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Larry Percy, Richard Rosenbaum-Elliott : Strategic Advertising Management  before purchasing it in order to 
gage whether or not it would be worth my time, and all praised Strategic Advertising Management: 

0 of 0 people found the following review helpful. Not Compatible Across all Kindle ReadersBy MM2This review is 
on the compatibility of the ebook. If you plan on reading this book digitally across devices, I don't recommend the 
ebook version. It cannot be read on the kindle paper white or on the kindle cloud. I returned the electronic version and 
am now renting.0 of 0 people found the following review helpful. Bought it for class.By CustomerThe book is 
informational, but is quite a boring read. If I didn't have to take the class that required it, I would probably have never 
touched it.

Strategic Advertising Management offers a systematic look at advertising within a theoretical and strategic planning 
framework. The authors present an overview of 'how advertising works' and what is required from a manager's 
perspective, in the development of an effective communication plan.The new edition has been fully updated with more 

http://f3db.com/pub/links.php?id=B00EO8R6A6


coverage of new media throughout the text and the inclusion of a section on advertising for social marketing.Online 
Resource CentreFor Students:Flashcard glossaryAdditional questionsFurther reading updatesWeb linksLinks to 
videoExamples of AdvertisingFor Lecturers:Suggested IPA case historiesSuggested classroom exercisesPowerPoint 
slides

`Strategic Advertising Management is a comprehensive textbook covering all areas of integrated marketing 
communications and combining rigorous empirical research with a wider perspective on the social and cultural aspects 
of advertising.. . The book contains numerous examples of successful advertising images alongside commentary 
illustrating just what goes into making an effective advert.' JISSM Vol 7 No 2,About the AuthorLarry Percy is a 
Visiting Professor at the University of Oxford and an advertising communications consultant. He has worked for a 
number of leading advertising agencies in the United States, including Lintas and Young and Rubicam, and has taught 
marketing theory, advertising strategy, and advertising research at Carnegie-Mellon University and the University of 
Pittsburgh. He is the author of several other books on advertising and marketing communications and sits on the 
editorial board of a number of journals, including the Journal of Marketing Research. He is also a former Industry 
Director of the Association for Consumer Research in the United States. Richard Elliott is Professor of Marketing and 
Consumer Research and Fellow of the Said Business School, University of Oxford. He has worked in brand 
management with a number of multinationals and was formerly account manager at the international advertising 
agency Norman, Craig and Kummel. He has published articles in numerous journals and taught at Lancaster and 
Warwick universities, at the London Business School, and at the ESSEC in Paris. His research interests include socio-
cultural aspects of advertising, dysfunctional consumer behaviour, and consumption and self-identity issues. 


