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Data and Database Management 
Collecting and utilizing customer data for the purpose of enhancing interactions with target audiences 
It must emphasize on 2 factors:
1: Identify customers
2: Build relationships with them 
The Data must be used to make customers feel special and promote relationship building
Building a Database
Data warehouse holds all of the customers data.
Must distinguish between operational and marketing database
Operational Database contains the transactions individuals have with the firm 
Marketing databases contains information about current customers, former customers, and prospects
Biggest challenge is collecting all the other information that turns the data warehouse into a powerful IMC tool 
Internal Data Sources
Email Addresses and other personal identification data
Purchase and communication histories 
Personal Preference Profiles
External Data Sources
Geocoding
Process of adding geographic codes to each customer to each customer record so that customer addresses can be plotted on a map 
Helps determine where to place new stores or customer direct material is certain locations
Rented Lists
Used to target and execute direct marketing programs without building their own data warehouse
Good for customer acquisition programs 
3 types of rented lists
Response Lists:
Responded previously to some other direct marketing campaign 
Best example is charities: they rent lists of current donors to other charities. 
Compiled Lists:
Collect data on individual’s purchases and other behavior and make this data available to marketers. 
Companies who send out surveys will sell the data to other companies 
Can be expensive because of its high degree of targetability 
Subscription Lists
Lists that contain information on individuals who subscribe to things like magazines or blogs.
Usually contain groups of people with similar interests and lifestyles 
Can be the least expensive option
Database Coding And Analysis
Once the data warehouse is built, you must then code and analyze the data.
3 common practices of data coding and analysis 
Lifetime Value Analysis 
Key features to calculate include revenues, costs, retention rates, visits or purchases per period 
Cost of maintaining a new database in also important 
Does not include cost associated with customer  retention or dollars spent on marketing efforts 
RFM (Recency, Frequency, Monetary) Analysis 
Recency: Notes the date of the last purchase
Frequency: Number of purchases made in a specific period
Monetary: Monetary expenditures with a firm 
Provides codes to customers to determine behavior patterns
Data Mining/ Modeling
Build profiles of customer segments
Preparing models that predict future purchase behaviors based on past purchased 
Data mining is a program used to develop a profile of the company’s best customers 
Developing models that predict future sales based on past purchasing activities 
It serves 2 purposes:
Used to develop marketing programs designed to take advantage of the insight gained through the data 
Useful at helping marketers choose and design specific direct marketing communications
Direct Marketing Programs
Permission Programs
Promotional information is only sent to consumers who give the permission to do so (Avoid spam/junk mail)
Response rates are often higher in permission programs
Key success in Permission Marketing
Must make sure participants agreed to participate
Bombarding consumers would not create loyalty it would just turn them away.
Customize each message to fit the needs of individual customers 
Combining database and permission can allow for a higher interest return 
Permission marketing enticements 
More willing to participate if the information is relevant
Types of costs associated 
The cost of providing detailed personal information 
Cost related to privacy 
Cost of processing information
Must use a combination of empowerment ( the have the power through the relationship) and reciprocity ( sense of obligation toward the company) to optimize program.
Shows the company values the relationship 
Steps in building permission marketing
Obtain permission from the customer
Offer the customer an ongoing curriculum that is meaningful
Reinforce  the to continue the relationship
Increase level of permission
Leverage the permission to benefit both parties
 Loyalty Programs
Offers rewards for a series of purchases 
Used to differentiate themselves from the competition
Now used to collect important consumer data
Loyalty programs objectives
Maintain sales
Increase loyalty in existing customers 
Preempt or match a competitors frequency program
Induce cross-selling to existing customers 
Differentiate a parity brand 
Preempt the entry of a new brand
Loyalty program principles
Design the program to enhance the value of the product
Should add value to what the product offers or provide a unique new feature
Calculate the full cost of the program 
Design a program that maximizes the customer’s motivation to make the next purchase
The added incentive encourages loyalty to a articular company or brand





Direct Marketing Communication
Direct Mail
Allows consumers the chance to sit down with a piece of paper and digest the message in their own time
The type of direct mail needed depends on many factors:
Objective of the mail
Purchase vs Inform 
Target Audience 
High vs low product knowledge
The properties of the product itself
Email Marketing
The main issue is targeting a message to the right audience and including a message that is relevant and compelling 
Benefits of Email marketing
Very low cost
Can be customizable 
The consumer can easily access the information while viewing the promotion (Its only one click away)
Negative of Email Marketing 
Filters on email programs divert messages into junk folders. Never exposed to message
Telemarketing
Benefits of telemarketing
Provides the opportunity for the marketer to actively overcome objection
Responses are in real time
Drawbacks
It is becoming more difficult to use telemarketing (People are only using cell phones now)
Strength vs Weaknesses of Direct Mail
Strengths 
Targetability 
Can provide virtually zero waste coverage
The person who gets the message was intended to receive it


Customizability 
Opportunity to create a unique messages down to the individual customer level 
Each message can be tailored to satisfy a specific need
Measurable 
Can be easily measured  compared to other forms of IMC
Timely
Communications can be developed and delivered within an hour 
Useful for responding to competitive activity in the marketplace or to communicate to stakeholders in a time of crisis 
Weaknesses
Image limitations
Limited opportunity to develop brand image 
Customers may associate direct marketing with lower quality products 
Clutter 
Don’t offer the same opportunity to create attention and take advantage of the consumers’ environment like other elements of the marketing communications mix
Selective Exposure
Consumers usually throw the messages in the trash 
Cost-per-contact
Can be very expensive on a cost-per-contact basis 
If target audience is large enough it can be justified 
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Consumer Promotions
Use to entice the consumer in making the final step and purchasing the product
Also helps to build in-store traffic and enhancing brand loyalty
2 types of consumer promotion
Franchise-building: Designed to increase awareness and loyalty to a brand
Often include premiums, contests sweepstakes, sampling, and bonus packs
Sales-building promotions: Focused on immediate sales through discounts or other enticements. 
Includes coupons, refunds, rebates, and price-offs
Types of consumer Sales Promotion
Coupons
Type of price reduction offered to consumers
Coupon distribution
Free standing inserts: Coupons distributed in Newspapers
Internet
On or in-package
Direct mail
In store etc.
FSI’s are used because
A consumer must make a conscious effort to clip or save the coupon 
They create brand awareness 
Encourages consumers to purchase brands on their next trip
Types of Coupons
Instant redemption coupon: redeem the coupon while making the purchase
Lead to trial purchases or purchase additional packages
Bounce-Back Coupons: coupons places inside the package
Promotes repeat purchases
Scanner-delivered coupons: Coupons issued at the cash register
Promotes brand switching of a competing product the next time they shop
Using multiple promotional materials together is called Cross-ruffing 
Have a coupon for a product placed on another product
Response-offer coupons are issued following requests by consumers
Problems with Coupons
Reduce revenues
Mass-Cutting
Coupons are redeemed through a fraudulent, nonexistent retail outlet
Counterfeiting 
When coupons are copied and then send back to the manufacturer for reimbursement 
Misredemptions
Targeting the non-user
Can be very expensive in distributing the direct mail
Premiums
Types of premiums include prizes, gifts, other special offers
Premiums is a good replacement for coupons because overuse of coupons can damage brand image
Types of premiums
Free-in-the-mail premiums: Gifts individuals receive for purchasing a product 
Will receive gift in the mail
In or on-package premiums: Gifts attached or inside the product
Cereal companies will include gifts at the bottom of each product
Store or manufacturer premiums: Gifts given by either the retail store or the manufacturer when the customer purchases a product 
McDonalds happy meal Toys
Self-liquidated: Required the consumer to pay an amount of money for a gift or item 
Consumers pay most or all of the actual cost of the item 
Key to successful premium programs
The premium should match the target audience
The best premiums reinforce the firms image
Do not offer cheap good if you are selling a high-end product.
Premium programs succeed when they tie in with the firm’s products in order to enhance the image of the product and the firm 
Premiums should be integrated with the other components of the IMC program 
Can be served as a “Thank You” 
Do not expect premiums to increase short-term profit
Contests 
Consumers choose which contest they want to participate in based on the perceived value of the contest prize combined with the odds of winning 
2 primary categories of contests
1: Where consumers enter by simply identifying themselves as a contestant 
2: Will combine both extrinsic and intrinsic value
Extrinsic Value: Actual attractiveness of the item 
Intrinsic Value: Associated with participation 
Refunds and Rebates
Cash return offered to consumers or businesses following the purchase of a product
The manufacturer will refund some of the cost later on
Refunds are based on soft goods (Food or clothing)
Rebates are cash returns on Hard Goods
Major drawback of rebates are the inconveniences associated with getting the rebate
Refunds and rebates achieve the greatest success when they are perceived as being new or original 




Sampling
It’s the actual delivery of a product to consumers for their use or consumption 
Types of sampling
In-store sampling: When food product companies have personnel cooking the food and passing it out to individuals in the store
Direct Sampling: samples are mailed or delivered door-to-door to consumers
Can be identified by demographics
Response samples: Available to individuals or businesses responding to a media offer 
Cross-Ruff: Provides samples of one product on another
Laundry detergent with a free dryer sheet
Media Sampling: Samples within advertising promotions
Having perfume in a magazine
Professional Samples: Delivered to professionals 
Selective samples: distributed at a site
The free la presse near metro stations
Using FSI helps break through the clutter and gets attention 
Benefits of sampling
Helps generate interest
Collect information about consumers
Requesting samples is good because only consumers who requested the product received it 
Disadvantages Of Sampling
Very Expensive
May need special permission from store to distribute samples
Successful Sampling Programs
Primary purpose is to encourage a trial use by a consumer or a business
Very effective when introducing a new product or a new version of a product or a new version of a product to a market 
Helps promote a current product to a new target market or to new prospects. 
You must target the right audience if you want to be successful 
Bonus Packs
Additional or extra number of items are placed in a special product package 
Benefits of Bonus Packs
People to react more positively to bonus packs
Would less likely purchase from a competitor 
Rewards loyal consumers by offering free merchandise 
It is one way to maintain brand loyalty and reduce brand switching at a minimal cost 
Problems with bonus packs
Rarely attract new customers because the consumer is less likely to have previously purchased the brand 
Consumers often believe the price has not truly changed 
Price-Offs
Temporary price reduction of a product to a consumer 
It can be in the form of a retail sign, display, or shelf 
Benefits of Price-Offs
Excellent at stimulating sales of existing products
Could entice to try new products 
They have been proven to be successful for 2 reasons:
The price off has the appeal of a monetary savings to consumers
The rewards is immediate
Problems With Price-Offs
Can have a negative impact on companies profit margin
Encourages consumers to be more price sensitive 
Either wait or choose competing brand on sale
Overlay and Tie-Ins
Combines 2 or more consumer promotions activities into a single campaign (Overlay)
Develop a consumer promotion with another product or company (Tie-In)
Intracompany tie-ins vs Intercompany tie-ins

Point-of-Purchase
Any form of display that promotes merchandise 
Often near cash registers or at the end of aisle 
Highly effective for increasing sales (Impulse purchase)
Retailers believe POP materials should either boost sales for the store or draw consumers to provide information 
Designing POP
Must clearly communicate the product attributes 
Includes pricing and promo information 
Integrate brand image in display
Make display dramatic to gain attention 
Make it easy to stock 
Make the display versatile so it can be easily adapted by retailers 
Customize display to fit in retailers stores 
Integrate display with current advertising and promotions 
Trade Promotions
Are incentives that members in the channel use to entice another member to purchase goods for eventual resale
Aimed at retailers, suppliers, distributors 
Second largest expense in Cost of Good Sold
People tend not to match the trade promotions with the IMC Plan
Select trade techniques based on:
Nature of the business 
Type of customer to be influenced 
Company preferences
Objectives of IMC Plan
Types of Trade Promotions
Trade Allowances 
Provide financial incentive to other channel members to motivate to make more purchases 
Off-Invoice allowance: Per case rebate paid to retailers for an order
Slotting Fee: Money paid to retailers to stock a new product
Retailers spend money to add ne products to inventories and to stock merchandise 
Adding a new product in the retail store means giving up retail space
Slotting fees make it easier for retailers to finalize decisions about new products
Slotting fees add to the bottom line (More Profit)
Trade Allowance complications
Only half retailers who get a trade allowance pass it on to the customers
Forward Buying: retailer purchases extra amount of a product while its on deal
Diversions: Retailer purchases a product on-deal in one location and ships it to another location where it is off-deal
Trade Contests
Rewards are given as contest prizes to brokers, retail salespeople, retail stores, wholesalers, or agents. (SPIFF Money) 
Usually works best when only offered to a specific region
Trade Incentives
Retailer performing a function in order to receive the funds
To encourage retailers to push the manufacturers brand or to increase retailer purchases of that brand
Major types of Trade Incentives
Cooperative merchandising agreements
Formal agreement between retailer and manufacturer to undertake a 2-way marketing effort
Advantage: the manufacturer is assured that the retailer will pass along the price along to the customers
Good for retailers because it allows for calendar promotions (Planned promotions for consumers)
Premium and Bonus Packs
Offering free merchandise 
Must either place an order at a certain date or have place a minimum-size order
Cooperative Advertising 
The manufacturer agrees to reimburse the retailer a certain  percentage of the advertising costs associated with advertising the manufacturers product in the retailer’s ads
Reduces cost and increased exposure for retailer
Trade Shows
Business-to business marketing programs
For manufacturers, offers the opportunity to discover potential customers and sell new products 
For retailers, allows them to compare merchandise and make contacts with several prospective vendors
Types of buyers
Education seekers: (Browse, look, learn)
Reinforcement Seekers: Making reassurance of any past purchases
Solution seekers: Finding solution to current company problems
Buying teams: A team of buyers seeking vendors for business
Power buyers: Members of upper management with power to buy 
How can sales promotions be effective
Economic effect:
Enhances the monetary value in the transaction for the customer
Can provide heuristics that allow consumers to spend less time in the decision making process
Informational Effects
Can help create brand awareness 
Major drawback is it may hinder the brand quality perception if used too often 
Affective effects
Offer the opportunity for customers to feel both good and bad
Opportunity to get the thrill of trying new products
Strength and weaknesses of Sales Promotions
Strength 
Provides extra incentive to act
Can help stimulate consumers into making action
Creates sense of immediacy
Motivates to act immediately 
Stimulate trials
Ability to acquire new trials
Increases Purchases or Usage frequency
Build Database
Weaknesses
Adds clutter: Many promotions going around, hard to choose
Sets false retail prices
They can wait and purchase only when the value is offered
Promotes forward buying
Will stock up and not buy when it is regular price. 
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In marketing, bad publicity is actually worst than no publicity 

Public Relations team: unit in the firm that manages publicity and other communications with every group that is in contact with the company 
Tries to create a conversation between the marketer and the individual
Done with one audience member at a time
GOALS
Encourage positive media coverage
Enhance the overall reputation 
Play specific tactical role in IMC program
Identify Customers
Any person of group who has a vested interest in the organization’s activities
Internal Consumers: 
Employees
Unions 
Channel Members
Customers
External Consumers: Companies has little or no influence on how these external publics perceive organizational activities 
Media
Local Community 
Financial Community 
Government
Companies should develop a clear communications strategy that’s fits well with the fir’s IMC plan and corporate image that is to be conveyed 
Overall message should be consistent to all consumers
It is the responsibility of the PR team to be certain that all forms of communications to of  these publics remains consistent with the firms message and image
Types of Relations Activities
Media Relations:
 Activity most associated with public relations
Goal is to gain positive coverage through journalists who carry stories about a company or brand as part of their media content 
Usually not an accident (PR Team will coordinate with media outlets)
Press Releases: 
Thy usually contain enough information to be self contained news items on their own. Journalists often cut and paste elements from press releases into news stories 
When Apple wants to release the date of the iphone, they send packages to blogs and newspapers
Press Conference: 
Creates bigger excitement than press releases
Offers chance to develop personal relationship between marketer and journalists 
Tips on who to have an effective media relations strategy
Start with a bang
Be simple and concise 
Be picky 
Give opinions a voice: Use quotes not statements 
Corporate Social Responsibility 
Obligation an organization has to be ethical, accountable, and reactive to the needs of society 
Companies who engage in positive activities generate quality publicity and consumer loyalty that results in a positive image of the firm 
Cause marketing vs. Green Marketing
Cause Marketing
Program whereby a firm ties a customer exchange to a charity in order to generate goodwill
This type of marketing is based on the idea that consumers are more likely to purchase from companies that are willing to help a good cause
Used to help break out of brand parity 
Disadvantage: people may not agree with a cause or are more focused on another cause
Effective strategies may lead to:
Additional Clients
Increased profits 
Consumer goodwill for the future 
Better relations with governmental agencies 
Reduces negative public opinion
Ineffective strategies will cause consumers to think they are simply doing it for a commercial gain 
Green marketing:
Development of promotion of products that are environmentally friendly 
Although consumers favor green marketing, actual purchases of such products only when all things are considered equal 
Question to ask on how much emphasis to put on green marketing:
What percentage of the consumer-base fit into the green marketing segment?
Can the brand be differentiated from the competition along green lines?
Will the current target audience be alienated by adopting a green marketing approach?
To overcome greenwashing, emphasize the tangible benefits of the product, with environmental benefits as a secondary factor
Sponsorship 
Paying money to sponsor someone, some group, or something that is part of an activity
Companies should focus on being the exclusive sponsors because it makes it easier to be remembered 
Choosing Sponsors
Match audience profile
Match image
Consider the image of the consumer and how it could match with the brand’s image
Define clear goals
Integrate with IMC strategy
Should be combines with other promotional efforts
Giveaway/ sampling
Things to consider. 
Expenditures (costs)
Revenues (if any)
Size of audience (exposure)
Opportunities for direct contact
Image and brand equity potential
Benefits of a long-term association
Product Placement and Branded Entertainment 
Product Placement 
Planned insertion of a brand or product into some media program
Key Advantage: Low cost per viewer
Branded Entertainment 
Embedding brands into the storyline of an entertainment medium
By integrating the brand into the story, it is much more noticeable to the viewer audience 
Product placement and Branded Entertainment work because there is no call to action
Primary Goal: to increase brand awareness and liking
Brand insertions work best when they seem logical 
Important to examine the scene where the brand placement will occur
Some offer promotional incentives to move beyond recognition and liking to the actual purchase
Why are these features so popular now?
Brand appeal is stronger when it does not look like paid media
The perception of what others think of a brand is important to consumers 
May make brand look acceptable or even desirable 
Seeing the brand used by others provide post-purchase reassurance for those who already purchased 
Buzz Marketing
Word of mouth marketing, emphasizes consumers passing along information about a product
A recommendation by another person carries higher levels of credibility than an advertisement 
It can be generated like:
Consumers who truly like a brand and tells others
Consumers ho like a brand and are sponsored by a company to tell others
Company or agency employees posing as customers of the company to tell others
The ideal situation is when a consumers tells people about the brand because he likes it. This is the least expensive form of marketing 
Social media has become an portal to buzz marketing 
Employees posing as consumers is considered to be unethical so there are guidelines that must be followed:
Honesty of relationship: be honest about the relationship between consumers, advocates, and marketers 
Honesty of opinion: be honest in presenting opinions about the brand, both good and bad
Honesty of identity: Identify honestly who you are 
Event Marketing
Occurs when a company supports or host a specific event
Kind of like lifestyle marketing 
Critical decision is to make sure a match between the event, the target audience, and specific objectives of the event
Goal of event marketing:
Help maintain market share
Build strong brand presence 
Enhance product or brand image 
Increase Sales



Damage Control
The practice of reacting to negative events caused by a company error, consumer grievance, or unjustified or exaggerated negative press 
Proactive strategies 
Entitlings: attempts to claim responsibility for positive outcomes of an event
Associate rand with positive event
Enhancements: Attempts to increase the desirable outcome of an event in the eyes of the public 
Bigger deal is made out of something that is relatively small
Reactive Strategies 
Internet interventions:
Designed to combat negative word-of mouth that is placed somewhere online
Crisis Management: involved either accepting the blame fo an event and offering an apology or refusing those making the charge in a forceful manner 
Apology Strategy 
When apologizing you must:
Have an expression of guilt, regret
A statement recognizing the inappropriate behavior and acceptance of sanctions 
A rejection of inappropriate behavior 
Approval of appropriate behavior 
An offer of compensation or penance 
Impression management
The goal is to protect themselves in such a manner to maximize access to and the visibility of positive characteristics while maximizing the negative element 
Expression of innocence 
Excuses
Justifications 
Other Explanations

Strength vs Weaknesses of PR
Strength 
Reaching an exclusive audience
Image and reputation management Credibility 
Relatively low cost 
Weaknesses
Relatively low control 
Measurement difficulties 
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Display/ Space Media
This media places ad messages in front of users 
Banner ads are directed based on the content that appears on screen 
Search engine messages places messages in front of an audience based on their search 
Banner Advertising 
Is presented each time a webpage is viewed, also known as impressions
Objectives for banner ads have changed
Before success was largely determined by whether or not a browser clicked on an ad
Really focused on Direct Marketing 
Now more focused on awareness and brand-building 
Search Engine Optimization
Most spent form of online communications 
Key goal is to make sure that a company’s name or brand is one of the first listed when a person performs a search
SEO can be reach in 3 different ways
Paid search insertion that comes up when certain products or information are sought 
Increase identification through the natural, organic, or emergence of the site
Idea is to develop efficient and effective organic results that will arise from natural search process 
Use paid search ads
Small text boxes that pop up when a particular word is typed 
Pay-Per-Impression or Pay per click 
The assumption was that targeted media could deliver browsers to a company website 
The technique  of purchasing time online (Online advertising)
Google Adwords: self-service advertising program that provides a way to advertise and pay only when the advertising “works” 
Very beneficial to small companies 
Only pay when guaranteed visitors 
Creating keywords that relate directly to an advertiser’s business and create an ad for users to see 
Pay-per-impression: Assumes some residual value is created even a browser does not click on an ad 
More focuses on attracting specialized audiences 
Mobile Media 
Most likely to become the primary means of communication for many people 
2 main types of mobile ads today
Advertiser-to-user messages 
Content-embedded ads
Injections
When a message passes through an intercepting server that inserts an ad and forwards it to the recipients  
Prep-ended 
Short audio-video segments played before a normal clip
All the ads on YouTube before you want to watch a video 
Web-embeded ads
Online ads viewed on a mobile browser 
Mobile media offer a unique ability to reach out and touch a consumer at almost any location in real time 
Great to capture consumer behaviors, and collect analytics 
Video Game Advertising 
Dominant forms of mass market entertainment  
In-game advertising: the use computer and video games as a medium in which to deliver advertising 
Potential disadvantage with video game advertisement is that it has become very cluttered and becomes hard to stand out. 
Digital Content 
Digital has become less about marketing and more about creating material that in itself provides value for the target audience 
The challenge today is what mediums should be implemented to maximize consumer reach
Company websites 
The objective today is to move beyond a website that is merely a catalogue or repository of information to a more actively engaging stakeholders and provides value in exchange for screen time
Determining what information consumers want can is vital to the success or failure of a website 
The use of web analytics will provide analysis where someone went on a brand’s website 
Could now combine consumer interactions with demographical data to get a clearer understand of the web-activity 
40% of shoppers abandon the shopping cart at checkout
Now you can use that data to send personalized emails to consumers about that product on special and can lead to the actual purchase 
Website Design Issues
Make sure the site functions properly 
It can serve as a springboard for interactive marketing programs 
Need to make sure the design of the website is strong to entice consumers to stay on webpage 
How to create effective websites
Make the web site easy to access and quick to load 
Ask for site evaluation
Make some type of marketing offer to encourage a response 
Measure results continuously 
It must fit with having a strategic purpose such as to acquire new customers, serving existing customers, or to cross-sell goods or services 
Consumer Generates reviews
Important feature for a company selling products online
Amazon Reviews or App Store Reviews
This could actually entice consumer on whether or not to make the purchase since they get direct feedback from consumers using the product 
Consumer-generated products
When lays launched the create your flavor campaign 
Great way to get consumers involved with the brad 
A feel of ownership with the brand 
Online Communication
Marketers have 2 was to attract an audience
Joining groups that consist of like-minded audiences 
Creating their own groups 
Then you must establish expertise and relationship with audiences 
The main difference between social media and advertising is that the content is usually not effective if it is overly sales-oriented. Participation in online groups assume a more subdued approach 
Consumer-Generated Advertising 
Now a now method is being used to develop marketing messages 
Viewers of the ad tend to accept a consumers-generated advertisement as being more genuine than a company-produced commercial 
Consumers are more intrigued with consumer generated content because it does not look like it is advertisement 
Developing a social media presence 
The initial step is to develop a social media page and accepting friend requests 
Then once a page is set up, being actively involvement and engaged with consumers will create a relationship with them.
Sending out cool videos or cool posts helps create word-of-mouth between consumers
Blogs: 
What makes blogs so powerful is that one consumer dissatisfied with a particular brand can now tell thousands or even millions
A great strategy  is to join blogs and provide a interactive platforms where consumers can express their feelings towards the brand 
 The goal is to have a backbone and not censor every negative comment. You always improve when you make a mistake 
Viral Marketing 
Preparing a marketing message that in some way is passed from one consumer to another 
Can be by email, online, social media 
Best form of word-of-mouth advertising 
STEPPS
Social Currency: Makes up look good
Triggers: Top of our mind 
Emotions: What we care about 
Public: What we see people doing around us
Practical Value: Things that we have value with others 
Stories: Not just information on stories 
The viral message
Must focus on the product or business so it is not lost 
Determine why an individual would want to pass the message along or tell friends about it 
Usually must have an incentive to pass the message around 
It could be as simple as campaign uniqueness 
Strength and Weaknesses of Digital Media 
Strength of Digital Marketing
Targetability: Banners an be highly targeted, based on profiles on web browsers 
Format Flexibility: Digital marketing offers unlimited formats, high degree of creativity 
Involvement
This medium is great to get consumers involved with the brand, it’s a way to for people to interact with companies and feel apart of the brand 
Relatively low cost
A number of digital options available to marketers are extremely low cost 
Weaknesses of Digital marketing 
Limited reach
You can only reach the people who own internet. 
Internet penetration is about 80%’
Clutter: It is very hard to stand out from the millions of other of brands 
Privacy concerns 
Lack of control
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Overview
Metrics: accurately portray the effectiveness of a marketing communication plan 
message evaluation 
Seeks to understand what an audience thinks or feels in response to a message
Message Evaluation Techniques:
Examine the message and the physical design of the advertisement, coupon, direct marketing, or whatever the form of marketing communications
 response evaluation 
Measures what the audience actually does in response to a message 
Respondent behavior evaluations: 
Address visible customer actions, including store visits, inquiries, or actual purchases 
Both methods should be used to build sort-term results and achieve long-term success
All methods should be used to coordinate how the efforts are being used to measure the IMC objectives
Matching Methods with IMC Objectives
Marketers should not just focus on short-term goals, like goals. 
Brand awareness and loyalty are built over many years, these would be important to review short term objectives
You must determine what objective each IMC component was used to satisfy a stage in the consumer decision making 
Advertising Media:
Expected reach and frequency 
Total GRP’s 
Direct Marketing
Inputs:
Number of direct mail packages that were effectively delivered 
Outcomes
Click-throughs to a company website
Sales Promotion 
Inputs 
Number of coupons delivered or the size of the rebates offered 
Outputs
Metrics such as the number of contests entries or rebates claimed 
Outcomes
Tied to sales or are sales-related
Public Relations
Inputs:
Efforts of the firm to communicate with various audiences 
Outputs 
Impressions or the number of people who were exposed to the message 
Outcomes
Measures that capture the intended  objectives of PR, such as brand perception or likeability 
Digital Marketing
Inputs
The number of banner ads delivered or the number of discussion forums in which the company engages 
Outputs 
Click-Through to websites or other online resources
Outcomes
Could be brand awareness, actual sales
Inputs are easy to measure while outputs take a more proactive approach to understand 
Pre-test
Concept testing: Examines the proposed content of marketing communications and the impact that content may have on potential target audience
Examines
Proposed content of marketing communications
Impact on potential target audiences
When
Early stages (before production)
How
Focus groups
Storyboard or mock ad
Comprehension and reaction tests
Copy testing: Designed to elicit response to the main message as well as the format used to present the message 
Examines
Main message
Message format
Audience’s stated preferences and attitudes
When
Final stages (after pre-production)
Disadvantages
Too rational
Restrains creativity
Consumers don’t know what makes an ad effective
Waste of time and money
Advantages
Additional, external support for campaign
Persuasion analysis: To state preferences and attitudes to specific messages and make more subtle evaluations based on their exposure based on their exposures to communications messages 
Examines
Persuasiveness of a message
 Audience’s attitudes toward the brand and/or purchase intentions
How
Before and after measures
Amount of change
Emotional reaction test
Examine more deeply an audiences emotional reaction to proposed marketing communications 
Physiological arousal test
Previous
Self-reported measures
Examines
Fluctuations in a person’s body functions associated with changing emotions
How
Psychogalvanometer (perspiration)
Pupillometric meter (pupil dilatation)
Psychophysiology (brain imaging)
Purchase simulation test
Examines
Consumer behavior in a controlled laboratory environment
Product choice
How
Mock store shelves
Before and after measure
Why
Does not rely on stated opinions and attitudes
Reduces social desirability bias
Post Test
Recall test
EXAMINES
Whether an audience remembers the message
What the audience remembers about the message
Brand/ad awareness
HOW
Recall communication messages viewed during specific time period 
Identify specific information about the message
TYPES
Day-after recall (DAR)
Unaided recall
Recorded in memory
Decreases incorrect recalls
Aided recall
WHY
Evoked set
Evaluation of alternatives
FACTORS
Attitude toward advertising
Prominence of brand name in ad
Brand usage
Age
INCORRECT RECALL
Important data!
Memorable messages
Network of associations in memory
 Recognition test
EXAMINES
Consumers’ attitudes
Level of interest and attention
Comprehension and reaction
HOW
Given copy of ad
Asked if recognize
Asked when/where/what
Particularly effective for cognitive message strategy
FACTORS
Liking
Level of interest
Brand usage
Execution
Sales and response rates
EXAMINES
Behavioural impact of marketing communications
HOW
Scanner data
CHALLENGES
Marketing communications vs. other factors
External factors at point of purchase
Delayed impacts
Goal of IMC not always to increase sales
Assessing responses other than sales
Test markets
EXAMINES
Small scale test before launch
PROS
Test effectiveness of different elements
Can have multiple test markets
Cost-effective
Revisions based on actual data
CHALLENGES
Represent target audience/total population
Time lapse
Competition’s responses
Can’t assess delayed impacts
How do you select/ design evaluation Tools
Relevance with objective(s)
If the goal was to stimulate trial purchases, then the test needs to based on the stimuli 
Research should agree on how the results are going to be used 
Predictions based on theory/model
Objective is to enhance the odds that the communication will actually produce the desired results
Use measures that can explain how individuals make decisions based on marketing communications
Representative sample
You need to pick the right size on a sample to make sure you can accurately monitor results 
Procedures required
Number of exposures
Need for alternate messages (at similar stages)
Length of time
Use of results
Biases and external factors
Predetermined cut-off score
Reliability and validity
Repeatable and generalizable
Combination of different measures
Why some marketers don’t Measure
Company/brand already evaluates the campaign carefully 
Cost of testing
Time required
Conflicts of interest
Compensation (size of account; profit)
Creativity
Competitive pressures
The lack of testing is sustained by 3 measures
Conflicts of Interests between clients and Agencies 
Agencies are compensated relative to the size of the overall campaign, not the effectiveness of the campaign 
Competitive Pressure
People think the only reason to invest in marketing communications is to blunt the effectiveness of a competitors marketing communications 
Rewards based on Revenues
Most managers are based on sales not profits
Evaluating The overall IMC Program
What do you evaluate in the Overall IMC Program
Market Share
The whole goal of IMC is to increase or maintain market share
Level of Innovation: Finding new and different ways to achieve objectives
Productivity: It’s reflective of the industry’s increasing emphasis on results
Physical and Financial Resources: The firm must provide sufficient financial resources to reach this goal 
Profitability: is vital for the marketing department and the overall organization 
Manager performance and development: is possibly an overlooked part of IMC program 
Employee performance and attitudes:
Reflects the morale within the marketing department, but also relations with other departments and groups
Social Responsibility 
Brand equity and loyalty are hurt when the firm is known for illegal or unethical patterns 
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