manner.

Learning Check: Each section concludes with review questions to help students reflect 
critically on the topics covered.

Videos: Illustrate the concepts that are embedded throughout the eTextbook.

Pre- and Post-Tests: Each chapter contains multiple-choice questions that you can 
answer to get real-time feedback on how well you have mastered the content. 

Relevant Weblinks: Placed throughout each chapter, numerous weblinks offer you 
the opportunity to explore additional resources, examples, and applications related to 
the text. 

End of Chapter Questions and Exercises: Each chapter ends with sets of Discussion 
Questions, Critical Thinking Exercises, and Continuing Projects. 

Preface
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