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Integrated marketing communications: 

Promotion The 4th P in the marketing mix: 
· Promotion or communication: 
· The last of the 4 Ps 
· To convince target customers that the goods and services offered provide a competitive advantage over the competition 
· Integrated marketing communications: 
· Changing communications technology 
· More communication/ Less mass marketing 
· Consumers are better informed 
· Integrated marketing communications (IMC) 
· IMC is the promotion element of the four Ps 
· Uses a variety of communication methods: 
· General advertising 
· Personal selling 
· Sales promotion 
· Public relations 
· Direct marketing 
· Digital media 
· Integrated marketing communications is the integration by the company of its communication channels to deliver a clear, consistent and compelling message (at every contract point) about the organization and its products 
· Communication process: 
· Sender (firm) 
· Transmitter encodes message 
· Communications channel (media) 
· Receiver (consumer) decodes message
· Feedback 
Steps in Planning an IMC campaign: 
· Identify target audience 
· Set objectives 
· Determine budget 
· Convey message 
· Evaluate and select media 
· Create communication 
· Asses Impact 

1. Identify target audience: 
· A marketing communicator starts with a clear target audience in mind 
· Campaign success depends on how well the advertiser can identify its target audience 
· The audience may be: 
· Potential buyers/current users 
· Those who make the buying decisions. Those who influence it 
· Individuals, groups or the public 
2. Set Objectives: 
· The yardstick against which success of failure is measured 
· The objects 
· Can be short-term or long-term 
· May aim to inform, persuade or remind customers 
· When setting objectives marketers have to consider 
· Nature of the market (consumer vs business) 
· Distribution channel strategy: Push vs Pull 
· Nature of the product (simple vs Complex) 
· Stage in the product life cycle 
· Buyer-reediness stages 
3. Determine Budget
· Considerations
· Role that advertising plays in meeting overall promotional objectives 
· Expenditures vary over the course of the product life cycle 
· Nature of the market and the product influence the size of the budget 
· Budget methods: 
·  Objective and task 
· Competitive parity 
· Percentage of sales 
· Affordable budgeting 
4. Convery message: 
· What message 
· Providing the target audience with reasons to respond (ex: Products attributes/benefits/ problem solving abilities) 
· Unique selling proposition (USP) 
a. Differentiate a product by communicating its uniqueness 
b. Often becomes the common theme or slogan of the entire campaign 
· What Appeal
· Rational appeal – Rational appeals are more cognitive and persuade using rational thought 
· Emotional appeal – emotional appeals persuade by triggering an emotional response rather than offering rational arguments 
· Advertising- The AIDA model: 
· The message should get attention, hold interest, arouse desire, and obtain action (A framework known as the AIDA model) 
5. Evaluate and select media
· Media planning: The process of evaluating and selecting the media mix 
· Media Mix: The combination of the media used and the frequency of advertising in each medium 
· Media Buy: Media buy is the purchase of airtime or print pages 
· Mass Media: reach large anonymous audience 
· Niche media: reach a smaller more targeted audience 
· Determining the advertising schedule
· Continuous 
· Flighting 
· Pulsing 
6. Create communication: 
· Creativity
· Plays a majour role in the execution stage 
· Should not overshadow the message 
· Objectives
· The execution style must match the medium and objectives 
· Execution style
· The type of medium determines the execution style 
7. Assess impact using marketing metrics 
· Pretesting 
· Tracking 
· Post-testing 
· Lagged effect: 
· Advertising does not always have an immediate impact 
· Multiple exposures are often necessary 
·  Difficult to determine which exposure led to purchase 
· Integrated marketing communications tools 
· Digital media 
· Advertising 
· Personal selling 
· Sales promotion 
· Public relations 
· Direct marketing 
· Advertising: is a paid form of communication, delivered through media from an identifiable source 
· Most visible element of IMC 
· Extremely effective at creating awareness and generating interest 
· Objectives: 
· Inform 
· Persuade 
· Remind 

· Informative advertising
· Informative advertising: 
· Creates and builds brand awareness 
· Stimulates interest in a product 
· Early in the PLC, firms use informative advertising to educate consumers about the product/ service 
· Persuasive advertising: 
· Firms use persuasive advertising to motivate consumers to act 
· Generally, occurs in the growth and early maturity stages of the PLC when competition is most intense 
· In the later stage of the PLC may be used to reposition an established brand 
· Reminder Advertising
· Reminder advertising: Is communication used to remind or prompt repurchases
· After the products have gained market acceptance 
· In the maturity stage of the lifecycle
· Top – of – mind- awareness (TOMA) 
· Prominent place in people memories 
Advertising: 
· Focus of advertisements: 
· Product- focused 
· Institutional 
· Product placement 
· Product is included in non-traditional situations
· Ex: A scene in a movie, music videos 
· Public service announcements (PSA) 
· A special class of demand advertising 
· Focus is on public welfare 
· Sponsored by non-profit organizations 
· A form of social marketing 
Advertising – Regulatory and ethical issues: 
· Regulation is a mix of formal laws & informal restrictions 
· Designed to protect consumers from deceptive practices 
· Many federal and provincial laws, self-regulatory agencies and agreements 
· Puffery (Outrageous claims) 
· The line between puffery and deception is a fine one 
Personal selling: 
· Personal selling: is the two-way flow of communication between a buyer and a seller, designed to influence the buyers purchase decision 
· Some products require the help of a salesperson 
· More expensive than other forms of promotion
· Salespeople can add significant value which makes the expense worth it 
· It can take place in various settings, including face-to-face, video teleconferencing, on the telephone or over the internet 
Personal selling – Unique contribution to the 4Ps 
· The value added 
· Build relationships 
· Educate and provide advice
· Save time and simplify buying 
· Assists in creating strong supply chain relationships 
· Increased customer loyalty through relationship selling 
· Can customize the message for a specific buyer 
· Gather research input from customers 
· Crucial to the success of CRM 
Sales Promotions: 
· Sales promotions: Are special incentives or excitement-building programs that encourage the purchase of a product or service 
· Can be aimed at both end user consumers or channel members 
· Discounts and allowances, cooperative advertising, sales force training) 
· Can be used in either push or pull strategies 
· Can be used for both short-term and long-term objectives 
Types of consumer sales: 
· Coupons 
· Deals 
· Premiums 
· Contests 
· Sweepstakes 
· Samples 
· Loyalty programs 
· POP displays Rebates 
Using sales promotion tools: 
· Marketers need to be careful in their use of promotions 
· Future sales are shifted to now 
· Short-run benefits at the expense of long-term sales stability 
· Firms have become more creative in the types of promotions used: 
· Pop-up stores 
· Cross-promoting 
Direct (response) marketing 
· Direct marketing: Involves making direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting consumer relationships 
· Through the use of 
· Direct mail
· Telephone 
· Direct response television 
· Email 
· The internet 
· Examples: 
· Catalogues 
· Telemarketing 
· Kiosks 
· Characteristics: 
· Targeted
· Motivates an action 
· Measurable 
· Provides information 
Public relations: 
· Public relations: involves building good relations with the company’s various publics by obtaining favourable publicity, building up a good corporate image, and handling or heading off unfavourable rumors, stories an event 
· Generate “free” media attention 
· PR becoming more important as: 
· Cost of other media has increase 
· Consumers becoming more skeptical about marketing 
· Examples: Press releases, sponsorships, special events, wen pages 
Digital Media: 
· Digital media tools range from: 
· Websites ‘blogs 
· Social media 
· Mobile apps 

