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communication. To help readers meet these challenges Principles of Integrated Marketing Communications:

An Evidence-based Approach provides a comprehensive foundation to the principles and practices of

integrated marketing communications (IMC). It examines a variety of traditional and digital channels used

by professionals to create wide-reaching and effective campaigns that are adapted for the aims of

their organisations.
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pre-testing methods, are discussed in a clear and comprehensive way, and there is a strong focus on

implementation of IMC strategies in digital and social contexts.

Each chapter includes:

• case studies of significant and award-winning campaigns from both Australian and

international brands that illustrate the application of explored concepts

• discussion and case study questions that enable readers to critically evaluate concepts

and campaigns

• a managerial application section that illustrates how concepts can be applied effectively in

a real situation

• a ‘further thinking’ section that expands knowledge of advanced concepts and challenges

readers to think more broadly about IMC.
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Advance praise for Principles of Integrated Marketing Communications

Lawrence Ang provides a comprehensive, insightful and thoroughly enjoyable treatment of the subject.
Principles of Integrated Marketing Communications is a real treasure trove for students and will make them
smarter and better marketers.

Professor Kevin Lane Keller, Tuck School of Business, Dartmouth College, USA

I have never read such an accessible but still really complete and insightful introduction to integrated
marketing communications. Who else than ourhighly esteemed colleague Lawrence Ang could have written
this book that is strongly recommended to students and practitioners.

Professor Peter Neijens, University of Amsterdam, Netherlands

The world of marketing communications books would be a better place if all books were like Lawrence Ang’s.
It strikes a perfect balance between academic rigour and practical relevance, with a distinct focus on state-of-
the art insights from both the academic and the professional advertising field. Andmaybemost importantly: it
reads like a novel!

Professor Patrick De Pelsmacker, University of Antwerp, Belgium

Lawrence Ang has produced an original and insightful explanation of creativity in advertising based on his
cutting-edge knowledge of advertising strategy.With wit and candour, he writes with authority showing how
managers should approach creativity

Professor Scott Koslow, Macquarie University, Australia

Lawrence Ang did it again! The second edition again addresses practical suggestions but with comprehensive
scientific evidence and intriguing examples . . . [I]n light of the COVID-19 crisis Lawrence demonstrates the
importance of timing for communication and he shows how the three elements of communications: mes-
sage – media – time relate to eachother.

Professor Martin Waiguny, IMC University of Applied Sciences Krems, Austria

The second edition of Lawrence Ang’s essential book Principles of Integrated Marketing Communications is
even better than the first. It aligns relevant theory that is clearly explained with fascinating examples of IMC in
practice, vividly bringing the subject to life . . . It’s a brilliant and welcome contribution to this important topic.

Professor Francis Buttle, Macquarie University, Australia, Principal Consultant
at Francis Buttle and Associates

The book provides a powerful compilation of creative executions in marketing communications. It’s written
in a convincing and accessible style and promises to engage and entertain its readers.

Professor Martin Eisend, European University Viadrina, Frankfurt (Oder), Germany

The book’s exposition on social influence is a really interesting and balanced introduction to the complexities
of social media marketing. It is wide-ranging, accessible and thoughtful.

Emeritus Professor Robert East, Kingston University London, UK

This book covers work in the branding domain more thoroughly than any other advertising book on the
market . . . The integration of COVID-19 lessons is highly topical and encourages students to critically analyse
recent short-term tactical decisions against long-term strategic brand priorities.

Associate Professor Jasmina Ilicic, Monash University, Australia

This book gives anexcellent overview. Theexplicitly formulated learning goals are key for students.
Associate ProfessorEva vanReijmersdal, University of Amsterdam, Netherlands

This book is packed with real-world applications and examples. It will provide a solid platform for those who
strive to get an edge within the marketing sphere. A thorough yet easy read, this book will broaden students’
thinking across both current and future marketing concepts – a must-read!

MelissaAirs, Senior Account Manager, Media & Digital, Kantar, Australia

Lawrence Ang brings a wealth of hands-on experience to this comprehensive book on advertising
and research.

Dr Max Sutherland, author of Advertising & the Mind of the Consumer

This is an absolute must-read! It is full of marketing knowledge and practical applications, while still being
very easy to read. I highly recommend it!

Damaris Boisne, Associate Director, Kantar, Australia

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Principles of

Integrated

Marketing

Communications
An Evidence-based Approach

SECOND EDITION

LAWRENCE ANG

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

University Printing House, Cambridge CB2 8BS, United Kingdom

One Liberty Plaza, 20th Floor, New York, NY 10006, USA

477 Williamstown Road, Port Melbourne, VIC 3207, Australia

314–321, 3rd Floor, Plot 3, Splendor Forum, Jasola District Centre, New Delhi – 110025, India

79 Anson Road, #06–04/06, Singapore 079906

Cambridge University Press is part of the University of Cambridge.

It furthers the University’s mission by disseminating knowledge in the pursuit of
education, learning and research at the highest international levels of excellence.

www.cambridge.org
Information on this title: www.cambridge.org/9781108703116

© Cambridge University Press 2014, 2021

This publication is copyright. Subject to statutory exception
and to the provisions of relevant collective licensing agreements,
no reproduction of any part may take place without the written
permission of Cambridge University Press.

First published 2014
Second edition 2021

Cover designed by Sardine Design
Text designed by TDSM Design Media
Typeset by SPi Global

Printed in Malaysia by Vivar Printing, December 2020

A catalogue record for this publication is available from the British Library

A catalogue record for this book is available from the National Library of Australia

ISBN 978-1-108-70311-6 Paperback

Additional resources for this publication at www.cambridge.org/highereducation/isbn/9781108703116/
resources.

Reproduction and communication for educational purposes

The Australian Copyright Act 1968 (the Act) allows a maximum of one chapter or 10% of the pages
of this work, whichever is the greater, to be reproduced and/or communicated by any educational
institution for its educational purposes provided that the educational institution (or the body that
administers it) has given a remuneration notice to Copyright Agency Limited (CAL) under the Act.

For details of the CAL licence for educational institutions contact:

Copyright Agency Limited
Level 12, 66 Goulburn Street
Sydney NSW 2000
Telephone: (02) 9394 7600
Facsimile: (02) 9394 7601
E-mail: memberservices@copyright.com.au

Cambridge University Press has no responsibility for the persistence or accuracy
of URLs for external or third-party internet websites referred to in this publication
and does not guarantee that any content on such websites is, or will remain,
accurate or appropriate.

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

This book is dedicated to Dr NO (my darling wife, Nesrin Ozsarac, PhD)

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Cambridge University Press acknowledges the Aboriginal and Torres Strait Islander peoples as the

traditional owners of Country throughout Australia.

Cambridge University Press acknowledges the Māori people as tangata whenua of Aotearoa

New Zealand.

We pay our respects to the First Nation Elders of Australia and New Zealand, past, present

and emerging.

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Contents

List of case studies xvi

About the author xvii

Acknowledgements xviii

1 Integrated marketing communications and its synergistic effects 1

Chapter overview 1

Is marketing communications the answer? 1

The challenge: Overcoming communication barriers 2

Noise and clutter 2

Consumer apathy 3

Brand parity 3

Weak creative ideas or strategies 3

What is IMC and why do we need it? 4

What are synergistic effects? 5

Explanations of synergy 6

How do you integrate? 7

The IMC planning process 12

Managerial application: Putting it together 19

Overlapping exposures 19

Sequencing exposures 20

Interlinking creative content 20

Cross-publicising of products and complements 21

Timeliness and support 21

Further thinking: Processing effects 23

A theoretical framework of processing effects 23

Discussion questions 24

Notes 25

2 Uncovering insights 29

Chapter overview 29

What is insight? 30

Insight as a route to unlock growth for the brand 30

Creative development research 32

Polaroid instant camera 32

Bodywash for teenage boys 33

The role of the account planner 33

Sources of consumer insights 34

Methods for uncovering insights 37

Qualitative and quantitative research 37

Observation-based studies 40

Deprivation studies 42

Means–end laddering 42

vii

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Levels of accessibility 44

Projective techniques 45

Establishing the validity and reliability of key insights 52

Managerial application: Putting it together 52

Integrating research into the search for insights 52

Further thinking: Acquiring key insights 54

Guided questions to look for key insights 54

IMC activity plan 60

Discussion questions 60

Notes 61

3 Brand positioning 65

Chapter overview 65

Principles of brand positioning 66

Principle 1: Segment first, then position 66

Principle 2: Brand positioning is not the same as brand image 67

Principle 3: Positioning is hard work 68

Principle 4: If possible, reposition the competition in a way that

they cannot counter 68

Strategic issues of positioning 69

Profitability of the brand 70

Deliverable brand positioning 70

Long-term strategic direction 71

A virtuous triangle 71

Market space and mental space 72

Tactics for positioning the brand in the mental space 74

Suggestive brand name and logo 75

Packaging, colour and website or brand home page 79

Attributes, consequence (benefit or emotions) and values (A-C-V) 80

Competitor comparison 82

Brand image, brand personality and celebrities 83

User imagery 85

Reputation cues 85

Country of origin, region and cultural icons 87

Price, quality and status cues 89

Occasions, usage and applications 89

The challenges of repositioning 92

Point of difference, point of parity and frame of reference 93

Brand equity 94

Financial perspective 94

Sales growth perspective 95

Price elasticity perspective 95

Revenue premium perspective 96

Consumer perspective 96

Brand strength and brand stature perspective 97

viii Contents

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Brand preference 98

Managerial application: Putting it together 99

Further thinking: Uniqueness 100

Assessing brand uniqueness 100

Discussion questions 102

Notes 102

4 Media planning for growth 108

Chapter overview 108

What is advertising supposed to do? 109

The hierarchy of effects model 109

The DAGMAR model 110

The weak versus strong theory of advertising 111

The importance of assessing communications and sales objectives simultaneously 113

Objective-and-task budgeting method 113

The share of voice and share of market budgeting methods 119

Competitive dynamics of SOV–SOM budgeting 121

The relationship between opportunity to see, media weight, average frequency

and reach 122

An example of reach and frequency schedules 123

Advertising-to-sales response function 125

The s-shape curve 125

The convex-shape curve 127

Recent exposure and its implications for recency media planning 128

Recency media planning 129

Frequency versus continuous schedules 130

Experimentation, scale effects and post-buy evaluation 131

Media strategy 132

Who is the target audience and what percentage do we want to reach? 132

Which media should we use to reach the target audience? 133

How well can the creative concept be portrayed using these media? 135

Which media will yield the most impact? 135

How should we schedule the exposures? 135

Managerial application: Putting it together 138

Programmatic media buying – cost over quality? 139

Further thinking: Linking consumption and revenue 140

Establish the link between consumption behaviour and revenue 140

Decide on how best to increase sales 141

Increase usage amount and repeat rate after trial 142

Find new uses for the brand 142

Increase the customer base 143

Increase price 143

Discussion questions 143

Notes 144

Contents ix

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

5 Integrating digital and non-digital channels 149

Chapter overview 149

Developing a strategy to meld digital and non-digital channels 149

Principle 1: Drive and excite 150

Principle 2: Strive for a good idea! 153

Principle 3: Leverage on partnerships for media innovations 153

Traditional media 154

Television 154

Radio 160

Cinema 163

Print 164

Out-of-home 167

Non-traditional media 171

Websites, microsites and mobile websites 171

Search engine optimisation, paid social and paid search 172

Banner and display ads 177

Online classified ads 178

Online ads and viral campaigns 178

Blogs and podcasts 178

Online videos 180

Email 180

E-zines or zines 181

Mobile telephony, applications and location-based advertising 181

Quick response codes 185

Advergames 186

Managerial application: Putting it together 187

Further thinking: How to use the customer decision journey 188

Discussion questions 189

Notes 190

6 Advertising creativity 197

Chapter overview 197

Do all ads have to be creative? 197

Why creativity is important 198

Theoretical perspectives on creativity 201

Creativity and its many faces 201

Remote associate thinking and remote associative matching 202

Using secondary activations to find a match 206

Matching elements 207

What is a creative idea? 209

Creative integration 209

The creative brief 212

Show clearly what is required 213

Communicate the vision with a sense of excitement 213

Ideation principles 213

x Contents

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Managerial application: Putting it together 228

Further thinking: Barriers to creativity 229

Creativity barrier at the individual level 229

Creativity barrier at the group level 230

Creativity barrier at the organisational level 232

Discussion questions 233

Notes 233

7 Planning and executing the creative appeal 239

Chapter overview 239

What is the difference between a creative idea and its execution? 240

Executional tactics 243

Attention 243

Choosing an executional tactic 258

Celebrity endorsements 259

Theories of celebrity endorsement 259

Pitfalls of celebrity endorsement 261

Benefits of using celebrities 263

Managerial application: Putting it together 265

Choosing a celebrity or presenter 265

Further thinking: Exploring the models 266

Hierarchy of effects model 266

Foote, Cone & Belding model 267

Rossiter–Percy model 268

Cognitive processing model 268

Discussion questions 271

Notes 271

8 Social influence and social media 281

Chapter overview 281

How information flows 282

Social ties and their influence 285

Principle 1: We are socially embedded in a small world 285

Principle 2: The strength of weak ties 286

Principle 3: We influence and are influenced by each other

(some more so than others) 286

Social media, its contingent usage and integration 288

Four aspects of social media: connectivity, conversations, content creation

and collaboration 290

Connectivity 290

Conversations 291

Content creation 291

Collaboration 291

Social influence 292

Communities versus customers 293

Contents xi

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Word-of-mouth and recommendation 296

The problem with Net Promotor Score 300

Buzz marketing 301

Viral marketing 301

Viral preconditions 302

Social commerce 310

Managerial application: Putting it together 311

Further thinking: Losing control of social media 312

Discussion questions 314

Notes 314

9 Public relations, corporate reputation, sponsorship,
native advertising and content marketing 324

Chapter overview 324

Public relations 325

What is PR? 326

Advantages of PR 326

Disadvantages of PR 327

Managing PR 330

Sources of information for PR editorials 330

The symbiotic relationship between firms and media organisations 330

Making the story newsworthy and quotable 332

Richard Branson’s publicity strategy 333

Corporate reputation 336

Corporate image advertising 336

Cause-related marketing and corporate social responsibility 338

Brand purpose advertising 340

Advocacy advertising 341

Sponsorship 341

Crisis communication 344

Refute and deny 345

Apologise and promise not to reoffend 345

Respond quickly and compassionately; offer compensation if necessary 345

Native advertising and content marketing 346

Native advertising 346

Content marketing 348

Managerial application: Putting it together 350

Focus on outcomes 351

Monitor corporate reputation 351

Plan a path and measure its effectiveness 351

Further thinking: Agenda-setting 352

Agenda-setting and salience 352

Agenda-setting, issue salience and politics 354

Discussion questions 354

Notes 355

xii Contents

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

10 Influence, tactics and integration in personal selling 361

Chapter overview 361

Advantages and disadvantages of personal selling 362

The eight steps of high-involvement selling 363

Step 1: Setting a goal 364

Step 2: Generating leads 364

Step 3: Identifying the most promising leads 365

Step 4: Making the initial contact 366

Step 5: Presentation 366

Step 6: Handling objections 368

Step 7: Closing the sale 368

Step 8: Following up after the sale 369

Presentation and objection-handling 370

Multi-attribute reframing 370

Selling the improved value 374

Selling the vision 375

Are salespeople born or made? 377

Artificial intelligence and selling 379

Compliance–seeking tactics 380

Scarcity 380

Authority 381

Social proof 381

Consistency and commitment 381

Reciprocity 382

Likeability 382

Trust and trustworthiness 387

Managerial application: Putting it together 388

Ethics and a note of caution 389

Further thinking: Attribution styles 389

Explanatory style (or causal attribution) 390

Discussion questions 391

Notes 391

11 Direct response marketing and sales promotion integration 398

Chapter overview 398

Direct response marketing 398

Principles of direct response marketing 399

Methods of delivery 401

Direct response marketing and brand equity 406

Sales promotion 408

Achieving push and pull synergy with trade and consumer promotions 408

Types of trade promotion 409

Types of consumer promotion 411

Negative- and positive-oriented promotions 417

Negative-oriented promotions 417

Contents xiii

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Positive-oriented promotions 418

When do we use NOPs? 420

Congruency of benefits in promotions 420

Dangers of POPs 421

Managerial application: Putting it together 422

Advertise to build brand equity, then promote 422

Signal that the sales promotion is only temporary 423

Sales promotion should not be predictably cyclical 423

The value of the promotion 423

Match the benefit of the sales promotion with the purchase motivation 423

The promotion should not overshadow the brand 424

Integrate the brand’s positioning into the theme of the promotion 424

Further thinking: Price discounting 424

Discussion questions 426

Notes 426

12 Advertising testing, campaign tracking and synergistic effects 431

Chapter overview 431

Concept testing as exploration 432

Preliminary subjective evaluation 433

Quantitative advertising pre-testing 437

Pre-testing broadcast ads 439

Criticisms of ad pre-testing 441

Post-testing and campaign tracking 442

Starch methodology for post-testing print ads 442

Campaign tracking 443

Managerial application: Putting it together 457

Further thinking: Advanced knowledge methodologies 458

Implicit (reaction time) measurements or Implicit Response Testing 459

Psycho-physiological measurements 460

Weakness of the traditional self-report questionnaire 460

Psycho-physiological methods of advertising pre-testing 461

Discussion questions 469

Notes 470

13 Integrative review, IMC implementations and marketing
technologies 477

Chapter overview 477

Integrating themes 477

Theme 1: Overcoming communication barriers with direct and

indirect means 477

Theme 2: Synergy and stretching the media dollar 480

Theme 3: Creativity 480

Theme 4: Research 481

Theme 5: Brand-building and equity destruction 483

xiv Contents

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

IMC implementation 484

Barriers to IMC implementation 484

Marketing technologies and implementation 485

Activation engines 488

Ethics 492

A look to the future 492

Discussion questions 493

Notes 493

Index 496

Contents xv

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Case studies

1.1 Magnum Gold?! 10

1.2 How Hyundai broke into the consideration set of US car buyers 15

2.1 Narellan Pools 36

2.2 ‘New Coke’ 38

3.1 Edsel: the car that over-promises but under-delivers 81

3.2 The champagne story: the art of positioning a sparkling wine 90

4.1 John Lewis: a case of reach, distinctiveness and salience 115

4.2 How a TV advertising campaign threw out a dictator 136

5.1 Snickers Hungerithm 153

5.2 L’Oréal’s Makeup Genuis app: when augmented reality changes

consumer behaviour 182

6.1 Volvo’s intercept at the Super Bowl 200

6.2 Walkers crisps 214

7.1 Best apology ad ever? How an advertising agency turned a crisis into an award-

winning execution 246

7.2 How to generate excitement using an Olympic athlete to launch an online store 264

8.1 Loaded: written and directed by you 291

8.2 Singapore’s quit smoking health movement 294

9.1 Captain’s pick? 328

9.2 Trump and the art of obtaining free media 335

10.1 Synchronising advertising and your sales force 369

10.2 Blending high-touch and high-tech in B2B selling 378

11.1 Old Spice direct response marketing campaign 406

11.2 Experiential promotion: the case of Cadbury Australia 419

12.1 The Most Interesting Man in the World (and assessing the return on investment

for ad pre-testing) 437

12.2 Selling Minis to the British: the case of combining different psycho-physiological

measures with subgroup analyses 468

13.1 Netflix: a data-driven movie company 486

13.2 Netflix’s automatic data capture and processing using artificial intelligence 490

xvi

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

About the author
Lawrence Ang is an Associate Professor of Marketing at the Macquarie Business School, Sydney,

Australia. He graduated with first-class honours and obtained his PhD from the Australian Graduate

School of Management, University of New South Wales. Prior to entering academia, he was a

marketing research consultant. His research interests include advertising effectiveness, customer

relationship management, consumer behaviour, media studies and decision-making. An award-

winning academic, an oenophile and a popular MBA teacher, he has published in the International

Journal of Management Reviews, Journal of Advertising, International Journal of Advertising,

Journal of Advertising Research, Celebrity Studies, European Journal of Marketing, Journal of

Marketing Management, Journal of Economic Psychology, and Journal of Behavioral and

Experimental Finance, among others.

Lately, he has discovered the art of social distancing.

xvii

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Acknowledgements
When Lucy Russell, Senior Commissioning editor at Cambridge University Press, approached me to

write the second edition, I thought it should be a piece of cake. Well, that was what I told my wife.

But of course, writing a book never is. So, first and foremost, I want to thank Nesrin for her support

(again), displaying amazing patience through it all. I am truly blessed.

A book is never a solo intellectual effort, even though only my name appears on the cover. I have

been intellectually enriched over the years by the conversations, collaborations and late-night

exchanges (over countless pints) between myself and my colleagues. It is on their shoulders that

I stand.

In particular, I would like to thank Kevin Keller, Peter Neijens, Patrick De Pelsmacker, Scott

Koslow, Martin Eisend, Martin Waiguny, Robert East, Francis Buttle, Jasmina Ilicic, Eva van

Reijmersdal, Melissa Airs, Haydn Northover, Damaris Boisne and Max Sutherland for taking the

time to read or comment on my manuscripts. I thank you all for your generosity and suggestions.

Of course, any omissions, short-sightedness, misinterpretations or cribbing are entirely my fault

(I blame it on that virus).

Finally, the book would not have been possible without the encouragement and hard work of the

editorial team at Cambridge University Press: thank you to Lucy Russell who agreed to take a punt

on me (again); to Jodie Fitzsimmons who shepherded the manuscript to final production; and to

Lauren Magee who among other things, kept me disciplined – but ever so politely! And to Karen

Jayne who copyedited my writing so that I come across more cultured than I truly am. (Of course, all

grammatical mistakes are entirely her fault!)

We are grateful to the following individuals and organisations for permission to use their material in

Principles of Integrated Marketing Communications.

Figure 1.6: Courtesy of Casella Family Brands; 1.7: Courtesy of Unilever; 2.3: Photo used with

permission. © 2020 The LEGO Group. All information in this material is collected and interpreted by

its authors and does not represent the opinion of the LEGO Group; 2.6: © Getty Images/anankkml;

2.7: © Getty Images/Elena_Garder; 2.8: © Getty Images/pikepicture; 2.9, 12.20: © Getty Images/

CSA Images; 2.10: © Getty Images/Michael Blann; 3.2: Courtesy Burger King/INGO; 3.6: Courtesy

Johnnie Walker; 3.7 (left), 5.9, 7.15, 7.16, 8.14: Trade marks of The Coca-Cola Company are used

with permission; 3.7 (centre): Courtesy Volvo Car Corporation; 3.7 (right): Courtesy Audi Australia

Pty Ltd; 3.8: From Appendix A, Complete and Incomplete Typeface Logos Used as Stimuli in Studies

1–3. A: Stimuli Used in Study 1 (Experiments 1a–1c) in H Hagtvedt, ‘The Impact of Incomplete

Typeface Logos on Perceptions of the Firm’, Journal of Marketing, 75(4), 2011, p. 92; 3.9: Figure 1.

Examples of logo pairs used in Studies 1 and 2, Logo Pair D: Study 1b in J Luffarelli,

A Stamatogiannakis and H Yang, ‘The Visual Asymmetry Effect: An Interplay of Logo Design and

Brand Personality on Brand Equity’, Journal of Marketing Research, 56(1), 2019, p. 91; 3.10: Yuwei

Jiang, Gerald J. Gorn, Maria Galli and Amitava Chattopadhyay, ‘Does Your Company Have the Right

Logo? How and Why Circular- and Angular-Logo Shapes Influence Brand Attribute Judgments’,

Journal of Consumer Research, 42(5), 2016, p. 723, by permission of Oxford University Press;

3.12: Reprinted from SM Baxter and J Ilicic, ‘May the force drag your dynamic logo: The brand

work-energy effect’, International Journal of Research in Marketing, 35, 2018, pp. 509–523, with

permission from Elsevier; 3.13: Coach Horse and Carriage ® and Copyright (2020) Coach IP

xviii

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Holdings LLC. Permission is granted to Lawrence Ang and his publisher Cambridge University

Press solely for academic purposes and for inclusion on page 78 of this publication. No other

authorisations are granted by Coach IP Holdings LLC; 3.14 (left): Courtesy Konica Minolta;

3.14 (right): Courtesy Texas Instruments; 3.16, 3.17: Tourism Australia; 3.18: Courtesy Patek

Philippe SA Geneve; 3.19: Courtesy Qantas Airways Ltd; 3.20: © Singapore Airlines; Page 91:

© Getty Images/pop_jop; Figure 4.3: © Getty Images/Bethany Clarke/Stringer; 4.7 and

Tables 4.2, 4.3, 4.4: ‘The gift that keeps on giving: John Lewis Christmas advertising, 2012–2015’,

2016 IPA Effectiveness Awards Grand Prix Winner; Figure 4.17: IPA Touchpoints UK 2019;

5.8: Courtesy Posterscope; 5.10: Courtesy Hanes Australasia; 5.12, 5.13: © 2018 Google LLC, used

with permission. Google and the Google logo are registered trademarks of Google LLC;

5.14: Courtesy Tourism Queensland; 5.16: © Getty Images/Ksenia Omelchenko; 5.17: © www

.qkies.de; 5.18, 5.19: Courtesy Australia Post; 6.1: © Wizard Co, Inc./Avis; 6.4: Courtesy Zebco

Brands; 6.8: © Getty Images/GlobalP, © Getty Images/ALAMA; 6.9: Courtesy Reckitt Benckiser;

6.11, 6.22: By courtesy of Heineken Brouwerijen B.V., Amsterdam; 6.12: Courtesy Action on Smoking

and Health; 6.14: © Ansell Ltd 1999; 6.15: With permission from Yalumba and kwp!; 6.18: Courtesy

Coopers Brewery; 6.19: © Getty Images/kyoshino; 6.20: Courtesy Polycell UK; 6.21: © 2010

WWF (panda.org). Some rights reserved; 6.23: © Getty Images/claudiodivizia; 6.24: Courtesy

Orlando Pardo DC Chiropractic Centre; 6.25: Courtesy Remedy Drinks; 6.26: Courtesy Henkel;

6.27: Courtesy Heinz; 6.28: Courtesy McCann Australia; 6.29: Courtesy Corri Fetman & Associates;

6.31: © Commonwealth of Australia; 6.32: Courtesy of International Business Machines Corporation,

© International Business Machines Corporation. IBM, the IBM logo, ibm.com, and SPSS are trade-

marks or registered trademarks of International Business Machines Corporation, registered in many

jurisdictions worldwide. Other product and service names might be trademarks of IBM or other

companies. A current list of IBM trademarks is available on the Web at ‘IBM Copyright and trademark

information’ at www.ibm.com/legal/copytrade.shtml; 6.33: Courtesy Kodak; 6.34: Courtesy TAC;

7.1, 11.2: © Procter & Gamble; 7.2: Courtesy Honda; 7.3: Courtesy McCann Bristol; 7.4: © Absolut

Company AB; 7.7, 7.8, 7.9: Courtesy KFC UK; 7.10: © Winerytale; 7.11: Courtesy My Wine Guy;

7.13: Courtesy Mondelez; 7.14: Courtesy Bega Foods; 7.17: Pexels/Steven Gomez; 7.18: Courtesy

IKEA; 7.19, 7.20: Serviceplan France; 7.23: Courtesy Lindt & Sprungli/Stuart Alexander; 8.4: © Getty

Images/Barcroft Media; 8.6, 8.7, 11.9: Courtesy McDonald’s Australia; 8.8: Courtesy Ogilvy Singapore

& Health Promotion Board, Singapore; 8.12: Courtesy Zonination; 8.15: Courtesy WineSquare;

9.2: Courtesy Edelman Co.; 9.3 (on jetski): Wikimedia Commons/D@LY3D, Richard Branson,

https://commons.wikimedia.org/wiki/File:Richard_Branson_(pic_2).jpg, licensed by CC BY 2.0,

https://creativecommons.org/licenses/by/2.0/; 9.3 (pride float): © Getty Images/Noam Galai/

Stringer; 9.3 (marathon): Nick Webb, Flickr, licensed by CC BY 2.0, https://creativecommons.org/

licenses/by/2.0/; 9.3 (plane): © Getty Images/Patrick Riviere/Staff; 9.5: Wikimedia Commons/Gade

Skidmore, Donald Trump speaks at a campaign event in Fountain Hills, Arizona, before the March 22

primary, Hippocrates, https://commons.wikimedia.org/wiki/File:Donald_Trump_by_Gage_Skidmore_

6.jpg, licensed under CC BY-SA 2.0, https://creativecommons.org/licenses/by-sa/2.0/deed.en/;

9.6: Courtesy SPC; 9.7: Courtesy Jess Gallagher; 9.8: Wikimedia Commons/Анна Нэсси, Ronaldo in

2018, https://commons.wikimedia.org/wiki/File:Cristiano_Ronaldo_2018.jpg, licensed under CC BY-

SA 3.0, https://creativecommons.org/licenses/by-sa/3.0/deed.en; 9.9: Figure 1 Serial mediation

model of advertising recognition effects, in BW Wojdynski, ‘The Deceptiveness of Sponsored News

Articles: How Readers Recognize and Perceive Native Advertising’, American Behavioral Scientist,

60(12), 2016, pp. 1475–1491; 9.10: Red Bull Stratos/Red Bull Content Pool; 10.1: Getty Images/

Acknowledgements xix

www.cambridge.org/9781108703116
www.cambridge.org


Cambridge University Press
978-1-108-70311-6 — Principles of Integrated Marketing Communications
2nd Edition
Frontmatter
More Information

www.cambridge.org© in this web service Cambridge University Press

Feverpiched; 10.12, 10.13: Photo © Milton Wordley; 10.15: © Getty Images/duncan1890; 11.1: Getty

Images/neirfy; 11.7: Coles Group Limited; 11.8: Courtesy Mondelez Australia Pty Ltd; 12.4: Courtesy

Meat and Livestock Australia; 12.12, 12.23: © Affectiva; 12.19: © Getty Images/William Taufic;

12.24, 12.27, 12.28: Source: BBC Global; 12.25: Michael J Apter, Reversal theory: The dynamics of

motivation, emotion and personality, 2nd edition, 2007, Oxford, UK; 12.26: © Getty Images/Andreus;

13.3: Courtesy Menulog.

Every effort has been made to trace and acknowledge copyright. The publisher apologises for

any accidental infringement and welcomes information that would rectify the situation.

xx Acknowledgements

www.cambridge.org/9781108703116
www.cambridge.org

