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**Winner of the TAA 2017 Textbook Excellence Award** “Social Media Marketing deserves special kudos for its
courage in tackling the new frontier of social media marketing. This textbook challenges its readers to grapple
with the daunting task of understanding rapidly evolving social media and its users."—TAA Judges Panel Social
Media Marketing was the first textbook to cover this vital subject. It shows how social media fits into and
complements the marketer’s toolbox. The book melds essential theory with practical application as it covers
core skills such as strategic planning for social media applications, incorporating these platforms into the
brand’s marketing communications executions, and harnessing social media data to yield customer insights.
The authors outline the "Four Zones" of social media that marketers can use to achieve their strategic
objectives. These include: 1. Community (e.g. Instagram) 2. Publishing (e.g. Tumblr) 3. Entertainment (e.g.
Candy Crush Saga) 4. Commerce (e.g. Groupon) This Second Edition contains new examples, industry
developments and academic research to help students remain current in their marketing studies, as well as a
new and improved user-friendly layout to make the text easy to navigate. The textbook also provides a free
companion website that offers valuable additional resources for both instructors and students. Visit:
study.sagepub.com/smm. Readers of the book are also invited to join the authors and others online by using
the hashtag: #smm
This is the eBook of the printed book and may not include any media, website access codes, or print
supplements that may come packaged with the bound book. Tuten/Solomon is the first social media marketing
textbook that focuses on showing readers how social media fits into the marketer’s toolbox.
Tracy L. Tuten and Michael R. Solomon, Social Media Marketing, 2016, 352 pp., New Delhi: SAGE, ₹450
(Paperback). ISBN 978-93-515-0924-0.
Five years after this sleeper hit took on the world of IT and flipped it on its head, the 5th Anniversary Edition of
The Phoenix Project continues to guide IT in the DevOps revolution. In this newly updated and expanded
edition of the bestselling The Phoenix Project, co-author Gene Kim includes a new afterword and a deeper
delve into the Three Ways as described in The DevOps Handbook. Bill, an IT manager at Parts Unlimited, has
been tasked with taking on a project critical to the future of the business, code named Phoenix Project. But the
project is massively over budget and behind schedule. The CEO demands Bill must fix the mess in ninety days
or else Bill's entire department will be outsourced. With the help of a prospective board member and his
mysterious philosophy of The Three Ways, Bill starts to see that IT work has more in common with a
manufacturing plant work than he ever imagined. With the clock ticking, Bill must organize work flow
streamline interdepartmental communications, and effectively serve the other business functions at Parts
Unlimited. In a fast-paced and entertaining style, three luminaries of the DevOps movement deliver a story
that anyone who works in IT will recognize. Readers will not only learn how to improve their own IT
organizations, they'll never view IT the same way again.
Every day, print and online trade magazines and news sources tout developments in online advertising,
branding, and marketing. Seismic shifts in the industry—like major advertisers setting up shop in Second Life
and other alternate realities—have forced marketers and advertisers, ready or not, to employ new advertising
models. But the potholes for advertisers using Web 2.0 are many, and missteps by companies that don't
understand the new rules of the game guarantee lost time and money ill spent. Advertising 2.0 ensures that
readers understand the advertising options possible in the Web 2.0 environment, provides examples of
companies using these options, and offers guidelines for their application. Advertising 2.0 goes way beyond
running banner ads on Web sites and explores the rapidly burgeoning world of social media marketing. Among
other things, expert Tracy L. Tuten covers viral marketing, doing online research, advertising within online
games, and leveraging online opinions to increase sales or grow a brand. She also describes—way out on the
leading edge and sure to turn conventional advertising on its head—how smart marketers let consumers
generate ad content for products and brands. While the trade press frequently publishes news of companies
using innovative communications techniques, there are hardly any books telling people how to take the plunge
into the newest forms of advertising. Advertising 2.0 presents the current state of online advertising, and best
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practices for using techniques like consumer-generated advertising, social networking, online product reviews,
viral video, Second Life, alternate reality games, and more. It also includes case studies and examples of
successes and mistakes. Companies and brands featured include Nine Inch Nails, Audi, 42 Entertainment,
MySpace, YouTube, Dogster, Vodaphone, Leo Burnett, and others. Best, each method described includes
guidelines for getting the most out of the technique, thereby letting advertisers cut through the clutter to
touch the hearts of customers worldwide.
“Conversations with some of the sharpest minds in advertising lead the reader gently into the heart of the
business. A great read whether you’re starting out in advertising or simply want to pick up some tips from the
greats.” —Mark Tungate, author of Adland: A Global History of Advertising and Branded Beauty: How Marketing
Changed the Way We Look “In Advertisers at Work, Tracy Tuten conducts interviews with some of the ad
world’s biggest players. The interviews—ranging from advertising legend Mike Hughes to leaders of the next
generation like David Oakley and Susan Credle—reveal much about the nature of creativity and why we all
respond to certain ads either with a laugh or a purchase. Tuten’s skillful questions also highlight how these
men and women learned the craft, found mentors, and landed jobs doing things they 'didn’t know you could
get paid to do.' They talk about successes and failures, their hopes and dreams, and the direction of the
industry as we move into the age of social and branded media. If you are in the field of advertising or one of
those people who often say, ‘Hey, did you see that commercial . . .,’ you’ll find Advertisers at Work a valuable
addition to your bookshelf.” —John Sweeney, Distinguished Professor, School of Journalism University of North
Carolina, Chapel Hill;Former Associate Creative Director, Foote, Cone & Belding In Advertisers at Work, readers
will gain insights from the most interesting people working in the field of advertising today, told in their own
words. Guided by interviewer Dr. Tracy Tuten, 18 advertising leaders share their favorite stories, debunk the
myths of advertising, make predictions on the industry’s future, pay homage to the lions of the past, and offer
insights into what it takes to win in the ad game today. Each chapter is devoted to one advertising executive,
showcasing that person’s unique vision and perspective into the world of advertising. Who are these leaders?
Talent, perseverance, creativity, and pure grit set these people apart—and that’s where their similarities end.
With a mix of senior contributors and up-and-coming talent representing the creative crafts, media, planning,
and account services from a variety of agencies and locales, this book pulls back the curtain and invites
readers to live each leader’s experiences up close. They’ll learn from the advertisers at work. Every interview
shows how advertising leaders have an impact on a day-to-day basis: charting strategy, making effective
pitches, managing clients and key partners, calling in the creative muse, reading the public’s mood,
developing the right mix of media to launch a campaign, or pouncing on opportunities the rest of us can’t see.
This book: Shares the untold stories of senior executives and rising stars in advertising Demystifies the craft of
advertising from the perspectives of creatives, media strategists, planners, and account executives Provides
insights, strategies, and tactics readers can put to work immediately Offers predictions on the rapidly changing
advertising landscape Other books in the Apress At Work Series: Coders at Work, Seibel, 978-1-4302-1948-4
Venture Capitalists at Work, Shah & Shah, 978-1-4302-3837-9 CIOs at Work, Yourdon, 978-1-4302-3554-5
CTOs at Work, Donaldson, Seigel, & Donaldson, 978-1-4302-3593-4 Founders at Work, Livingston,
978-1-4302-1078-8 European Founders at Work, Santos, 978-1-4302-3906-2 Women Leaders at Work, Ghaffari,
978-1-4302-3729-7 Advertisers at Work, Tuten, 978-1-4302-3828-7 Gamers at Work, Ramsay.
978-1-4302-3351-0 What you’ll learn How advertising’s leaders and rising stars developed their careers and
overcame challenges How the world's best advertising professionals do their jobs What industry developments
worry and excite these leaders What it is about advertising that motivates these unique personalities to want
to be the best in the world at what they do Examples of how challenges can be faced and successes leveraged
in advertising careers Strategies, tactics, and insights for all jobs in advertising Who this book is for Advertisers
at Work is a book for professionals and students in advertising and related fields (marketing, public relations,
branding, media), as well as those interested—maybe thanks to the AMC show "Mad Men"— in an endlessly
fascinating industry. It targets the reader who reads new releases related to advertising (books like Engage
and Watch This, Listen Up, and Click Here, and hundreds of others), but wants more than a how-to or primer on
a burgeoning area within the broader field. It also targets those who want to know what the people making a
difference in the field of advertising today are doing, thinking, and anticipating; what they’ve experienced; and
how those experiences are shaping the future of advertising. Table of ContentsChapter 1. Chris Raih, CoFounder and Managing Director, Zambezi Chapter 2. Kristen Cavallo, Chief Strategy Officer, Mullen Chapter 3.
Luke Sullivan, Former Creative Director, GSD&M Idea City Chapter 4. Mike Hughes, President, The Martin
Agency Chapter 5. Susan Credle, Chief Creative Officer, Leo Burnett North America Chapter 6. Marshall Ross,
Chief Creative Officer, Cramer-Krasselt Chapter 7. Edward Boches, Chief Innovation Officer, Mullen Chapter 8.
Doug Fidoten, President, Dentsu America Chapter 9. David Oakley, Creative Director, BooneOakley Chapter 10.
Anne Bologna, Managing Director, MDC Partners Chapter 11. Jayanta Jenkins, Global Creative Director,
TBWA/Chiat/Day Chapter 12. Eric Kallman, Executive Creative Director, Barton F. Graf 9000 Chapter 13. Craig
Allen, Creative Director, Wieden+Kennedy Chapter 14. Ryan O'Hara Theisen and Jonathan Rosen, Founders,
Lucky Branded Entertainment Chapter 15. John Zhao, Independent Filmmaker Chapter 16. Ellen Steinberg and
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Jim Russell, Group Creative Director/Executive Vice President and Chief Innovation Officer, McKinney
From London to Corsica to Paris--as a young woman pursues the truth about her late mother, two captivating
love stories unfurl. Kate Darling's enigmatic mother--a once-famous ballerina--has passed away, leaving Kate
bereft. When her grandmother falls ill and bequeaths to Kate a small portrait of a woman who bears a striking
resemblance to Kate's mother, Kate uncovers a mystery that may upend everything she thought she knew.
Kate's journey to find the true identity of the woman in the portrait takes her to some of the world's most
iconic and indulgent locales, revealing a love story that began in the wild 1920s and was disrupted by war and
could now spark new love for Kate. Alternating between Kate's present-day hunt and voices from the past, THE
BOOK OF LOST AND FOUND casts light on family secrets and love-both lost and found.
Social Media Marketing: A Strategic Approach promises to be the seminal textbook in the field with its
distinctive conceptual foundation and practical approach to developing successful social media marketing
plans. A proven eight-step social media planning model provides students with a cumulative learning
experience, showing them how to construct social media strategies that achieve desired marketing goals.
These marketing goals shape the development of tailored social media strategies. Special attention is given to
the most effective techniques for identifying targeted marketing on the social web, with emphasis on the
creation of personas that represent the critical online market segments for a company. Students discover how
to put these well-defined personas to work in selecting the optimal social media platforms for reaching an
organization's marketing goals. Students are taught rules of engagement and social media ethics for behaving
properly as marketers on the social web. With these guidelines in mind, the most productive marketing tactics
for each type of major social media platform are examined in depth. These platform-specific tactics, along with
all the proceeding material in the book, are brought together in the final chapter to create a comprehensive
social media marketing plan, with detailed explanations and illustrations from a real world plan. Extensive
consideration is given to monitoring, evaluating, and tuning the implementation of social media marketing
initiatives. In addition, students are introduced to the most useful quantitative and qualitative social media
measurements, along with various ways to estimate an organization's return on investment in social media
marketing activities. Important Notice: Media content referenced within the product description or the product
text may not be available in the ebook version.
How can corporate America effectively target the growing flood of consumers participating in online
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