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 “A brand is not so much about rational arguments, but    the 
way that the company resonates with people emotionally” 

Steve Jobs (1955-2011)  
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Preface

Overview 
The most important task faced by a marketer is to identify and select an optimum 
promotions mix to help achieve business objectives. And this design, develop-
ment and implementation of promotional campaigns, takes place against a 
backdrop of considerable change. All of us, both marketers and consumers, live 
and work in an information-obsessed world. We live in a media-saturated world 
where there is such an incredible choice of brands available. These brands are 
revolving around us because of the exceptional impact that technology has had 
on the way we process (see and read) and think about (feel and believe) commu-
nication messages. To have a successful marketing communications campaign, 
your brand must be engaging and compelling, yet empowering and inclusive 
in such a way as to achieve stand-out amongst the plethora of activity. In this 
book, we have not managed to cover everything, but we have given coverage to 
what we think you need to progress through your studies. The following gives 
you the structure for our book on marketing communications, and some details 
of the contents.

Book contents and layout
Chapter 1: This attempts to tackle the existing theory of communications as it 
applies to consumer and marketing communications in particular. In outlining 
the topic of marketing communications, it details the marketing communication 
mix and makes an attempt to explain the processes of communications using 
the models which underpins of understanding of this topic. This is so that your 
thinking evolves in such a way as to give you the confidence and skillset needed 
to enable you to make the pre-requisite decisions relative to designing and plan-
ning for an integrated marketing communications mix. 

Chapters 2 and 3: The cornerstone of these two chapters is to expand our 
worldview of the subject of marketing communications, embedding it in both a 
history timeline and giving advertising its position in social science. The history 
of advertising can be traced back to medieval times and beyond, and Chapter 
2 gives us a timeline. There’s no doubt that the internet has changed our daily 
lives. Arguably, the introduction of the printing press in the 15th Century did for 
renaissance Europe what the internet has done for modern communications in 
the 21st century. Newspapers and magazines were, and still are, an important 
feature of capitalist economies, just as today sees the prominence of emails, 
websites and tweets which sway us to attend to information and persuade us to 
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do something. 

Whereas history gives us a sense of perspective from the past, advertising 
as a discourse delves into the realm of languages as places, which helps us to 
further our understanding of the present. Discourses are places which are the 
means by which, according to Foucault, we ‘reproduce ideologies and interpret 
cultural materials’, and nowhere is this more so than in advertising. Depth is 
provided with a meaningful discussion on semiotics, which looks at the rela-
tionship between image and texts. The chapter also draws on the illustration 
of political marketing and PR as an exemplar of marketing communications 
discourse. 

Chapter 4: The focus of this chapter is on consumer decisions when consum-
ing communications. It explores why consumers are driven to make certain 
decisions, and how they manage their experiences before, during and after 
consuming marketing communications. It draws on consumer values, motiva-
tions and involvement as a means of framing our understanding around what 
consumers do in terms of behaviour, what they feel by way of emotion and 
what they think in terms of cognition.

Chapters 5 and 6: A judicious approach to marketing communications calls 
for an analysis of the tools available and planning for marketing communica-
tions looks at planning as a means to achieve the required outcome in terms of 
marketing communications strategy. Chapter 5 argues that whilst there is no 
particular distinction between the various parts of strategy, there is a need for a 
structure in evaluating strategy and the discussion concludes with a suggested 
framework for marketing communications planning. And whilst Chapter 5 
provides an approach to planning for marketing communications, Chapter 6 
outlines the key points to consider when not just planning for the short term 
with brand communications, but when building long term brands. This chapter 
draws on the science of semiotics outlined in Chapter 3 and makes the link to 
how brands use signs and symbols to leverage advantage. This chapter also 
draws on the concept of positioning, first posited in planning for marketing 
communications, taking the concept deeper in order to further develop our 
knowledge so that marketers can be more efficient in designing brand com-
munication strategies.

Chapters 7, 8 and 9: Chapter 7 gives us a more detailed look at the impact a 
clear market positioning has on the promotions mix, and on integrating market-
ing communications. It examines the efficiency gained from market positioning 
as it is used to maximise the effect of using multiple media platforms which also 
allows managers to save on resources. And whilst Chapter 7 outlines the merits 
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and limitations of the various degrees of integration, Chapter 8 explores the 
nature of creativity within an advertising context, making the case for the one 
‘big idea’ which can be translated from the positioning concept into a creative 
platform of aesthetic values (content and appeals), which will further benefit 
and deepen integration. Whilst the creative platform provides a framework 
for understanding creativity in an advertising context, Chapter 9 explains the 
importance of digital media within the multiple platforms available, saying that 
digital marketing is a new and exciting phase in the development of marketing 
communications. This section of our book looks at how to use digital media to 
best effect when developing marketing communications. It aims to provide you 
with core knowledge so that you can navigate this stimulating communications 
landscape. 

Chapter 10: This chapter on international advertising presents you with 
a global view of marketing communications. It covers the challenges that the 
culture brings to the question of whether marketing communications should 
be standardised or localised. It explores the degree to which country of origin 
affects the perceptions and decisions consumers have about certain products 
and services, and how marketing communications can exploit this and leverage 
it to best effect.

Chapter 11: The profusion of new media opportunities has presented 
marketers with a challenge in terms of measuring the effectiveness of market-
ing communications. Added to this are the numerous stakeholders who have 
a vested interest and attempt to influence organisational goals. This chapter 
explains how marketers research and evaluate marketing communications 
activity both whilst they are implementing tactical campaigns and also whilst 
planning campaigns for the future.

Chapter 12. This chapter holds several case studies for you to develop and 
deepen your core knowledge, allowing you to gain insight by applying knowl-
edge to practice. This also gives you an idea of how some firms tackle marketing 
communications in this modern communications environment.

We wish you all the best,
Geraldine and Babak. Eds
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