Chapter 1
IMC – An Overview

Integrated Marketing Communications:
Involves the coordination of all forms of marketing in a unified program that maximizes the impact on consumers and other types of customers (the intended target audience)

Including all of the following:
Media advertising – focus on msg startegies and media strategies
Direct Response Communications – communications that encourage immediate action
Digital communications – including online, social media, mobile and video game communications)
Sale promotion – both consumer and trade promotions
PR
Experiential marketing
Personal Selling

Also includes packaging and employees. Includes any consumer touch point.
Integration of message strategy is crucial to generating maximum impact on the target audience. 


1)  Advertising
A paid for media delivered message by an identified sponsor designed to stimulate a positive response from a target audience

· placement of persuasive msgs
· in IMC, good advertising will influence audience behavior 
· advertising can be product oriented or promotion oriented

Product Advertising
Advertising that provides information about a branded product to help build its image in the minds of consumers.

· Present the features, attributes and benefits of product in a persuasive manner

Ex. Special K cereal stresses the essential benefits of nutritious food that tastes good 
(fibre and whole grain)

Promotional Advertising
Advertising that communicates a specific offer to encourage immediate response from the target audience

Examples include coupons or contest promotions with a print advertisement
The content of the ad presents the features and primary benefit to help build the image and the coupon helps give the buyer incentive
Auto manufacturers well known for rebate and low financing programs 

2) Direct Response Communications
The delivery of a message to a target audience of one: the message can be distributed by direct mail, direct response television or telemarketing 

· this segment growing at a much faster rate than traditional advertising 
· good for time pressed consumers

Ex Direct mail leaflet from Subaru with info, coupon to encourage prospects to lease

3) Digital (Interactive) Communications
 The placement of an advertising message on a website or an ad delivered by email or through mobile communications devices. 

· investments in online communications by Canadian advertisers is growing at a pace much faster than any other form of advertising 
· internet is the number one medium by Canadians aged 18 -34 by time spent
· average 25 hrs a week vs 22hrs a week on television 

Customer Relationship Management
A process that enables an organization to develop an ongoing relationship with valued customers; the organization captures and uses information about its customers to its advantage in developing the relationship. 

· this leads to move toward direct response and interactive communications 

4) Sales Promotion
An activity that provides incentives to bring about immediate response from customers, distributors and an organization’s sales force. 

· special incentives to trigger immediate response

Coupons, free samples and cash refunds are all consumer promotions.

Offering discounts to distributors for purchasing goods in large quantities or for performing some type of marketing or merchandising task on behalf of a marketing organization is classified as a trade promotion

· it is a challenge to divide budget between consumer and trade promos
· however consumer promo strategies need to be aligned with consumer advertising programs (PULL)
· and trade promos to be aligned with personal selling programs (PUSH)
5) Public Relations
A form of communications designed to gain public understanding and acceptance

· PR messages influence the attitudes ad opinions of interest groups about an organization.
· PR involves placing messages in the media that require no payment
· Hollywood movie producers rely on this for movie publicity 
· Major role when company is in a crisis as well
· Social media is changing PR, FB and twitter get regular ppl communicating information good and bad about products and companies. 

6) Experiential Marketing
A form of marketing that creates and emotional connection with the consumer in personally relevant and memorable ways.

Event marketing and Sponsorship fall under umbrella of experiential marketing.

· a well planned event with enagae consumers with a  brand experience

Event Marketing 
The process, planned by a sponsoring organization, of integrating a variety of communications elements behind a single event theme. (company or brand)

Sponsorship
The act of financially supporting an event in return for certain advertising privilege’s and rights. 

Example is the Rogers’ Cup 

· marketers are attractied to events because they can reach their target audience directly and improve brand awareness when associated at the right event.
7) Personal Selling
Face to Face communication involving the presentation of features and benefits of a product to service to the buyer; the objective is to make a sale. 

Personalized message from seller to buyer
· the job of the sales representative is to secure distribution in a timely manner 
· the availability of  the product in stores must coincide with the scheduling of media advertising. 

Factors Encouraging Integrated Marketing Communications:

Contemporary thinking suggests a cooperative approach to communications problem solving and planning 
 Communications alternatives are equal partners, media neutrality, creative solutions

 consumer media habits towards digital media
 popularity of social media networks presents challenges and opportunities 
 mobile communications, next big thing 
 demand for streaming shows as skyrocketed and this provides advertising opportunities 
 creating an effective message (creative planners, delivering the message (media planners)

social networking and blogging growing at twice the rate of internet portals, email and search
 48% of Canadians are on Facebook
companies are mostly using a one size fits all to social media communications, they need to focus on integration with other forms of marketing 

mobile communications are becoming a vital means for communicating information about goods and services
 mobile media represents 7.5% of typical individuals time but is growing at a ate faster than any other medium 
younger consumers’ mobile activities include using downloaded applicatins, emailing and accessing social networks, older consumers don’t use phone as much
 SO if under 35 is the target market, mobile communications need to be considered

Database Management System
A system that collects information about customers for analysis by managers to facilitate sound business decisions


 helps determine how likely a customer is to buy something and then develop a message uniquely to the customer’s need
 Customer relationship marketing may involved multiple businesses working together to achieve a common goal or may involve one company trying to build a relationship with its consumers
 CRM programs are concerned with estabilishing, maintaining and enhancing long term relationships

Through its Optimum Rewards card, Shoppers drug mart as one of the biggest databases in Canada.  As it provides a means to communicate information and offers directly to loyal customers. Shoppers also frequently sends loyal customers 
samples they think they would be interested in (example of Direct Communication). 

 Traditional means is usually to get new customers, and social networks, online, and loyalty programs are to retain and enhance customer relationships

  strategies that can be easily measured with ROI are popular, which fuels interest in digital media strategies that can be tracked electronically

At Toyota, all communications departments now work together in one integrated group, speak with consistent voice and message.

Input for Marketing Communications Planning: Consumer Behaviour Essentials 

Consumer Behaviour
Is the study of how ppl buy, what they buy, when they buy and why they buy. 

Need
The Perception of the absence of something useful

Motive
Is a condition that prompts an individual to take action to satisfy a need

 Maslow hierarchy of needs: needs classified lower level to higher level. 1) when lower satisfied, move up 2)satisfied needs do not motivate; behavior is motivated by needs yet to be satisfied 

For example, safety needs are used to motivate people to buy life insurance and retirement plans. “You’re in goofs hands with Allstate” captures the message of protection and security.
Beauty and Personal care appeal to the social and esteem needs of men and women 

Personality
A person’s distinguishing psychological characteristics that lead to relatively consistent and enduring responses to the environment in which that person lives.

According to the self concept theory,  the self has 4 components

Real Self: An njective evaluation of one’s self. You as you really are
Self Image: How you see yourself. It may not be your real self, but a role you play within yourself
Looking Glass Self: How you think others see you. This can be quite different from how they actually see you
Ideal Self: How you would like to be, It is what you aspire to.

 Many communications campaigns revolve around the looking glass self and the ideal self, play on emotions of consumers
young males buy grooming products to satisfy social and esteem needs. This behavior is influenced by desire to achieve ideal self. 

Attitudes
An individual’s feelings, favourable or unfavourable toward an idea or object. 

 As a rule, organizations present their product in accordance with attitudes held strongly by their target market

If teens see themselves as on the edge to what the rest of the world considers normal, they will be attracted to messages that push the boundaries. The same goes to the healthy living trends, and Special K has been positioned as good for you


Perception
The manner in which individuals receive and interpret messages

There are 3 levels of selectivity

1) Selective Exposure: Our eyes and minds notice only information that interests us
2) Selective perception: We screen out messages that conflict with our attitudes
3) Selective Retention: We remember only what we want to remember 

In 2010 Toyota surpassed GM Motors as the worlds largest auto company, and then faced backlash when they had issues with their brakes, this changed the publics perception of Toyota and in Canada they face a 20% decrease in sales
In addition, messages that consumers are contemplating buying they will listen to. Ex, healthy lifestyle, messages with all natural, lighter and no preservatives etc

Reference Group or Peer Group
A group of people that share common interests that influence the attitudes and behavior of its members 
School, sports teams, frats or sororities, and hobby clubs

 stronger among younger people
 with the right strategy, a marketer need only to associate its brand with a certain situation and the target will become interested in the brand…. Red Bull Extreme Sports Events

 need to be careful with youth and not over advertise with them, will be negatively viewed. Better chance if a brand goes “under ground, or uses a viral technique on youtube with younger market

 changes with family influences. Different types of households, changing responsibilities and roles. 
 Men aged 18 – 64 identify as the primary grocery shopper, whether single or with a spouse, but feel on 24% of ads “speak to them”. Kraft, P and G and Nestle should pay attention to this

Double Targeting
Marketing strategies that reach both genders effectively.

Retailers such as Cdn Tire, Best Buy and Mark’s have redesigned their store layout, created a better shopping environment and implemented a new marketing communications strategy aimed at women 

 Generation Y have considerable influence on family buying decisions, they don’t necessarily make requests but parents ask their kids input. 

Inputs for Marketing Communications Planning: Business and Organizational Buyer Behaviour

Business to Business Market (B2B)
A market of goods and services needed to produce a product or service, promote an idea, or operate a business. 
Market includes business and industry, governments, institutions, wholesalers and retailers, and professionals 

Requirements for buying organizations

Quality: Buyers want consistent quality on every order. 
Service: Buyers want reputable suppliers who provide prompt service and believe that the initial order is simply the start of a business relationship
Continuity of Supply:  Buyers want suppliers who can provide goods over the long term
Price:  Buyers evaluate price in conjunction with other criteria. Lowest price not always accepted. Long terms savings could outweigh initial savings. 


Buying Committee
A formal buying structure in an organization that brings together expertise from the various functional areas to share in the buying process

 a committee takes a very rational approach when evaluating alternatives,  and participants need to know that costly decisions are shared decisions 

Buying Centre
An informal purchasing process in which individuals in an organization perform particular roles but may not have direct responsibility for the actual decision. 

LOOK AT PAGE 24 : Users, Influencers, Buyers, Deciders and Gatekeepers

 marketers must know who has the most influence in decision making. Personal selling and direct forms of communications are vital components when trying to influence buyers


CRM promotes the seamless transfer of info throughout the channels to ensure efficient and continuous flow of goods 
 needs to know how integral product is in buyer’s operations
creating awareness to potential customers is the FIRST step. Print ads directed at business customers is good. 
 Direct marketing techniques like email and and Internet based communications will become more of a priority. Trade shows keep them on buyers’ radar. 

Ethical Issues in Marketing Communications Practice

Privacy Issues in Online World
 issues in the collection of info about people’s behavior when using the internet
 64% viewed targeted advertising as invasive and 40% would change their behavior if advertisers were collecting their data
 PIPEDA is Canada’s privacy law (Personal Information Protection and Electronic Document Act)
 the degree to which businesses must comply with the law is still under debate

Sex in Advertising
 debatable

Extreme Advertising
 strategy of depicting dangerous or disturbing situations in advertising has come under scrutiny in recent years. Auto makers under the gun for showing unsafe driving practices in ads

Misleading Advertising
 This are under control by Advertising standards Canada

Exagerated Green Claims
75% of Canadians take into account the environmental impact of Organization’s actions when they buy a product
 Greenwashing : term associated with exploitation of environmental ideas

Targeting Children
 Chronic Disease Prevention Alliance of Canada called for a ban on all junk food advertising to children – the federal government has promised to consider

Cultural Diversity
1 in 5 Canadians Foreign Born

Laws and Regulations Governing Marketing Communications  (Read Page 29 -30)

[bookmark: _GoBack]Regulations and control come from Addvertising Standards Canada (ASC)  which administer regultions based on codes of practice hat are voluntarily established; Competition Bureay (a federal agency) through the Competition Act, which established laws and regulations for all marketing activity in Canada. …can be subject to financial penalties 






