000 0O, tushu007.com
<OQO00d0O0mn>>

gobooo

O00<<0ODOoDoogs>>
1300 ISBNUO O 0 9787040113624
100J ISBNO O 11 7040113627
0dodon2003-1
gooooboooogooao

U O O Duncan

0odod783

guooobobbogooooopbrbbbggoooobbbgooooon

00000000 http://www.tushu007.com

Page 1



000 0O, tushu007.com
<OQO00d0O0mn>>

goon

gobbobbbuodggooobbbbbuoooogobbobbboooooobobbobboooog
gobbobbbuoogooobbbobbuoooogobbobbooooooobobbooog
gobboobbuodgooguobobbooo-sbuougggooboboougoooobooobbod
HEN

gobbobobbuodgooobobobbbuooogon
gobboobbboogogobbobbidoodobobobboooooobobobbooga
gobboobbboogogobbobbidoodobobobboooooobobobbooga
gobobobobboooooobobbobbtbooooobobobbooaa
O0000000O0DO0DOO0O0bO0bO00O00obO0ob0bOobD1oboboogoreeoooog
gobboobobbooooooboboobbodoooobobobbtooooooobobobboooa
2000000

gobboobobboooooobobobobboooooooboboooo
gooboobobboooooobobobbtoooooobobbobboooooobobbbbbouog
oon

g3 ooboboooooooon
gooboobobboooooobobobbtodoodobobbbbooooooobbbbbooog
gobbbbbuoooogobbbbbuoooogobbbbboooooobobbbboodaod
gobbobboooooobbbbboooooobobo
gobbobobbouoooobobbobbbuooooobboboodaod

Page 2



000004, tushu007.com
<OQO00d0O0mn>>

goon

00«(0)oO

Page 3



000 0O, tushu007.com
<OQO00d0O0mn>>

good

ComtentsPart One FROM MARKETINGLI COMMUNICATION TO IMC1 From Marketing Communication
[0 to IMC 0 2 Brands and Stakeholder[] ReLationships (I 3 IMC Partners and Cross-Functional] Organization
Part Two STRATEGIC FOUNDATIONS OF IMC 0 4 The Brand Communication[d Process J 5 The Brand
Decision Process [1 6 IMC Planning [1 7 Segmenting and Targeting [0 8 Data-Driven Communication Part Three
CREATING,SENDING,AND RECEIVING BRAND MESSAGES[ 9 IMC Message Strategy [1 10 Brand
Message Execution [0 11 Media Characteristics [1 12 The Internet and Interactive[d Media [0 13 Media Ptanning
Patr Four MARKETING COMMUNICATION FUNCTIONSO 14 Advertising: The AwarenessBuilder [J 15
PubUc Relations: The CredibilityBuilder [ 16 Sates Promotion: Intensifying] Consideration [J 17 The Personal
Connection: DirectResponse and Persona[ Sates [1 18 Experiential Contact: Events,Sponsorships, and Customer
[J Service Part Five THE BIG PICTUREL 19 Social, Ethical, and Legat[] Issues [ 20 Internationat Marketing

[0 Communication [J 21 Measurement, Evatuation, and[J EffectivenessGlossarylndex

Page 4



000 0O, tushu007.com
<OQO00d0O0mn>>

goon
gobboooboupbDFODODDODOOOO0O0O0OO0OOOODOOO

0000000 :http://www.tushu007.com

Page 5



