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1 of 1 people found the following review helpful. A crucial resourceBy P. HarneyA crucial resource for anyone who
wants to learn how advertising is changing and where itrsquo;s going. Wonderfully readable series of insights from an
impressive group of professionals and academics. From Northwestern Universityrsquo;s Judy Ungar Franks sharing
illuminating descriptions of paid, owned, and earned mediain Volume 1, to Rishad Tobaccowala explaining how
brands can target consumers with services and experiencesin Volume 2.Very exciting to see an advertising text
thatrsquo;s addressing the reality of advertisingrsquo;s future.-Patti HarneyFormer Executive Creative Director, SVP
Leo Burnett

The era of "big data" has revolutionized many industriesmdash;including advertising. Thisis a valuable resource that
supplies current, authoritative, and inspiring information aboutmdash;and examples of mdash;current and forward-
looking theories and practices in advertising.bull; Provides easy-to-read, accessible insights from both academic and
industry experts that create frameworks for thinking about how to effectively connect with consumers todaybull;
Examines how modern advertising works within our digitally focused, always-on-the-go societyEnables readersto
understand how advertising and marketing has progressed to reach its current state as well as the many options
available for connecting with and engaging consumers today and tomorrowbull; Includes chapters written by
luminaries ranging from Don E. Schultz, considered by most to be the father of integrated marketing communications,
to Rishad Tobaccowala, chief strategist of Publicis Group and member of its Directoire+, one of the industry's leading
visionaries

"This two-volume set concerns the numerous changes that have occurred in advertising as a result of new technology,
social media, and interactive consumers. . . . The chapters are informative and easy to read. Summing Up:
Recommended. Upper-division undergraduates through faculty." - ChoiceAbout the AuthorRuth E. Brown, PhD, is
professor of advertising and public relations in the College of Journalism and Mass Communications, University of
Nebraska-Lincoln.Valerie K. Jonesis an advertising agency veteran turned assistant professor of advertising and
public relations at the University of Nebraska-Lincoln, College of Journalism and Mass Communications.Ming Wang,
PhD, is assistant professor of advertising and public relations in the College of Journalism and Mass Communications
at the University of Nebraska-Lincoln.



