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Beginning example: Canadian Idol, uses TV advertising, in-show product integration, online contests and retail promotions, without comprising the integrity of the show

Integrated Marketing Communications (IMC): the coordination and integration of all marketing communication tools, avenues, and sources, the basic design using various comm. tools
think internet, reaching consumers through a variety of different media, typically campaigns
internet accounts for over 9% of net advertising revenues, almost taking over TV as the main forum for advertising
streaming of TV programs online

Communications Process:
Communication: process of conveying a message to others
Source: company or person who has information to share
Message: information sent by a source to a receiver
Channel of communication: the means of conveying a message to a receiver
Receivers: consumers who read, hear or see the message sent by a source
Encoding: process whereby the sender transforms an idea into symbolic form, using words, pictures, symbols and sounds
Decoding: process whereby the receiver takes a set of symbols, words, pictures and sounds, and transforms them into messages
Field of experience: the experiences, perceptions, attitudes, and values that senders and receivers of a message bring to a communication situations
Response: the impact a message has on the receiver’s knowledge, attitudes, or behaviours
Feedback: communication flow from receiver back to the sender that helps the sender know whether the message was decoded and understood
Noise: factors that can work against effective communication by distorting the message

Promotional Tools:
Promotion: advertising, personal selling, sales promotions, public relations, and direct response
Advertising: any paid form of non-personal communication about an organization, good, service, or idea by an identified sponsor
Advantages: 
reaches large number of people
Many options
Disadvantages: 
high cost
Difficult to evaluate
High clutter
Low credibility
Personal selling: two way flow of communication between a buyer and seller, often in a face-to-face encounter, designed to influence a purchase decision
Advantages:
Immediate feedback
Very persuasive
Can provide complex information 
Disadvantages: 
high cost (most expensive)
May not be consistent
Public Relations: form of communication that seeks to influence the feelings, opinions, or beliefs held by customers, stockholders, suppliers, employees, and the media about a company and its products or services
Advantages:
Most credible source in consumer’s minds
Not costly
Disadvantages: 
Media coverage is not controllable
Message is not controllable
Difficult to evaluate
Sales promotion: short-term offer designed to arouse interest in buying a good or service
Advantages:
Effective at changing behaviour in the short run
Very flexible
Results are measurable
Disadvantages:
can lead to promotion wars
easily copied by competitors
consumers may wait for a promotion before buying
Direct response: promotional element that uses direct communication with consumers to generate a response in the form of an order, a request for further information, or a visit to a retail outlet
advantages: 
messages can be targeted
facilitates customer relationships
measureable results
disadvantages:
high cost
negative customer reactions
requires a database to be done properly

Promotional Mix:
Combination of one or more of the promotional tools a firm uses to communicate with consumers
Decision factors
Type of product
Composition of target audience for the promotion
Effective communications use combinations of media
When resources are modest, can use humour/creativity
Product Life Cycle:
Introduction Stage: 
primary promotional objective = product awareness. 
Advertising (awareness) and personal selling (communicating with intermediaries and retailers) are used mostly, while sales promotions (simulate trial) and public relations (give newsworthy information to general public) are also used
Growth Stage: 
primary promotional objective = persuade consumers to buy the product over a competitor’s
advertising (communicate brand differences) personal selling (solidify channel of distribution)
Maturity Stage:
Primary promotional objective = retain existing buyers and encourage users of competitive products to switch brands
Sales promotion (encourage brand loyalty)
Decline Stage:
Primary promotional objective = minimize unnecessary spending on the product
Push/Pull Strategies: (Business-to-Business)
Push: directing the promotional mix to channel members to encourage them to order, stock, and sell a product (salespeople call on wholesalers to encourage orders and provide sales assistance)
Pull: directing the promotional mix at ultimate consumers to encourage them to ask the retailer for the product (encourage consumers to ask a retailer for the product, thus pulling the product through the distribution channel)

Vampire creativity – occurs when an ad is so funny, will remember the humour, but not the product itself

Creating IMC promotional programs:
1. Identify the IMC objectives (hierarchy of effects)
a. [bookmark: _GoBack]Awareness – consumer’s ability to recognize and remember the product or brand name
b. Interest – an increase in the consumer’s desire to learn about some of the features of the product or brand
c. Evaluation – consumer’s assessment of the product or brand on important attributes
d. Trial – the consumer’s actual first purchase and use of the product or brand
e. Adaptation - continued purchase and use of the product or brand
2. Identify the target audience 
3. Set the promotional budget
a. Percentage of sales – amount of money spent on promotion is a percentage of past or anticipated sales
b. Competitive parity – matches the competitor’s absolute level of spending or the proportion per point of market share
c. All you can afford – allows money to be spent on promotion only after all other budget items are covered
d. Objective and task – involves the company determining its promotional objectives, outlining the programs required to meet these objectives, and then allocating the costs of respective programs
4. Select the promotional tools (advertising, personal selling, public relations, sales promotions, direct response)
5. Design the IMC promotion (being creative)
6. Schedule the IMC elements (plan everything out)
7. Execute and evaluate (pre/post tests)

Interactive marketing:
E-commerce increasingly prevalent
Operating hours: customers can purchase products at any time from anywhere, accessing a greater range of products that may be difficult to locate
Geographical constraints: allows customers to access products from around the world easily
Product selection: huge selection of products for special order
Interactivity: help consumers and companies to communicate easily
Customization: easily able to customize their products
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