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In the late 1990s, the first book on Integrated Marketing Communications was
translated into Chinese in Taiwan of China and brought to China. That book, by
Schultz, Tannenbaum and Lauterborn, called “Integrated Marketing Communica-
tions—Pulling It Together and Making It Work” has proven to be the leading text
on Integrated Marketing Communications (IMC) in China and throughout most of
Asia for the past 15 or so years.

In 2004 another of my co-authored texts, “IMC: The Next Generation”,
which I wrote with my wife and business partner, Heidi Schultz, was
translated into Chinese. That text has achieved wide acceptance as well. It is
now used in colleges, universities and in executive and management seminars
across China.

Since these two books have been quite successful in spreading my
marketing and marketing communication concepts, ideas and approaches to all
levels of students and executives, when Doctor Shen Hong at Peking
University suggested that she and her team would like to translate another of
the books I had co-authored, “Building Customer-Brand Relationships”, I was
delighted and quickly agreed. The result of Professor Shen and her students,
work is the book you are holding now.

Although I share authoring credits with my wife and business partner on
this original book, along with two other colleagues, Professor Beth Barnes of
the University of Kentucky and Professor Marian Azzaro of Roosevelt
University, all of us are personally delighted that this huge task of translation
has been accomplished. We know it is a work of love, respect and honor to do
these types of translations. That’s particularly true when it comes from
changing the rather breezy American writing style found in our textbooks into

the more formal Chinese language found in this book. So, thanks again to
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Doctor Shen and her team for taking on and completing this task.

I am particularly appreciative of Professor Shen’s work on this project.
She initiated it, gathered a team, obtained permission from the American
publisher to do the translation and then worked with them to complete the
laborious translation process. I thank each and every member of the team for
their efforts. To say I could have this without them is a vast understatement.
While I have a Chinese name, Shu Da Shu, which she and Professor Chen
Gang gave me, that is about the limit of my Chinese language skills. So,
having my thoughts made available to students and business professionals
throughout China through this translation is indeed a singular honor for me
and for my co-authors.

To use Professor Shen’s western name, Cynthia, it was she who initiated
the project and was the driving force in making it happen. Cynthia and I first
met in 2005, the 39" International Advertising Conference in Beijing and we
became familiar with each other when she came to Northwestern University in
2010. She was completing her PhD work at Peking University under Professor
Chen Gang. She was writing her dissertation on Integrated Marketing
Communication (IMC) and Professor Chen suggested she come to Evanston
where IMC began.

Cynthia came to Evanston, a small town adjacent to Chicago, where the
University is located. She came alone, leaving her husband and young son and
her other family members in Beijing. And, she stayed for six months, with
only one trip back to China. That, to me, showed her dedication and
commitment to her scholarly work and to her mid-life career change...she had
been an advertising agency creative director and was becoming a university
professor.

During her time here, Cynthia and I became good friends. Her previous
agency background fit with my own. We spent much time talking about how

the agency business had and was changing. She quickly fit into the IMC
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program, doing guest lectures, consulting with students, working with faculty
on research projects and discussions on the future of IMC. Since her visit,
Cynthia and I have worked on a number of projects and we continue to do so.
She is bright, personable, charming woman, but, at the same time, a solid
business person who knows what it takes to get a project started and more
importantly, how to get it completed. This translated book is evidence of that.

Since this is a forward to a book, I suppose I should say something about
the text that follows.

As you will see, this book was written for U.S. students on the subject of
advertising campaigns. 1 co-authored the first U.S. text on advertising
campaigns in the late 1970s. The content was on how to plan, develop and
execute an advertising campaign. It mirrored how advertising campaigns were
developed by U.S. agencies in the last quarter of the 20" century. Being the
first text in the field, it was very successful, so successful that five other
editions followed, one about every three years.

Then, for me, the concept of an advertising campaign began to seem
irrelevant. In the early years of the first decade of the 21% century, it became
increasingly evident that advertising was only part of the marketing
communications field. There were many others, public relations, sales promotion,
direct marketing, search engines, mobile, interactivity, and all those things which
have challenged us over the past decade. What I had been writing about,
advertising campaigns, just didn’t make any sense any more. Advertising
campaigns had become irrelevant. While it’s true, advertising campaigns courses
and the practice and implementation of advertising campaigns are still being
taught and practiced all over the world, for me, they made no sense. Marketing
communications was much, much broader and deeper than just the advertising
campaign. All these thoughts have expressed before, in the preface to the original
text. You can read them in the pages that follow.

With these thoughts, I gathered a group of outstanding co-authors. I told
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them I wanted them to help me write a new book, a book about customers, not
about advertising. We discussed how the old, traditional, outbound marketing
communications approaches which had been in place for years simply didn’t
fit the marketplace of today or tomorrow. When almost everyone is tethered to
a mobile phone or other device, and is constantly checking their messages, the
idea of a “sit down, lean back, relax and watch a few hours of TV” and see a
few commercials simply doesn’t compute. The world has changed. If we want
to communicate with today’s digital natives, who switch effortlessly between
online and offline, digital and analog, real-time and avatars, it’s clear we need
new concepts and new approaches.

So, that’s what was done with the book you are holding, “Building
Customer-Brand Relationships”. We identified the four primary areas of
today’s marketing communication marketplace: customers, brands, delivery
systems and content, and organized them as a way to think about and use them
in creating marketing communication programs.

In this book, you’ll not find much about advertising or public relations or
sales promotion or even the new exciting social media. Those are all tools,
tactics and techniques. This book is about much more important things, such
as customers and prospects and buyers and users and brand .advocates and
brand evangelists. It’s about people...for it is people that that purchase
products and services. The bright shiny new media toys may help those
purchases along, but, it is people with money that truly make businesses
successful.

So, this book is different. It preaches and practices IMC and integration
but with a different view. It is a book for people who want to communicate and
impact other people...with various forms of communication. It is a different
kind of book on marketing communication. But, then, China is different, too.
The Chinese people have different cultural icons and beliefs and methods and

approaches. But, we believe they all respond to being a customer, being
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treated fairly and respectfully, living in harmony with those around them and
with the environment and with nature. So, this is a book about how to create
on-going relationships with customers, on their terms, over time, but, still
with a profit for both.

For me, it’s a book whose time has come. And, I think it is particularly
appropriate that it now comes in a Chinese version.

So, thanks again to Doctor Shen Hong and her students and the team from
Peking University for the work they put into developing this translation. I, and

my co-authors, will be forever grateful for their work and commitment.

Best regards,
e ( )
Y

Don Schultz
Northwestern University
Evanston, IL USA

May, 2013
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