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The Power of Liking
You know what—and who—you like. And your likes ripple through your friendship cir-
cles as you influence and are influenced by people you know and respect. That’s what 
research in 2013 found about the practice of “liking” something on Facebook and other 
social media. A positive comment or action feeds on itself and sets off a cycle of friendly 
responses as it spins through a network of communication.

Why is that important to advertising and brand communication? It’s because these 
“likes” may echo and amplify thoughts and feelings about brands and organizations as well 
as people and events.

Commercial communication has changed radically in the 21st century, moving from 
marketer-driven and product-focused brand messages to social media strategies that aim 
to inspire positive comments about brands and the organizations behind them. In this new 
world, the snowball effect of liking may spread the word about a brand faster and farther 
than traditional advertising—and with greater impact.

But liking is just the social face of emotion. On a deeper level, savvy marketers would 
like customers to fall in love with their brands.

That’s the focus of a 2013 book called Loveworks: How the World’s Top Marketers 
Make Emotional Connections to Win in the Marketplace by Brian Sheehan, one of this 
book’s contributors. He’s also a Syracuse University professor who spent 25 years work-
ing for Saatchi & Saatchi and its agencies in Japan, Australia, and Los Angeles. Based on 
a previous book called Lovemarks by Saatchi’s CEO Kevin Roberts, Professor Sheehan’s 
Loveworks uses case studies to prove that brands that engage consumer’s deepest emotions 
are the ones that work—the brands that win in the marketplace.

For example, the idea that responses to communication are driven by emotion is 
demonstrated in the “Blood Relations” campaign by the Saatchi agency in Tel Aviv that 
showed Israelis and Palestinians giving blood together. The effort was sponsored by the 
Parents Circle Families Forum (both Israeli and Palestinian families whose relatives had 
been wounded or killed in the conflict) and the Peres Centre for Peace. The simplicity 
of the symbolism of “blood relations” and the imagery of blood donors sitting side by 
side was supported by the slogan “Could you hurt someone who has your blood running 
through their veins?” The “Blood Relations” videos led to an avalanche of coverage both 
in Israel and internationally on NBC, BBC, and Reuters, generating comments in blogs 
as well as other news publications and radio stations. The effort won the United Nations 
Gold Award and five Gold Lions at Cannes in 2012, but it also moved a few survivors and 
combatants to see each other in a more positive way.

That’s why this textbook, Advertising & IMC: Principles & Practice, is dedicated not 
only to explaining advertising and other areas of brand communication—such as public 
relations, direct marketing, and sales promotion—but also to make you think about what 
works in commercial communication.

We’ll look at the basic principles and best practices in an industry that is undergoing 
radical change—old media are shape-shifting, and new media are emerging and merging 
with old media. The practice of brand communication faces new and exciting challenges 
in an interactive age where consumers are more in charge—actively selecting and design-
ing their own media worlds and engaging with their friends in new forms of social media.

Preface
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This 10th edition reflects these changes as it challenges its readers to assume control 
not only of their media choices but also of their bigger role as consumers and creators of 
products, ideas, and media.

What’s New in the 10th Edition
 1. Liking, Loving, and Loyalty In recognition of the importance of brand liking, the 

10th edition of Advertising & IMC: Principles & Practice focuses throughout on 
emotion-driven strategies that have relevance to consumers and that create feelings 
of liking for a brand or organization. It also focuses on brand relationship strategies 
that move consumers from targets to partners, moving away from one-way commu-
nication to interactive and experiential brand communication.

 2. The New Media World The media world has changed so dramatically in the first 
decade of the 21st century that the old media categories we have used in the past, 
such as print or broadcast, are no longer valid. Media distinctions have blurred and 
expanded to include media other than advertising. Furthermore, consumers now exert 
more control over media selection as their role as consumers of media has expanded. 
This has driven the biggest change in the 10th edition, which is a total rewrite of the 
four chapters in Part 4.

   The media industry has a new concept that describes this broader and more in-
teractive media world—POE, which stands for Paid, Owned, and Earned. With the 
guidance of the media experts on our Advisory Board, we have restructured the four 
media chapters in Part 4 around these concepts. We’ve also included Interactive as a 
defining media concept. In other words, we are now approaching media not in terms 
of the form (print or broadcast) but rather as functions—particularly how media 
function in consumers lives where they seek out entertainment, social connections, 
and information. This approach is discussed in Chapter 11 as part of the overview of 
the changes in the media marketplace. Here is how this totally rewritten presentation 
of the media world is presented in Chapters 12, 13, and 14:
• Paid Media This category includes traditional advertising, which relies on the 

purchase of time and space from other media owners, as well as new media used 
to deliver advertising messages, such as cell phones, video games, and online ads. 
This is the focus of the new Chapter 12.

• Owned Media The first part of Chapter 13 looks at media owned and controlled 
by the organization, such as corporate public relations materials, as well as media 
used in retail promotions and branded media, which are often used by consumers 
to engage in positive, entertaining experiences.

• Interactive Owned Media Also in Chapter 13, we consider corporate interactive 
media (such as websites, Facebook, and Twitter pages), direct-response media, 
personal contact media and experiences (sales and customer service), and mobile 
marketing platforms. Although owned by the organization, consumers use them to 
gain information and participate in entertainment and social activities.

• Earned Interactive Media The earned category has traditionally been the  
province of public relations, particularly through publicity and mentions in the 
news media. In addition, this discussion of earned media has been broadened in 
Chapter 13 to include word of mouth (such as referrals) and brand mentions in 
social media, such as Facebook and Twitter. The focus is on buzz—people talking 
about things that interest them, including brands.

• Multiplatform Brand Communication Strategies Chapter 13 concludes with a 
discussion of new practices, such as mobile marketing, viral marketing, and social 
media marketing, that call for new approaches to platform integration as these 
new media forms overlap and, it is hoped, reinforce one another.

• Media Planning and Negotiation Chapter 14 continues to provide a review  
of the media planning and buying functions; however, the buying operation is 
 reframed to emphasize the important role of negotiation. In addition, this  
chapter is expanded to include the complexities of managing multimedia and 
multiplatform programs.
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 3. More In-Depth IMC Focus The title of this book was modified in the ninth edition 
to recognize the importance of integrated marketing communication (IMC) practices, 
many of which have been important in this book since its first edition. In the 10th 
edition, a number of other changes have been made to better align the content with 
an IMC philosophy:
• More on Promotional Writing Chapter 9 was rewritten to include writing for 

all the areas of brand communication. So, instead of a focus on only advertising 
copywriting, writing for all areas of brand communication is discussed.

• Broader Review of Media Similar to the advertising copywriting change in 
Chapter 9, media from all IMC disciplines and functions are discussed in the four 
media chapters in Part 4.

• Principles of IMC A set of IMC principles was developed in the ninth edition. 
Instead of appearing throughout the book, as they did in ninth edition, in the  
10th edition these principles have been grouped to form a more comprehensive 
presentation of the basic IMC concepts in Chapter 18. This is a wrap-up technique 
to pull the IMC discussion together into a more coherent conclusion about the  
essential IMC concepts and the principles on which they are based.

• IMC Campaign Discussion as Summary Discussions about campaign planning 
were sprinkled through a number of chapters in the ninth edition. In the 10th edition, 
campaign planning is developed more comprehensively in Chapter 18 as a way to 
summarize the principles and practices discussed in the previous chapters.

• IMC Management Chapter 18 concludes by making a distinction between  
the practice of IMC campaigns, which by their nature are more short term, and  
the management of IMC programs, which involves setting the direction and  
philosophy of an IMC operation for the long term.

 4. New Evaluation Chapter (and Author) Chapter 19 introduces Regina Lewis, a 
member of the book’s Advisory Board, as the author of the final chapter in the book, 
which wraps up the discussion of effectiveness and the evaluation of brand commu-
nication efforts. An expert in consumer insight, Professor Lewis has directed market-
ing communication research and evaluation programs for Dunkin’ Brands and the 
Intercontinental Hotels Group. She uses her broad experience to shape our discussion 
of the critical area of evaluation and wrap up the discussion of effectiveness, which 
continues to be a central theme of Advertising & IMC: Principles & Practice.

 5. New Examples of Award-Winning Brand Communication Campaigns Part of the 
added value of this textbook lies in the cohesive story that it tells about effective 
brand communication. This is particularly important as students face a radically 
changing and complex media environment. New and updated case studies open each 
chapter in the 10th edition to illustrate basic principles and best practices and show 
students how professionals design and execute effective strategies that work.

 6. New Faces, New Cases, New Brands Throughout the book new stories have been 
added to update the discussions and illustrate the many changes in this new market-
ing communication environment.  
• In the 10th edition two new members of the Advisory Board have been involved 

not only with personal interviews and writing boxes, but also with critiquing and 
making suggestions about changing content and, in some cases, changing the 
organizational structure of the book.

• We have seven new Ad Stars whose work and thoughts we feature, as well as 
eight new Pros and Profs who have written boxes about their research, profes-
sional work, and other projects.

• All but two of the opening stories are new or have been completely rewritten.  
We also have five new  part-ending cases. 

• We have a major new case adapted from the AAF National Student Advertising 
Competition in the  Appendix with application and reflection questions at the end 
of every chapter.

• With a total of 33 new or completely rewritten boxes, almost every chapter has 
new featured stories to support and further explain concepts in the text.

 7. Contributions from Experts around the World Preparing students to become ef-
fective brand communicators requires a broad knowledge about many subjects in 
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a dramatically changing media environment. This edition expands the number of 
contributions from experts across the globe, exposing students to a vast array of 
contemporary thinking about current issues. These pieces are designed to pique read-
ers’ interest about exciting new possibilities related to brand communication and 
challenge students to think critically in their quest to apply enduring principles and 
develop effective practices.

The Central Themes
Although the introduction to this preface highlighted changes, the important thing in a 
textbook project of this size and scale is that there are central threads that weave key ideas 
across the chapters and throughout the book. So let’s consider the foundation themes that 
make this book different from other introductory textbooks in advertising and marketing 
communication.

Brand Communication and IMC
This book started out many years ago as an introductory advertising textbook; however, it 
has always had an IMC slant with coverage of other marketing communication areas. Over 
the years, the scope of advertising has changed. Now we use the phrase brand communi-
cation (or marketing communication) because what used to be known as advertising has 
expanded beyond the familiar ads in print media and commercials on radio and television.

Electronic and social media have opened up new ways to communicate online with 
consumers about a brand. Alternative and nontraditional forms, such as guerilla marketing, 
which reaches people in surprising ways in unexpected places, have opened up new oppor-
tunities to engage people with brand messages through memorable experiences.

Creating buzz and dialogue have replaced the old practice of targeting messages at 
consumers. A new goal is to enlist word-of-mouth conversations to reinforce and extend 
the power of the more traditional marketing communication forms.

This wider view of advertising includes an array of communication tools used by a 
variety of organizations—nonprofit as well as for-profit—promoting consumer as well as 
business-to-business products and services. We mention public relations, direct marketing, 
and sales promotion, but those are just a few of the tools in the brand communication tool kit.

We will describe the use of these various forms of brand communication as IMC, 
which refers to the strategic use of multiple forms of communication to engage different 
types of consumers who have an interest in or a connection to a brand. The title of this 
book changed in the previous edition to recognize the importance of IMC in modern brand 
communication.

Effectiveness
During a Super Bowl some years ago, an ad for Anheuser-Busch called “Applause” showed 
people in an airport spontaneously applauding a group of American troops returning home. 
Even the audience watching from their living rooms were inclined to join in with applause 
as part of this graceful display of respect and appreciation. It was touching and memorable, 
and it might have nudged a few viewers to think well of Anheuser-Busch.

But was it an effective ad? What was it trying to accomplish? Did the viewers remem-
ber it as an Anheuser-Busch ad, and, if so, did it affect their opinions of that company and 
its brands?

What is effective? Is it marketing communication that gets talked about? Is it a mes-
sage like the Anheuser-Busch commercial that touches your emotions and inspires you to 
applaud? What, exactly, does it mean to say that a brand message “works”?

Our answer is that brand communication is effective if it creates a desired response 
in the audience. A brand message that works is one that affects people; it gets results that 
can be measured.

Effective messages move people to like, love, laugh, dance, squirm in their seats, 
or even shed tears. But they can also cause you to stop and watch or even to stop and 
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think. Commercial communication can’t 
make you do something you don’t want to 
do, but it can inspire you to read about a 
new product or remember a favorite brand 
when you’re walking down the aisle in a 
supermarket.

This book uses the Facets Model 
of Advertising Effects to better explain 
brand communication strategies, con-
sumer responses, and effectiveness. The 
facets model is like a diamond or a crys-
tal whose surfaces represent the different 
types of responses generated by a brand 
message. This model and the ideas it 
represents are used throughout the book 
to help explain such things as how ob-
jectives are decided on, what strategies 
deliver what kind of effects, and how an 
advertisement and other forms of market-
ing communication are evaluated based 
on their objectives.

That’s why this textbook is dedicated 
not only to explaining advertising and 
other areas of brand communication—
such as public relations, direct marketing, 
and sales promotion—but also to make 
you think about what works in all com-
mercial communication efforts.

Enduring Principles and Best 
Practices
To help you better understand how effec-
tive communication is created, this text-
book will highlight the principles and practices of the industry. Marketing communication 
messages are part inspiration and part hard work, but they are also a product of clear and 
logical thinking. In most cases, consumers have little idea what the objectives are because 
that information generally isn’t made public—and you sometimes can’t tell from the com-
munication itself. But think about the “Applause” ad. From what we’ve told you, what 
do you think the ad’s objectives are? To sell beer? To get viewers to run out and buy the 
brand? Actually, the ad seems to be a bit removed from a straight sales pitch.

An educated guess—and that’s what you will be better able to make after reading this 
book—is that perhaps its objective is simply to make people feel good, to see the goodness 
in a simple patriotic gesture—and, ultimately, to associate that feeling of goodness and 
warmth with the brand. Does it work? How did you feel when you read over the descrip-
tion of the ad?

This book presents both principles and practices of effective brand communication. 
You will find principles in the margins of the text in every chapter. In addition, boxes and 
other features elaborate on both the principles and the practices related to the topic of each 
chapter.

In this 10th edition, we take you behind the scenes of many award-winning cam-
paigns, such as the Aflac, Altoids, Geico, and McDonald’s campaigns, to uncover the hard 
work and explain the objectives, the inspiration, and the creative ideas behind some great 
campaigns. You will see how the ideas come together; you will live through the decision 
making, and you will understand the risks the message creators faced.

We also have contributions from highly experienced professionals as well as our  
Ad Stars—graduates from advertising and marketing communication programs around the 

the facets Model of effects
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country who were nominated by their professors to be featured in this book. We showcase 
their work throughout the book. They also have written “Inside Stories” that explain strat-
egies and what they have learned on the job as well as “A Day in the Life” features that 
provide insight into various career opportunities in marketing communication.

The Proof It Works
Advertisers and marketers want proof that their marketing communication is effective and 
efficient. Likewise, you should want proof about the value of your textbooks. You will 
learn in this book that all advertising claims need to be supported. That’s why we make the 
claim—and, yes, this is an advertisement—that Advertising & IMC: Principles & Practice 
is the book to read to learn about effective brand communication. We are making a bold 
claim, but here is how we back it up.

Advertising & IMC: Principles & Practice is time-tested. That’s why it has continued 
as one of the market leaders for more than 25 years. It continues to be in touch with the 
most current practices in the industry, but it also presents the fundamental principles in 
ways that will give you a competitive edge. That’s why students keep this textbook on their 
shelves as an important reference book as they move through their major. One thing we 
hear from our young professional Ad Stars is that they continue to rely on this book as they 
make their transition to professional life, and you can find it on many of their office shelves 
as well. The principles in this book are enduring, and your understanding of the practices 
of the field can jump-start your career.

Teaching Aids for Instructors  
on the Instructor Resource Center
At www.pearsonglobaleditions.com/Moriarty, instructors can access a variety of print, 
digital, and presentation resources available with this text in downloadable format. Reg-
istration is simple and gives you immediate access to new titles and new editions. As a 
registered faculty member, you can download resource files and receive immediate access 
and instructions for installing course management content on your campus server.

If you need assistance, our dedicated technical support team is ready to help with the 
media supplements that accompany this text. Visit http://247pearsoned.custhelp.com for 
answers to frequently asked question and toll-free user support phone numbers.

The following supplements are available to adopting instructors (for detailed descrip-
tions, please visit Instructor Resource Center or at MyMarketingLab:

• Instructor’s Manual This downloadable instructor’s manual includes chapter-by-chapter 
summaries, learning objectives, extended examples and class exercises, teaching out-
lines incorporating key terms and definitions, teaching tips, topics for class discussion, 
and solutions to review questions and problems in the book. This manual is available for 
download by visiting www.pearsonhighered.com/irc.

• Test Item File This downloadable Test Item File contains over 2,000 questions, includ-
ing multiple-choice, true/false, and essay-type questions. Each question is followed by 
the correct answer, the learning objective it ties to, the AACSB category (when ap-
plicable), the question type (concept, application, critical thinking, or synthesis), and a 
difficulty rating.

• PowerPoints This downloadable deck of PowerPoints is available from www 
.pearsonhighered.com/irc. PowerPoints include the basic outlines and key points with 
corresponding figures and art from each chapter. These PowerPoints are completely 
customizable for individual course needs or ready to use. The notes section on each 
slide provide additional explanations written for your students.

• TestGen Pearson Education’s test-generating software is available from www.pearson-
highered.com/irc. The software is PC/Mac compatible and preloaded with all of the Test 
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Item File questions. You can manually or randomly view test questions and drag and 
drop to create a test. You can add or modify test-bank questions as needed.

• Video Library Videos illustrating the most important subject topics are available in:
MyMarketingLab Available for instructors and students, providing around-the-clock 

instant access to videos and corresponding assessment and simulations for Pearson 
textbooks.

PrefACe  27

A01_MORI7396_10_SE_FM.indd   27 26/02/14   10:25 PM



# 149080   Cust: PH/NJ/B&E   Au: Moriarty  Pg. No. 28 
Title:  Advertising Principles and Practices     Server: Jobs3

C/M/Y/K 
Short / Normal DESIGN SERVICES OF

Publishing Services

Contributors

Advisory Board VIPs
Shawn M. Couzens

Conceptual Engineer,  
AbbaSez, Yardley, Pennsylvania

Constance Cannon Frazier

Chief Operating Officer,  
AAF, Washington, D.C.

Larry Kelley

Partner, Media Director, and 
Chief Planning Officer, FKM, 
and Professor, University of 
Houston, Texas

Regina Lewis

Associate Professor, University 
of Alabama, and Contributing 
Author for Chapter 19

Ingvi Logason

Principal, H:N Marketing 
Communications,  
Reykjavik, Iceland

Harley Manning

Vice President of Research  
and Research Director,  
Forrester Research

Susan Mendelsohn

Ph.D., President, Susan 
Mendelsohn Consultants, 
Chicago, Illinois

David Rittenhouse

Worldwide Media Director, 
Ogilvy, New York

William H. Weintraub

Chief Marketing Officer 
(Retired), Coors Inc.,  
Boulder, Colorado

Karl Weiss

President/CEO, Market 
Perceptions, Inc.,  
Denver, Colorado

Robert Witeck

CEO, Witeck Communications, 
Washington, D.C.

Charles E. Young

Ph.D., Founder and CEO, 
Ameritest, Albuquerque,  
New Mexico

Contributors: Ad Stars
Masaru Ariga

Group Account Director,  
Dentsu Inc., Tokyo, Japan

Heather Beck

Photographer, Beck 
Impressions, Lewisburg, 
Tennessee

John Brewer

President and CEO, Billings 
Chamber of Commerce/CVB, 
Billings, Montana

Ed Chambliss

Vice President, Team Leader, 
The Phelps Group,  
Santa Monica, California

Diego Contreras

Art Director, Anomaly,  
New York

Jennifer L. Cunningham

Account Manager at Disney’s 
Yellow Shoes Creative

Michael Dattolico

Owner, Musion Creative, LLC, 
Gainesville, Florida

Tammie DeGrasse-Cabrera

Management Supervisor, 
CP+B, Miami

Graham Douglas

Creative Director, Droga5,  
New York

Eric Foss

Director of Consulting Services, 
North America, Pcubed, 
Denver, Colorado

Amy Hume

Communications Consultant, 
University of Colorado–Denver

Mike Latshaw

President and Copywriter,  
Full Flannel Nudity,  
Pittsburgh, Pennsylvania

Melissa Lerner

Vice President, Director, Client 
Delivery and Data, Posterscope

Elisabeth Loeck

University of Nebraska–Lincoln

Lara Mann

Associate Creative Director, 
mcgarrybowen, Chicago

28

A01_MORI7396_10_SE_FM.indd   28 26/02/14   10:25 PM



# 149080   Cust: PH/NJ/B&E   Au: Moriarty  Pg. No. 29 
Title:  Advertising Principles and Practices     Server: Jobs3

C/M/Y/K 
Short / Normal DESIGN SERVICES OF

Publishing Services

Contributors  29

Mary Nichols

Founder and Chief Community 
Builder, Karmic Marketing, 
Portland, Oregon

Amy Niswonger

Design Instructor, School of 
Advertising Art, Dayton, Ohio; 
President, Ninth Cloud  
Creative & Little Frog Prints

Sonia Montes Scappaticci

Business Development Director, 
Branded Entertainment, 
Catmandu Entertainment, 
Detroit, Michigan

Karl Schroeder

Senior Writer, Coates Kokes, 
Portland, Oregon

Peter Stasiowski

Marketing and Communications 
Manager, Interprint, Inc., 
Pittsfield, Massachusetts

Kate Stein

University of Florida and  
Cornell Law School

Aaron Stern

Freelance Copywriter,  
New York, New York

Trent Walters

Brand Management Team 
Leader, The Richards Group, 
Dallas, Texas

Lisa Yansura

Marketing Coordinator, Gragg 
Advertising, Kansas City, MO

Wendy Zomnir

Creative Director and Founding 
Partner, Urban Decay,  
Costa Mesa, California

Contributors: Pros and Profs
Glenda Alvarado

Assistant Professor,  
Advertising and Public Relations, 
University of South Carolina

Nikki Arnell

Assistant Professor  
of Graphic Design,  
Arkansas State University

Bill Barre

Instructor,  
Central Michigan University

Ann Barry

Associate Professor, Boston 
College, Boston, Massachusetts

Fred Beard

Professor, Gaylord College 
of Journalism and Mass 
Communication, University  
of Oklahoma, Norman

Daryl Bennewith

Strategic Director, TBWA 
Group, Durban, South Africa

Edoardo Teodoro Brioschi

Professor and Chair of 
Economica and Techniques 
of Business Communication, 
Università Cattolica del Sacro 
Cuore, Milan, Italy

Sheri Broyles

Professor andInterim Chair, 
Department of Strategic 
Communications, Mayborn 
School of Journalism, University 
of North Texas, Denton

Clarke Caywood

Professor and Director, 
Graduate Program in Public 
Relations, Medill School of 
Journalism, Northwestern 
University, Evanston, Illinois

Jason Cormier

Cofounder and Managing 
Partner, Room214.com, 
Boulder, Colorado

Joel Davis

Professor, School of Journalism 
and Media Studies,  
San Diego State University

Bonnie Drewniany

Associate Professor, University 
of South Carolina, Columbia

Tom Duncan

IMC Founder and Director 
Emeritus, University of 
Colorado, and Daniels School 
of Business, University of Denver

Steve Edwards

Director and Professor, 
Termerlin Advertising Institute, 
Southern Methodist University, 
Dallas, Texas

Gary Ennis

Freelance Creative Director

Arlene Gerwin

Marketing Consultant and 
President, Bolder Insights, 
Boulder, Colorado

Thomas Groth

Professor, Department of 
Communication Arts, University 
of West Florida, Pensacola

Jean M. Grow

Associate Professor, Diederich 
College of Communication, 
Marquette University, 
Milwaukee, Wisconsin

Scott R. Hamula

Associate Professor and 
Program Director, Integrated 
Marketing Communications, 
Roy H. Park School of 
Communications, Ithaca 
College, Ithaca, New York

A01_MORI7396_10_SE_FM.indd   29 26/02/14   10:25 PM



# 149080   Cust: PH/NJ/B&E   Au: Moriarty  Pg. No. 30 
Title:  Advertising Principles and Practices     Server: Jobs3

C/M/Y/K 
Short / Normal DESIGN SERVICES OF

Publishing Services

Michael Hanley

Associate Professor, 
Department of Journalism,  
Ball State University

Dean Krugman

Professor Emeritus, Department 
of Advertising and Public 
Relations, Grady College 
of Journalism and Mass 
Communication, University  
of Georgia, Athens

Hairong Li

Professor, Department of 
Advertising, Public Relations, 
and Retailing, Michigan State 
University, East Lansing

Qing Ma

Professor, Shejiang University 
City College, Hangzhou, China

Karen Mallia

Associate Professor, University 
of South Carolina, Columbia

James Maskulka

Associate Professor of 
Marketing, Lehigh University, 
Bethlehem, Pennsylvania

Michael McNiven

Managing Director and  
Portfolio Manager for 
Cumberland Advisors,  
Sarasota, Florida

George Milne

Professor, University of 
Massachusetts–Amherst

Keith Murray

Professor, College of Business, 
Bryant University,  
Smithfield, Rhode Island

Connie Pechmann

Professor, Paul Merage School 
of Business, University of 
California–Irvine

Jimmy Peltier

Professor, Marketing, University 
of Wisconsin–Whitewater

Joseph E. Phelps

Professor and Chair, 
Department of Advertising  
and Public Relations, University 
of Alabama, Tuscaloosa

James Pokrywczynski

Associate Professor, Strategic 
Communication, Diederich 
College of Communication, 
Marquette University

Jef I. Richards

Chair and Professor, 
Department of Advertising  
and Public Relations,  
Michigan State University

Herbert Rotfeld

Professor of Marketing,  
Auburn University, Alabama

Sheila Sasser

Professor of Advertising 
Creativity, IMC, and Marketing, 
College of Business, Eastern 
Michigan University, Ypsilanti

Brian Sheehan

Associate Professor, S. I. 
Newhouse School of Public 
Communications, Syracuse 
University, Syracuse, New York

Mark Stuhlfaut

Associate Professor,  
University of Kentucky

John Sweeney

Professor, Head of Advertising 
and Director of Sports 
Communication Program, 
University of North Carolina–
Chapel Hill

Ronald E. Taylor

Professor, School of Advertising 
and Public Relations, University 
of Tennessee–Knoxville

Joe Tougas

Professor, Evergreen State 
College, Olympia, Washington

Wan-Hsiu Sunny Tsai

Assistant Professor,  
School of Communication, 
University of Miami, Florida

Bruce G. Vanden Bergh

Professor Emeritus, Department 
of Advertising and Public 
Relations, Michigan State 
University, East Lansing

Philip Willet

Assistant Professor, University 
of Oklahoma

Joyce M. Wolburg

Professor and Associate  
Dean, Diederich College  
of Communication,  
Marquette University, 
Milwaukee, Wisconsin

30  Contributors

Pearson would like to thank and acknowledge the following people for their work on the Global Edition:

Rania Deeb, Business Consultant, UAE

Diane Sutherland, Writer

Jon Sutherland, Writer

Contributors:

Acknowledgments
Thanks to Liz Williamson and Emily Zarybnisky for their invaluable editorial assistance and 
to Seonmin Bae for her help with research.

Kim Min-chung, Hong Kong Polytechnic University

Jayashree Sreenivasan, Multimedia University

Lilian Yap, Wawasan Open University

Reviewers:

A01_MORI7396_10_SE_FM.indd   30 26/02/14   10:25 PM




