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In today’s dynamic marketing landscape, the marketer’s paramount challenge is to craft and select 
the optimal promotions mix that breaks through the noise of the plethora of marketing activities to be 
engaging and compelling, but also empowering and inclusive. The advent of digital transformations, 
including artificial intelligence (AI) and extended reality (XR), has further revolutionized marketing 
communications, offering new ways to personalize and enhance brand experiences. To run a 
successful marketing communications campaign, brands must resonate deeply with audiences, 
fostering genuine connections and a sense of community.

Fully revised and updated, Marketing Communications 2nd edition acknowledges that the most 
important task faced by any marketing communications practitioner is to develop and implement 
an effective promotions mix to help achieve an organisation’s business objectives. It notes that the 
design and development of marketing communications campaigns takes place against a backdrop of 
change, choice and worldwide connections and recognises that to achieve success, brands need to 
be engaging and compelling to achieve stand-out amongst competition. 

It discusses issues such as: 

• Understanding communications by exploring the past, present and examining the future; 

• Planning, development and evaluation of marketing communication campaigns;  

• Using the well-crafted marketing mix to ensure stand-out, engaging and personalized campaigns; 

• Exploring case study exemplars to reflect and gain insight for future campaigns. 

Marketing Communications 2nd edition equips the reader with the essential knowledge and skills 
to navigate the evolving field of marketing communications. To help support learning, the text also 
features a range of supplementary readings, in-text exercises and cases/examples to help bring 
concepts to life. 
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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 
In today’s dynamic marketing landscape, the marketer’s paramount challenge 
is to craft and select the optimal promotions mix to achieve business objectives. 
This process of designing, developing, and implementing promotional campaigns 
unfolds in an environment of rapid and constant change. Both marketers and 
consumers navigate an information-driven world, saturated with diverse media 
and an overwhelming array of brand choices. The technological revolution has 
fundamentally altered how consumers perceive, process, and react to commu-
nication messages. In this media-rich era, brands must break through the noise 
by being not only engaging and compelling but also empowering and inclusive, 
ensuring they stand out amidst the plethora of marketing activities. The advent of 
digital transformations, including artificial intelligence (AI) and extended reality 
(XR), has further revolutionized marketing communications, offering new ways 
to personalize and enhance brand experiences. To run a successful marketing 
communications campaign, your brand must resonate deeply with audiences, 
fostering genuine connections and fostering a sense of community. 

This book aims to equip you with the essential knowledge and skills to navigate 
the evolving field of marketing communications. While we cannot cover every 
aspect, we provide comprehensive insights into key areas to support your aca-
demic and professional journey. Here is an overview of the structure and content 
of our book on marketing communications, designed to guide you through the 
essential concepts and practices in the field.

Book contents and layout
Chapter 1: This chapter attempts to tackle the existing theory of communications 
as it applies to consumer and marketing communications in particular. In outlin-
ing the topic of marketing communications, it details the marketing communica-
tion mix and makes an attempt to explain the processes of communications using 
the models which underpin of understanding of this topic. It also explores the 
role of AI in the marketing communications. Last but not least, this chapter gives 
an overview of marketing communications research in the academic and practice 
contexts. 

Chapter 2: This chapter on 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, 
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which looks at the relationship between image and texts. The chapter also draws 
on the illustration of political marketing and PR as an exemplar of marketing com-
munications discourse. 

Chapter 3: The focus of this chapter is on consumer decisions when consuming 
communications. It explores why consumers are driven to make certain decisions, 
and how they manage their experiences before, during and after consuming mar-
keting communications. It draws on consumer values, motivations and involve-
ment 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 4, 5 and 6: A judicious approach to marketing communications calls 
for an analysis of the tools available and planning for marketing communications 
looks at planning in order to achieve the required outcome in terms of market-
ing communications strategy. Chapter 4 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. While 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 semiot-
ics outlined in Chapter 2 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 to 
further develop our knowledge, so that marketers can be more efficient in design-
ing brand communication strategies. Chapter 6 gives us a more detailed look at 
the impact a clear market positioning has on the promotions mix, and on integrat-
ing marketing 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

Chapter 7: This chapter explores the nature of creativity within an advertis-
ing 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. 

Chapter 8 explains the importance of digital media within the multiple plat-
forms 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 stimulat-
ing communications landscape. 

Preface
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Chapter 9 explores the transformative role of Artificial Intelligence (AI) and 
the Metaverse in modern marketing. It explains AI and its different levels—
Mechanical, Thinking, and Feeling AI—and sees how they apply to automating 
processes, generating cognitive insights, and enhancing customer engagement. 
This chapter also examine the darker sides of AI, such as bias, privacy concerns, 
and sustainability issues. Finally, you’ll delve into the Metaverse, uncovering its 
potential as a new frontier in branding and marketing.

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 
consumers have and the decisions they make about certain products and services, 
and how marketing communications can exploit this and leverage it to best effect.

Chapter 11 holds several case studies for you to develop and deepen your core 
knowledge, allowing you to gain insight by applying knowledge 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,

Babak and Hamid. Eds


