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Integrated Marketing Communications challenges business to confront a
fundamental dilemma in today's marketing--the fact that mass media advertising,
by itself, no longer works. This landmark book reveals that strategies long used
to deliver selling messages to a mass culture through a single medium are now
obsolete--and shows marketers how to get back on track.

The answer lies in customer-focused marketing, a key planning tool that can--in
today's diverse, fragmented marketplace--explain the lifestyles, attitudes, and
motivations of distinct buyer groups and predict their likely buying behaviors in
the future. Schultz, Tannenbaum, and Lauterborn explain how, by beginning with
detailed consumer information, marketers can build a synchronized, multi-
channel communications strategy that reaches every market segment with a
single, unified message.

This book also shows how to put an integrated program into practice, with expert
guidance on planning, coordinating, and controlling the entire communications
process. Along the way, the authors tackle those critical questions that too often
impede marketing decisions, such as:

Who should control the communications program?●

How should resources be allocated to advertising, sales promotion, direct●

response, public relations, and other marketing communications options?
How can companies resolve "turf battles" and combat fears of budget loss?●

How should the different players--agencies and suppliers--be compensated?●

And most importantly, how can the impact of an integrated strategy be●

measured and made accountable?

Extensive examples and two in-depth success stories detail how top organizations
are sharpening their competitive edge through integrated communications
programs.

An incisive study of the barriers that confound today's marketing, Integrated
Marketing Communications breaks new ground for all business thinkers and
strategists.
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Integrated Marketing Communications challenges business to confront a fundamental dilemma in today's
marketing--the fact that mass media advertising, by itself, no longer works. This landmark book reveals that
strategies long used to deliver selling messages to a mass culture through a single medium are now obsolete-
-and shows marketers how to get back on track.

The answer lies in customer-focused marketing, a key planning tool that can--in today's diverse, fragmented
marketplace--explain the lifestyles, attitudes, and motivations of distinct buyer groups and predict their likely
buying behaviors in the future. Schultz, Tannenbaum, and Lauterborn explain how, by beginning with
detailed consumer information, marketers can build a synchronized, multi-channel communications strategy
that reaches every market segment with a single, unified message.

This book also shows how to put an integrated program into practice, with expert guidance on planning,
coordinating, and controlling the entire communications process. Along the way, the authors tackle those
critical questions that too often impede marketing decisions, such as:

Who should control the communications program?●

How should resources be allocated to advertising, sales promotion, direct response, public relations, and●

other marketing communications options?
How can companies resolve "turf battles" and combat fears of budget loss?●

How should the different players--agencies and suppliers--be compensated?●

And most importantly, how can the impact of an integrated strategy be measured and made accountable?●

Extensive examples and two in-depth success stories detail how top organizations are sharpening their
competitive edge through integrated communications programs.

An incisive study of the barriers that confound today's marketing, Integrated Marketing Communications
breaks new ground for all business thinkers and strategists.
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Editorial Review

From the Back Cover

Integrated Marketing Communications challenges business to confront a fundamental dilemma in today's
marketing--the fact that mass media advertising, by itself, no longer works. This landmark book reveals that
strategies long used to deliver selling messages to a mass culture through a single medium are now obsolete-
-and shows marketers how to get back on track.

The answer lies in customer-focused marketing, a key planning tool that can--in today's diverse, fragmented
marketplace--explain the lifestyles, attitudes, and motivations of distinct buyer groups and predict their likely
buying behaviors in the future. Schultz, Tannenbaum, and Lauterborn explain how, by beginning with
detailed consumer information, marketers can build a synchronized, multi-channel communications strategy
that reaches every market segment with a single, unified message.

This book also shows how to put an integrated program into practice, with expert guidance on planning,
coordinating, and controlling the entire communications process. Along the way, the authors tackle those
critical questions that too often impede marketing decisions, such as:

Who should control the communications program?●

How should resources be allocated to advertising, sales promotion, direct response, public relations, and●

other marketing communications options?
How can companies resolve "turf battles" and combat fears of budget loss?●

How should the different players--agencies and suppliers--be compensated?●

And most importantly, how can the impact of an integrated strategy be measured and made accountable?●

Extensive examples and two in-depth success stories detail how top organizations are sharpening their
competitive edge through integrated communications programs.

An incisive study of the barriers that confound today's marketing, Integrated Marketing Communications
breaks new ground for all business thinkers and strategists.

About the Author

Don E. Schultz is Professor of Advertising and Integrated Marketing Communications at the Medill School
of Journalism, Northwestern University, where he and his associates have pioneered the country's first
graduate program in Integrated Marketing Communications. He is also President of his own marketing
communications and management firm, Agora, Inc., Evanston, Illinois.

Before joining Northwestern in 1977, Schultz was Senior Vice President of Tracy Locke Advertising and
Public Relations in Dallas. He has consulted, lectured and held seminars on marketing, marketing
communications, advertising, sales promotion, direct marketing and creative strategy in the United States,
Europe, South America and Asia.

Schultz is Editor, Journal of Direct Marketing, Director of the Promotion Marketing Association of America,
and the first recipient of the Direct Marketing Educator of the Year Award, presented by the Direct



Marketing Educational Foundation.

Stanley Tannenbaum joined Northwestern University as Associate Professor in the Medill School of
Journalism in 1983 and he now holds the Chair of the Advertising/ Integrated Marketing Communications
Division.

Tannenbaum started in advertising as a copywriter at a small package goods agency in Philadelphia, working
on the introduction of Alpo Dog Food. He then went to RCA as a writer in charge of Sales Promotion,
Cooperative Advertising and Public Relations. From RCA, he moved to Kenyon & Eckhardt in New York,
an international advertising agency, where he rose from copywriter to Chairman of the Board. After 26 years
at K&E, he joined his client, Turtle Wax, as Executive Vice President.

Tannenbaum has served on the Board of the Association of American Advertising Agencies, the Advertising
Council, and the National Advertising Review Board.

Robert E Lauterborn is the James L. Knight Professor of Advertising in the School of Journalism and Mass
Communication at the University of North Carolina at Chapel Hill.

For ten years prior to this appointment, Lauterborn was director of marketing communication and corporate
advertising for International Paper Company. Before joining IP, he spent 16 years with General Electric in
various industrial and corporate positions.

Currently Lauterborn is a principal of Morgan, Anderson & Company, a leading marketing communications
management consulting firm. He has served on the boards of many professional organizations, including the
ANA, ARF, B/PAA, AAF, BPA, CBBB, NARB, and several companies.

Users Review

From reader reviews:

Noah Cale:

Throughout other case, little individuals like to read book Integrated Marketing Communications: Putting It
Together & Making It Work. You can choose the best book if you appreciate reading a book. Given that we
know about how is important some sort of book Integrated Marketing Communications: Putting It Together
& Making It Work. You can add understanding and of course you can around the world by way of a book.
Absolutely right, because from book you can recognize everything! From your country till foreign or abroad
you will end up known. About simple issue until wonderful thing you are able to know that. In this era, we
are able to open a book as well as searching by internet device. It is called e-book. You should use it when
you feel uninterested to go to the library. Let's study.

Lynette Cavanaugh:

In this time globalization it is important to someone to receive information. The information will make a
professional understand the condition of the world. The healthiness of the world makes the information much
easier to share. You can find a lot of referrals to get information example: internet, newspaper, book, and
soon. You will see that now, a lot of publisher this print many kinds of book. Often the book that
recommended to you is Integrated Marketing Communications: Putting It Together & Making It Work this
e-book consist a lot of the information on the condition of this world now. That book was represented how



do the world has grown up. The language styles that writer make usage of to explain it is easy to understand.
The writer made some study when he makes this book. That's why this book suitable all of you.

Diane Joiner:

As we know that book is significant thing to add our know-how for everything. By a book we can know
everything you want. A book is a group of written, printed, illustrated or even blank sheet. Every year ended
up being exactly added. This guide Integrated Marketing Communications: Putting It Together & Making It
Work was filled concerning science. Spend your time to add your knowledge about your technology
competence. Some people has different feel when they reading the book. If you know how big benefit of a
book, you can truly feel enjoy to read a e-book. In the modern era like currently, many ways to get book you
wanted.

Helen Williams:

What is your hobby? Have you heard that will question when you got learners? We believe that that issue
was given by teacher to their students. Many kinds of hobby, Everyone has different hobby. And you know
that little person including reading or as examining become their hobby. You should know that reading is
very important and also book as to be the matter. Book is important thing to add you knowledge, except your
personal teacher or lecturer. You discover good news or update regarding something by book. Different
categories of books that can you choose to adopt be your object. One of them is Integrated Marketing
Communications: Putting It Together & Making It Work.
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