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As we use new and old media in new ways, the heart of marketing communication 
is being reshaped and reimagined. The eleventh edition of Advertising & IMC: 
Principles & Practice helps students acquire the acumen and insights that are 
driving these changes. With a strong focus on the principles and practices of 
the industry, the text includes examples of award-winning brand campaigns and  
the perspectives of experts to offer a time-tested guide to effective and efficient 
brand communication.

Here are some of the features that will give students a competitive edge in 
the industry:

• NEW —  A Greater Emphasis on IMC: The new edition has been substantially 
reorganized to cover how multiple forms of communication are used strategically 
and in combination to engage different types of consumers.

• NEW — Examples of  Award-Winning Brand Communication Campaigns 
demonstrate  how professionals design and execute effective strategies that work.

• UPDATED — New Topics on New Media: The latest innovations in collecting, 
manipulating, and using data as well as new ways of communicating based on AI, VR, 
and the Internet of Things are included in the coverage.

• Case Studies from Experts: This text includes stories, essays, and examples 
written specifically for this book by academics and professionals.

• MyLab Management personalizes the learning experience, allowing students to 
learn at their own pace and allowing instructors to create their own course to fit 
their own needs.

GLOBAL 
EDITION

GLOBAL 
EDITION

This is a special edition of an established title widely used by colleges and 
universities throughout the world. Pearson published this exclusive edition 
for the benefit of students outside the United States and Canada. If you 
purchased this book within the United States or Canada, you should be aware 
that it has been imported without the approval of the Publisher or Author.
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