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FROM STUDENT TO TEACHER
TO ADVOCATE

The book you are holding today is the culmination of more than a de—
cade of learning, teaching and now advocating the concepts and ap-
proaches used in Integrated Marketing Communication by Professor
Guangzhi Chu. Since I have contributed to his learning and teaching, he
has asked me to write this foreword to his book. I am delighted to do so.

I first became acquainted with Professor Chu in 2007 when he con—
tacted me by mail, asking if he could come to the U.S. and Northwestern
University and study the development and implementation of IMC at our
school. He came to Evanston, Illinois in 2008 for one year to study and
learn what we were doing in developing the concept and how that might
be applied in China. Not only did Professor Chu come for a full year, he
brought his wife and son with him. They immersed themselves in Ameri—
can life. Their son attended an American school, his wife learned to man—
age a home in a totally foreign culture. In short, the entire Chu family not
only learned IMC, but they observed and engaged how the concept was
being applied in the U.S. .

Following his studies with us at IMC at Medill, Professor Chu re—
turned to China but he didn’t return alone. He and I kept up our continu—
ing dialog on how IMC was developing, not just in the U.S., but in China
as well. We continued to explore the concept and learn from each other.
He learned how IMC was developing around the world from me and I
learned from him how IMC was evolving in China. We have continued our
discussions and working together. We have since collaborated on four ar—
ticles one of which is to be published shortly. Most of those papers have
followed, explained and illustrated the development of IMC in China from

the early beginnings to today’ s fairly sophisticated data and analytical
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approaches.

What has been most interesting for me has been how IMC has developed in Chi-
na. Professor Chu discusses that quite thoroughly in this text. He explains how many
Chinese scholars have studied IMC, but not truly understood it, at least to the extent of
how it can be applied in China by both Chinese and multi—national organizations. Too
often, both of us have found, practitioners and academicians alike have simply tried
replicate or duplicate the IMC concepts in China, not recognizing the organizational
and cultural differences that exist. What Professor Chu has done is translate the west—
ern version of IMC into a version that can, will and has worked in China. While the
differences are sometimes subtle, that is what makes this text so important to those
who want to learn, teach and practice IMC in China.

In many of my lectures and speeches in China over the years, managers have said
“tell us what we should do” , or they have asked “what are the best practices” , so
they could try to replicate them. The process is not that easy, as Professor Chu ex—
plains. It is adapting the concepts to the Chinese marketplace which is what really
makes IMC so powerful in the Chinese market. And, that is what has been done in this
book. adapt the principles of IMC to the Chinese marketplace so that Chinese manag—
ers can apply them and succeed.

As with any textbook, you will find all the basic IMC elements, but all have been
adapted to provide a view of IMC with “Chinese characteristics” . You will see that
throughout the text in the cases, examples and illustrations Professor Chu has gathered
to explain his various points. What is most intriguing to me is how Professor Chu has
taken the basic elements of any good book and interwoven and included concepts
which are then translated into easily adaptable illustrations which make the point and
guide the direction forward.

One of the things Professor Chu does very well is to take the fundamental princi—
pal of IMC, that of focusing on the consumer or customer and using that as the basis
for the development of themes and directions upon which he then expands and enlarg—
es. It is the basic principle of teaching... provide the fundamentals first, and then ex—
plain and illustrate how those can and are used in various situations and way, later.
Thus, we see chapters on customer insights, branding, media, measurement and imple—

mentation... all flowing from the basic principles which Chu first provides.
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[ must confess, I am a bit jealous of Professor Chu. A number of my books, all
written in the west and all based on western business principles, have been translated
into Chinese. For these, I have received many awards and accolades. Yet, they are still
western books, with a western view using western examples and illustrations. T have
not yet written a book specifically on IMC for China. Now, fortunately, I won’t have to
go through that process as Professor Chu has written the book on IMC in China that I
have always wanted to do. I want to publicly thank him for that.

So, read on. Learn about IMC in China by my very dear friend and colleague, Pro—
fessor Guangzhi Chu. He’s produced a Chinese view of IMC that will provide you with
all the principles, terms, processes and approaches which he and I have developed
over the past decade. You will find the book not only innovative but interesting as
well.

So, read on and learn.

Don E. Schultz
Professor Emeritus in Service
IMC Department

Northwestern University
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