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CHAPTER 1
An Introduction to Integrated Marketing Communications

Chapter Overview
The purpose of this opening chapter is to provide the student with an overview of the field of advertising and promotion and its role in the marketing process. We introduce the concept of integrated marketing communications (IMC), its evolution, and examine how various marketing and promotional elements must be coordinated to communicate effectively. We also discuss the reasons for the increasing importance of the IMC perspective in planning and executing advertising and promotional programs. Marketers understand the value of strategically integrating the various communication functions rather than having them operate autonomously. The move to integrated marketing communications also reflects an adaptation by marketers to a changing environment, particularly with respect to consumers, technology, and media. The various elements of the promotional mix are introduced in this chapter along with a brief discussion of these basic tools of IMC. We discuss how many companies are taking an audience contact or touch point perspective in developing their IMC programs and consider four basic categories of touch points. This chapter also examines the various tasks and responsibilities involved in advertising and promotion management and a model of the integrated marketing communications planning process is presented. Lastly, we give an overview of the perspective and organization of the rest of the text.

Learning Objectives
1.     Describe the role of advertising and other promotional elements in marketing.
2.     Discuss the evolution of the integrated marketing communications (IMC) concept.
3.     Explain the increasing value of the IMC perspective in advertising and promotional programs.
4.     Identify the elements of the promotional mix.
5.     Identify the contact points between marketers and their target audiences.
6.     Describe the steps in the IMC planning process.

Chapter and Lecture Outline
I.	INTRODUCTION TO ADVERTISING AND PROMOTION
The chapter begins with a brief discussion of the changing roles of advertising and promotional strategy in modern marketing. Specifically, it offers a case study from Nike about their willingness to take a risk and utilize Colin Kaepernick in their anniversary campaign. The case shows that Nike was willing to change their marketing strategy in order to adapt to the new ways in which companies and brands communicate with consumers. Instructors should discuss how increases in audience fragmentation and a shift to digital media have spearheaded this change in brand/consumer communication. Consumers no longer just passively receive messages, but serve as content creators as well. Brands must be willing to adapt their strategies, moving away from solely an advertising focus to a holistic approach that attempts to engage consumers in a conversation: an IMC approach. Instructors should also stress the difference between IMC, advertising, and public relations.

II.	THE GROWTH OF ADVERTISING AND PROMOTION
Advertising and promotion are integral parts of our social and economic systems. Advertising has evolved into a vital communication system for both consumers and businesses. In market-based economies, consumers rely on advertising and other forms of promotion to provide them with information they can use in making purchase decisions. Corporations rely on advertising and promotion to help them market their products and services.
Evidence of the increasing importance of advertising and promotion in the marketing process comes from the growth in expenditures in these areas over the past decade. In 1980, advertising expenditures in the U.S. were $53 billion and $49 billion was spent on sale promotion. In 2019, $240 billion was spent on advertising. Of that, $110 billion was spent on traditional advertising media such as TV, radio, magazines, newspaper, and OOH. Digital/online advertising accounted for the other $130 billion. Billions more are spent by both domestic and foreign companies in other promotional areas such as direct marketing, event sponsorship, interactive marketing, sponsorships, consumer and trade promotions, and public relations efforts. The tremendous growth in expenditures for advertising and promotion reflect the growth of the U.S. and global economies. Expansion-minded marketers are taking advantage of growth opportunities in various regions of the world and taking advantage of integrated marketing opportunities through methods such as event sponsorship and the use of the Internet. Particularly noteworthy is the increase in the amount of marketing communications dollars being spent online. For the first time ever, in 2019, digital ad dollars in the U.S. surpassed those dollars spent on traditional advertising media. Specifically, 54 percent of advertising dollars in the U.S. went to digital advertising efforts while 46 percent went to traditional advertising media. By 2023, it is expected that digital advertising will account for more than two-thirds of all advertising spending. These upward trends in ad spending, and particularly digital ad spending, are seen globally, although U.S. advertising spending accounts for nearly a third of the world’s advertising expenditures. 
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III.	THE ROLE OF MARKETING
Many students may already have had a marketing course; however, it is still helpful to define marketing and stress that it involves more than just selling or other promotion functions. For more than two decades, the American Marketing Association, the association that represents marketing professionals in the United States and Canada, defined marketing as: 
the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives.
This definition of marketing focused on exchange as a central concept in the various activities involved in the marketing process. Many experts argue that exchange is the core phenomenon or domain for study in marketing. The discussion can focus on the nature of exchange and what is needed for this process to occur including: two or more parties with something of value to one another; a desire and ability to give up their something of value to the other party; and a way for the parties to communicate with one another.
In 2007, the AMA adopted a revised definition of marketing:
Marketing is the activity, set of institutions, and processes for creating, communicating, and delivering exchange offerings that have value for customers, clients, partners and society at large.
This definition of marketing is more reflective of the role of non-marketers to the marketing process. It also focuses on the important role marketing plays in developing and sustaining relationships with customers and delivering value to them. 
Value is the customer’s perception of all of the benefits of a product or service weighed against all the costs of acquiring and using it. Benefits can be functional (focusing on the performance of the product), experiential (focusing on what it feels like to use the product), or psychological (feelings that result from owning a particular brand). Costs include the money paid for the product or service as well as other factors such as acquiring information, making the purchase, learning how to use a product/service, maintaining the product, and disposing of it. 
A. The Marketing Mix—The four elements of the marketing mix (product, price, place, and promotion) can be introduced and the task of combining these elements into an effective marketing program for facilitating exchange with a target audience should be noted. The instructor should point out that while this course focuses on the promotion element of the marketing mix, the promotional program must be part of a viable marketing strategy and coordinated with other marketing mix variables. This leads into a discussion of the concept of integrated marketing communications.
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IV.	INTEGRATED MARKETING COMMUNICATIONS
A.	The Evolution of IMC—In the past, many marketers built strong barriers around the various marketing and promotional functions, planning and managing them separately with different budgets, different views of the market and different goals and objectives. In the 1980s, however, many companies began moving toward the concept of integrated marketing communications (IMC), which involves coordinating the various promotional elements along with other marketing activities that communicate with a firm’s customers. As marketers embraced the concept of IMC, they began asking their ad agencies to coordinate the use of a variety of promotional tools rather than relying primarily upon media advertising. A number of companies began looking beyond traditional advertising agencies, using other types of promotional specialists to develop and implement various components of their promotional plans. As the advertising industry recognized that IMC was more than just a fad, terms such as new advertising, orchestration, and seamless communication were used to describe the concept of integration. A task force from the American Association of Advertising Agencies (4As) developed one of the first definitions of integrated marketing communications (MC) defining it as:
a concept of marketing communications planning that recognizes the added value of a comprehensive plan that evaluates the strategic roles of a variety of communication disciplines—for example, general advertising, direct response, sales promotion, and public relations- and combines these disciplines to provide clarity, consistency, and maximum communications impact.
	Integrated marketing communications calls for a “big picture” approach to planning marketing and promotion programs and coordinating various communication functions. With an integrated approach, all of a company’s marketing and promotional activities should project a consistent and unified image to the marketplace. However, advocates of IMC have argued for an even broader perspective that considers all sources of brand or company contact that a customer or prospect has with a company, product, or service. 
An example of this unified communication approach is provided of Montblanc, a luxury leather goods, tech, watch, and other accessory brand. The brand recognized that each interaction consumers have with their brand serves as an opportunity for the brand to deliver on their brand promise of quality products, to strengthen relationships with their customers, and deepen loyalty. The example of Montblanc’s IMC approach provided discusses their “The Spirit of Mountain Exploration” campaign, which uses imagery of mountain exploration in the 1920s and 30s to promote their chronographs and pocket watches. The campaign is an attempt by Montblanc to engage younger consumers who value exploration. This campaign features actor Hugh Jackman as the brand’s ambassador and utilizes print, digital, and social media to communicate the brand’s message. This example highlights the advertising industry’s recognition that a broader perspective of the advertising discipline was needed to involve a more strategic perspective that would open up more opportunities for brands to engage with consumers. 
B.	A Contemporary Perspective of IMC—As IMC evolves and marketers develop a better understanding of the concept, they are recognizing that it involves more than just coordinating the various elements of the marketing and communications program to reflect “one look, one voice.” IMC is being recognized as a business process that helps companies identify the most appropriate and effective methods for communicating and building relationships with customers and other stakeholders.  Don Schultz of Northwestern University, who has been one of the major proponents and thought leaders in the area, developed a new definition of IMC which is as follows:
Integrated marketing communications is a strategic business process used to plan, develop, execute and evaluate coordinated, measurable, brand communications programs over time with consumers, customers, prospects, employees, associates and other targeted relevant external and internal audiences.  The goal is to generate both short-term financial returns and build long-term brand and shareholder value.
This definition views IMC as an ongoing strategic business process rather than just tactical integration of various communication activities.  It also recognizes that there are a number of relevant audiences that are an important part of this process beyond just customers such as prospects, suppliers, investors, interest groups, and the general public. This definition also shows the increasing emphasis being placed on accountability and measured outcomes of marketing communication programs.  
C. Reasons for the Growing Importance of IMC—There are a number of reasons why marketers are adopting the concept of IMC. A very fundamental reason is that they recognize the value of strategically integrating the various communication functions rather than having them operate autonomously, taking advantage of synergy among promotional tools. The move also reflects an adaptation by marketers to a changing environment, particularly with respect to consumers, technology, and media consumption behavior. One of the major developments that has led to the adoption of IMC is the fragmentation of media and the shift from mass to micromarketing. The IMC movement is also being driven by a “marketing revolution” that is changing the ways companies market their products and services. Major characteristics of this marketing revolution include:
· The use of the Internet in marketing efforts allows advertisers to reach consumers in a much more targeted way than traditional media ever allowed for. 
· Audiences are more fragmented than ever before, leaving media planners and buyers with much more difficult decisions to make when it comes to ad placement. 
· Consumers are finding more ways to avoid marketers advertising messages as consumers, particularly young consumers, have grown skeptical of advertising. Advertisers and those selling advertising space on the Internet have become gravely aware of the use of ad blockers, which could limit their success in digital spaces.
· Marketers can no longer be tied to a specific communication tool (such as media advertising) but should instead use the best contact methods for delivering their message to target audiences. 
· Agencies strive to show their value to clients by repositioning themselves as specialists in all IMC efforts, not just advertising, and work to show their expertise in digital marketing. 
D. The Role of IMC in Branding—One of the major reasons for the growing importance of integrated marketing communications over the past decade is that it plays a major role in the process of developing and sustaining brand identity and equity. Brand identity is a combination of many factors including the name, logo, symbols, design, packaging, and performance of a product or service as well as the associations that come to mind when consumers think about a brand. It is the sum of all points of encounter or contact that consumers have with a brand, which includes the various forms of integrated marketing communication used by a company. Figure 1-1 shows the world’s 10 best global brands from the 2018 Interbrand rankings. 

McGraw-Hill Connect ®: IMC for Bee & Gee's Shampoo Products
Type of Activity: Case Analysis
Activity Summary:
Bee & Gee is a multi-product, multi-brand, packaged goods company with a significant presence in the personal care and grooming category. Within each product category, it has numerous brands that sometimes compete with each other in the same geographical markets. Each year, the brand managers of each individual brand at Bee & Gee review the marketing communications elements used for the brand during the current year and start the planning process for next year's promotion. In this activity, students will answer questions about IMC elements and planning.
Activity Learning Objective:
01-02 Discuss the evolution of the integrated marketing communications (IMC) concept.
Concept Review:
Though advertising has been the dominant form of marketing communication, a variety of other elements such as direct response, sales promotions, public relations, interactive marketing, and event sponsorships have become an increasingly important part of a firm's promotional portfolio. Most marketers began moving toward the process of integrated marketing communications (IMC), which involves coordinating the various promotional elements and other marketing activities that communicate with a firm's customers. As marketers embraced the concept of integrated marketing communications, they began asking their ad agencies to coordinate the use of a variety of promotional tools rather than relying primarily on mass media advertising. Many agencies responded by acquiring PR, sales promotion, and direct-marketing companies and touting themselves as IMC agencies that offer one-stop shopping for their clients' promotional needs.
Difficulty: 2 Medium
Bloom’s: Analyze
AACSB: Analytical Thinking

V.	THE PROMOTIONAL MIX: THE TOOLS FOR IMC
Promotion is defined as the coordination of all seller-initiated efforts to set up channels of information and persuasion to sell goods and services or promote an idea. It should be noted that promotion is best viewed as the communication function of marketing. The discussion of integrated marketing communications should point out how other marketing elements such as brand name, package design, price, or retail outlets implicitly communicate with consumers. However, most of an organization’s communication with the marketplace takes place through a carefully planned and controlled promotional program which utilizes elements of the promotional mix. The promotional mix is defined as the basic tools or elements that are used to accomplish an organization’s objectives. The role and function of each promotional mix element in the marketing program can be discussed along with its advantages and limitations.
A.	Advertising—Any paid form of nonpersonal communication about an organization, product, service, or idea by an identified sponsor.
Each element of this definition is described in the text and it would be beneficial for instructors to break down the definition for students. Advertising is a paid form of communication, meaning that it almost always purchased (except PSAs). The nonpersonal element indicates that advertising involves mass media that transmit a message to a large group of people at the same time with little to no opportunity for immediate feedback. Advertising is done for organizations, produces, services, and ideas and is typically most beneficial for products and services targeted at a mass consumer audience. Finally, advertising comes from an identified sponsor. 
Advantages:
· Cost-effective way for communicating, particularly with large audiences.
· Ability to create images and symbolic appeals and for differentiating similar products and services.
· Valuable tool for creating and maintaining brand equity.
· Ability to strike responsive chord with audience through creative advertising.
· Opportunity to leverage popular advertising campaigns into successful IMC programs which can generate support from retailers and other trade members.
· Ability to control the message (what, when and how something is said and where it is delivered).
Disadvantages:
· Cost of producing and placing ads can be very high, particularly television commercials.
· Can be difficult to determine the effectiveness of advertising.
· Credibility and image problems associated with advertising.
· Vast number of ads has created clutter problems and consumers are not paying attention to much of the advertising they see and/or hear.
The nature and purpose of advertising differs from one industry to another and across various situations as does its role and function in the promotional program. The common classifications of advertising to the consumer market include national, retail/local and direct-response advertising as well as primary versus selective demand advertising. Classifications of advertising to the business and professional market include industrial, professional and trade advertising. These classifications are described in Figure 1-4.
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McGraw-Hill Connect ®: WPU's Competitive Promotional Mix Analysis
Type of Activity: Click and Drag
Activity Summary:
The newly appointed president of a university in the Midwest wants to propose an IMC campaign to attract the best student prospects and their parents to the university. He hires an independent marketing consulting firm to conduct a competitive analysis of the promotional mix by examining IMC elements used by peer/competitor universities. From the descriptions of the competitive IMC activity, students will identify the specific subtype of promotional mix element and match those with the six broad types of promotional mix elements. 
Activity Learning Objectives:
01-04 Identify the elements of the promotional mix.
01-05 Identify the contact points between marketers and their target audiences.
Concept Review:
Promotion has been defined as the coordination of all seller-initiated efforts to set up channels of information and persuasion in order to sell goods and services or promote an idea. Most of an organization's communications with the marketplace take place as part of a carefully planned and controlled promotional program. The basic tools used to accomplish an organization's communication objectives are often referred to as the promotional mix.
The promotional mix includes six elements: advertising, sales promotion, publicity/public relations, personal selling, direct marketing and digital/interactive media. Each element of the promotional mix is viewed as an integrated marketing communications tool that plays a distinctive role in an IMC program. Each may take on a variety of forms. And each has certain advantages. 
Difficulty: 2 Medium
Bloom’s: Understand 
AACSB: Analytical Thinking

B.	Direct Marketing—A system of marketing by which organizations communicate directly with target customers to generate a response and/or a transaction. Direct marketing has not traditionally been considered an element of the promotional mix. However, because it has become such an integral part of the integrated marketing communications program of many organizations, this text views it as a component of the promotional mix.
	Advantages:
· Changes in society (two-income households, greater use of credit) have made consumers more receptive to the convenience of direct-marketed products.
· Direct marketing allows a company to be very selective and target its marketing communications to specific customer segments.
· Messages can be customized to fit the needs of specific market segments.
· Effectiveness of direct-marketing efforts is easier to assess than other forms of promotion.
· Many companies now have extensive databases that can be used to target current and prospective customer, particularly through digital media.
	Disadvantages:
· Consumers and businesses are being bombarded with unsolicited mail and phone calls which makes them less receptive to direct marketing.
· Direct marketing has image problems.
· There can be problems with clutter as there are too many direct-marketing messages competing for consumers’ attention.
One of the major tools of direct marketing is direct-response advertising. This is when a product is promoted in an ad that urges consumers to purchase the product directly from the manufacturer. Direct mail, television, and Internet advertising are the primary platforms through which direct-response ads are placed. Some companies that distribute their products through traditional distribution channels or have their own sales force are also now engaging in omnichannel retailing where their products are sold through multiple distribution channels such as in retail stores, online, in catalogs, and in mobile apps. This type of strategy uses a combination of offline and online channels to influence customer’s shopping experience and often involves the use of direct-marketing tools as part of the IMC mix. 
C. Digital/Internet Marketing—Digital media, specifically interactive media, allow for a two-way flow of communication whereby users can participate in and modify the content of the information they receive in real time. The major interactive medium is the Internet, which is a global collection of computer networks linking both public and private computer systems. While the most prevalent perspective on the Internet is that it is an advertising medium, it is actually a medium that can be used to for other elements of the promotional mix as well including sales promotion, direct marketing, and public relations. The proliferation of the Internet has also given rise to the development and growth of social media. Social media are online means of communication and interactions among people that are used to create, share, and exchange content such as information, insights, experiences, perspectives, and even media themselves. Nearly three-quarters of Americans have a social media profile with usage of social media being highest among young adults (18–29). For many years, consumers accessed the Internet and even social media through their personal computers, but with the growth of smartphones and tablets, many consumers shifted to the use of their mobile phones to access the Internet/social media. This extensive penetration of smartphones led to a rapid growth in mobile marketing, whereby marketing messages are designed for and sent directly to these devices. Mobile advertising saw spending of nearly $87 billion in 2019 and now accounts for more than two-thirds of digital advertising spending. Digital and Social Media Perspective 1-1 discusses how the digital revolution has impacted integrated marketing communication since the beginning of the new millennium and given rise to the growth of social media and mobile marketing.
Advantages:
· The Internet can be used for a variety of integrated marketing communication functions including advertising, direct marketing, sales promotion, public relations and selling.  The Internet is also the foundation for social media sites such as Facebook and Twitter, which are becoming an integral part of many marketers IMC programs, as well as mobile marketing.
· Messages can be tailored to appeal to the specific interests and needs of the target audience.
· The interactive nature of the Internet leads to a higher degree of customer involvement when customers are visiting a website.  
· The Internet makes it possible to provide customers with a great deal of information regarding product and service descriptions and specifications, purchase information and more. Information provided by marketers can be updated and changed continually.
· The Internet has tremendous creative potential as a well-designed website can attract a great deal of attention and interest among customers and be an effective way to generate interest in a company as well as its various products and services.
Disadvantages:
· The Internet is not yet a complete mass medium as some U.S. households do not have access to the Internet and many do not have broadband access.  In some countries this percentage is much higher.
· There are problems with the Internet as an advertising medium as many Internet users do not pay attention to banner ads and the click-through rate on most is extremely low.
· There is a great deal of clutter on the Internet which makes it difficult for advertising messages to be noticed and/or given attention.
D.	Sales Promotion—Marketing activities that provide extra value or incentive to the sales force, distributors, or the ultimate consumer and can stimulate immediate sales. Sales promotion is generally broken into two major categories: consumer-oriented and trade-oriented activities. Consumer-oriented sales promotions are targeted to the ultimate user of a product or service (i.e. coupons, sampling, premiums, rebates, contests, sweepstakes). Trade-oriented sales promotion is targeted toward marketing intermediaries (i.e. wholesalers, distributors, and retailers). Examples of this include price deals, merchandising allowances, and trade shows.
Advantages:
· Provides extra incentive to consumer or middlemen to purchase or stock and promote a brand.
· Way of appealing to price sensitive consumer.
· Way of generating extra interest in product or ads.
· Effects can often be more directly measured than those of advertising.
· Can be used as a way of building or reinforcing brand equity.
	Disadvantages:
· Many companies are becoming too reliant on sales promotion and focusing too much attention on short-run marketing planning and performance.
· Many forms of sales promotion do not help establish or reinforce brand image and short-term sales gains are often achieved at the expense of long-term brand equity.
· Problems with sales promotion clutter as consumers are bombarded with too many coupons, contests, sweepstakes and other promotional offers.
· Consumers may become over-reliant on sales promotion incentives which can undermine the development of favorable attitudes and brand loyalty.
· In some industries, promotion wars may develop whereby marketers sales promotion incentives extensively, which results in lower profit margins and makes it difficult to sell products at full price.
	It is important to address the potential terminology problem concerning the use of the terms promotion and sales promotion. In this text, the term promotion represents an element of the marketing mix by which firms communicate with their customers and includes the various promotional mix elements. However, many marketing and advertising practitioners use the term promotion in reference to sales promotion activities. We use the term promotion in the broader sense. When discussing sales promotion activities, we are referring to this one specific element of the promotional mix.
E.	Publicity/Public Relations 
1. 	Publicity—nonpersonal communications about an organization, product, service, or idea that is not directly paid for nor run under identified sponsorship. Examples include news stories, editorials, or announcements about an organization or its products/services. 
2. 	Public Relations—a strategic communication process that builds mutually beneficial relationships between organizations and their publics. 
The distinction should be made between publicity and public relations noting that public relations generally has a broader objective than publicity, as its purpose is to establish and maintain a positive image of the company among its various publics. Publicity is an important communications technique used in public relations; however other tools may also be used. Public relations has become an integral part of many companies’ IMC strategy. Additionally, a distinction should be made between advertising and publicity. While publicity involves nonpersonal communication to a mass audience, it is not paid for directly by the company. Instead, the company attempts to get the media to run favorable stories about them. 
Advantages of publicity:
· Credibility of publicity is usually higher than other forms of marketing communication.
· Low cost way of communicating.
· Often has news value and generates word‑of‑mouth discussion among consumers.
Disadvantages of publicity:
· Lack of control over what is said, when, where and how it is said.
· Can be negative as well as positive.
F.	Personal Selling—direct person‑to‑person communication whereby a seller attempts to assist and/or persuade prospective buyers to purchase a company’s product or service or act on an idea. Personal selling is the final element of an organization’s promotional mix but is not a direct part of the IMC program of most companies and is often not in the control of the advertising or marketing communications manager. 
	Advantages:
· Direct contact between buyer and seller allows for more communication flexibility.
· Can tailor and adapt message to specific needs or situation of the customer.
· Allows for more immediate and direct feedback.
· Promotional efforts can be targeted to specific markets and customers who are best prospects.
	Disadvantages:
· High cost per contact.
· expensive way to reach large audiences.
· Difficult to have consistent and uniform message delivered to all customers. 
Professor Notes:



McGraw-Hill Connect ®: Charmin Toilet Tissue IMC Elements
Type of Activity: Case Analysis
Activity Summary:
Charmin, an American brand of toilet paper that is nearly a century old, relied on strong advertising and consumer promotions to make a consumer-packaged good into a more exciting product/brand. One of their infamous campaigns was the Mr. Whipple “Please don’t squeeze the Charmin” campaign, which was followed after years of success by campaigns incorporating their cute and likeable (and now very recognizable) bears. Charmin shifted from a focus solely on consumer promotions and traditional advertising such as television commercials to a strategy in which they engaged consumers on social media, on mobile apps, and through cause-related marketing. Charmin is a brand that has managed to stay relevant and maintain market share as a stand-out in their product category by developing and adapting their IMC strategy over the years. 
Activity Learning Objectives:
01-01 Describe the role of advertising and other promotional elements in marketing.
01-03 Explain the increasing value of the IMC perspective in advertising and promotional programs.

Concept Review:
This is a good opportunity to review the differences between advertising and integrated marketing communications and outline why the shift from strictly advertising efforts to an IMC strategy has occurred. Additionally, it is beneficial to review the definition of marketing and reinforce that exchange lies at the heart of all marketing transactions. It is also beneficial to outline and review the four elements of the marketing mix (product, price, place, and promotion), reiterating that IMC is just one element of the marketing mix—the promotional variable. 
Difficulty: 1 Easy; 2 Medium
Bloom’s: Remember; Understand
AACSB: Analytical Thinking

VI. 	IMC INVOLVES AUDIENCE CONTACTS
The various promotional mix elements are the major tools that marketers use to communicate with current and/or prospective customers as well as other relevant audiences.  Many companies are taking an audience contact or touch point perspective in developing their IMC programs whereby they consider all of the potential ways of reaching their target audience with their messages. A touch point is every opportunity the customer has to see or hear about the company and/or its brands or have an encounter or experience with it. The various ways that a customer can come into contact with a company or brand are shown in Figure 1-5.  It is the responsibility of those involved in the marketing communications planning process to determine how each of these contact tools can be used to communicate with the target audience and how they can be combined to form an effective IMC program. Tom Duncan notes that there are four basic categories of contact or touch points which include:
· Company-created touch points are planned marketing communication messages such as advertisements, websites, news/press releases, packaging, sales promotion offers and point-of-purchase display.
· Intrinsic touch points are interactions that occur with a company or brand during the process of buying or using a product or service such as discussion with retail sales personnel or customer service representatives. These are not always under the direct control of the marketing department or IMC program.
· Unexpected touch points are unanticipated references or information about a company or brand that a customer or prospect receives that is beyond the control of the organization. This includes word-of-mouth messages as well as information from various media sources.
· Customer-initiated touch points are interactions that occur whenever a customer or prospect contacts a company. These contacts often involve inquiries or complaints that must be handled properly by the company such as through customer service departments.
A. Paid, Owned, and Earned Media—Another categorization of the various types of customer touch points that has become very popular is that of paid, owned, and earned media as shown in Figure 1–7. Marketers making effective use of IMC today will use a combination of all three forms of media and must determine how valuable each of the various forms of media and contact tools are for communicating with their current and prospective customers and how these can best be combined for the creation of an effective IMC program.
· Paid media refers to channels a marketer pays to leverage and includes traditional advertising media such as television, radio, print, outdoor, and direct mail as well as various forms of digital advertising such as paid search and online display and video ads. 
· Owned media refers to channels of marketing communication that a company controls, such as its websites, blogs, and mobile apps as well as social media channels such as Facebook, Twitter, Instagram, and YouTube. 
· Earned media is exposure for a company or brand that it did not have to pay for and is generated by outside entities such as the media or the general public. Earned media has traditionally been viewed as exposure for a company or brand generated by its public relations/publicity efforts or through favorable word of mouth.

VII.	THE IMC PLANNING PROCESS
Integrated marketing communications management is defined as the process of planning, executing, evaluating, and controlling the use of the various promotional-mix elements to effectively communicate with target audiences. It involves coordinating the promotional mix elements to develop a controlled and integrated program of effective marketing communication. It involves various decision areas such as:
· Which promotional tools to use and how to combine them effectively.
· Determining the size of and distributing the advertising and promotional budget.
· Determining the influence of various factors on the promotional mix including the type of product, target market, decision process of the buyer, stage of the product life cycle, and channels of distribution.
· What percentage of the budget should be allocated to advertising, sales promotion, online efforts, sponsorships, and personal selling.
This process is guided by the development of the integrated marketing communications plan, which provides the framework for developing, implementing, and controlling an organization’s IMC program and activities. At this point it is helpful to go through the Integrated Marketing Communications Planning Model presented in Figure 1-8 of the text. 
The steps in the Integrated Marketing Communications Planning Model include:
A. Review of the Marketing Plan—The first step in the IMC planning process is to review the marketing plan, which is a document that describes the overall marketing strategy and programs developed for an organization, a product/service line, or an individual brand. The marketing plan generally includes five basic elements: 1) a detailed situation analysis, 2) specific marketing objectives, 3) a marketing strategy that includes selection of target market(s), 4) a program for implementing the marketing strategy, and 5) a process for monitoring and evaluating performance.
B.	Promotional Program Situation Analysis—After the development of the marketing plan, a situation analysis is conducted to assess the factors that influence or are relevant to the development of the promotional strategy. This includes both an internal and external analysis.
1. Internal analysis—Assesses relevant areas involving the product/service offering and the firm itself. This involves assessing the company’s performance, the strengths and weaknesses of the company as well as its products, and reviewing their previous promotional efforts.  
2.	External analysis—Focuses on factors such as characteristics of the firm’s customers, market segments, positioning strategies and competitors. Figure 1-9 outlines the important questions to address in both an internal and external analysis. 
C. 	Analysis of the Communication Process—This involves determining how the company can effectively communicate with customers in the target market. An important part of this stage of the IMC planning process is developing communication objectives which refer to what the firm seeks to accomplish with its promotional program. It is also important during this stage to establish communication goals and objectives. Distinguish with students the difference between marketing objectives and communication objectives. 
Marketing objectives are what is to be accomplished by the overall marketing program. Often stated in terms of sales, market share, or profitability.
Communication objectives are what the firm seeks to accomplish with its promotional program. Often stated in terms of the nature of the message to be communicated or what specific communication effects are to be achieved. 
D.	Budget Determination—Two basic issues must be addressed with regard to the IMC budget while keeping in mind what needs to be done to accomplish communication objectives:
· How much money will be spent on marketing communication.
· How the money will be allocated across the various IMC tools.
E.	Developing the Integrated Marketing Communications Program—The most involved and detailed part of the promotional planning process occurs at this stage as decisions have to be made regarding the role and importance of each IMC tool and their coordination with one another. Each IMC tool has its own set of objectives, budget, messaging, and media strategy, as shown in Figure 1-8. These include:
· Advertising message and media strategy and tactics.
· Direct marketing message and media strategy and tactics.
· Interactive/Internet Marketing message and media strategy and tactics.
· Sales promotion message and media strategy and tactics.
· Public relations/publicity strategy and tactics.
· Personal selling—sales strategy and tactics.
F. 	Monitoring, Evaluation, and Control—The final stage of the IMC planning process involves monitoring, evaluating, and controlling the promotional program. At this stage, the marketer should be gathering feedback concerning how well the IMC program is working and whether it is meeting its objectives. It is important to note that information regarding the results achieved by the IMC program is used in subsequent IMC planning and strategy development. 
Professor Notes:



McGraw-Hill Connect ®: SaGa's IMC Planning Process
Type of Activity: Click and Drag
Activity Summary:
SaGa is a European fashion store chain that specializes in accessible, trendy clothes and accessories for men and women. SaGa is getting ready to launch in the U.S., and their advertising agency is developing the promotional plan by using the Integrated Marketing Communications Planning Model. Students will match the actions of SaGa and its ad agency with the stage they correspond to in the Integrated Marketing Communications Planning Model.
Activity Learning Objective:
01-06 Describe the steps in the IMC planning process.
Concept Review:
Integrated marketing communications management involves the process of planning, executing, evaluating, and controlling the use of the various promotional-mix elements to effectively communicate with target audiences.

Planning plays an important role in the development and implementation of an effective integrated marketing communications program. This process is guided by an integrated marketing communications plan that provides the framework for developing, implementing, and controlling the organization's IMC program. Those involved with the IMC program must decide on the role and function of the specific elements of the promotional mix, develop strategies for each element determine how they will be integrated, plan for their implementation, and consider how to evaluate the results achieved and make any necessary adjustments.
Difficulty: 2 Medium
Bloom’s: Understand
AACSB: Analytical Thinking



Teaching Suggestions
This initial chapter is designed to provide the student with an overview of the field of advertising and promotion and a brief look at the role of IMC in the marketing process. The instructor should be careful not to go into an in‑depth discussion of marketing since this is covered in detail in Chapter 2. You should introduce the concept of integrated marketing communications discuss its evolution, and note how this approach differs from more traditional perspectives of advertising and promotional planning. In this edition, we have provided an updated perspective of IMC which recognizes that it involves more than just coordinating the various elements into a “one look, one voice” approach. It is important to define the six elements of the promotional mix, discuss their role as marketing communication tools, their advantages and limitations. Note that our view of the elements of the promotional mix goes beyond the traditional communication tools of advertising, sales promotion, publicity/public relations and personal selling, as we also include direct marketing and digital/Internet marketing as part of the mix.  Direct marketing and digital/Internet have become major methods by which modern-day marketers communicate with their target audiences and we feel they are best viewed as distinct IMC tools. 
You should also emphasize that there are a variety of ways by which customers come into contact with a company and/or its brands. There is a discussion of IMC involving audience contacts and Figure 1-5 of the text is an excellent way of showing the various contact tools. A discussion of the categorization of the type of contact points into paid, owned and earned media is provided. When discussing these various types of contact points, you might use Figure 1-7 to explain what is included under each category such as what is in a company’s ability to control or influence. It is important to review the various factors that underlie the adoption of an IMC approach to advertising and promotion by many companies. You might also spend some time discussing the pros and cons of IMC. Although we advocate the IMC approach in this text, the discipline is still evolving.  Excellent articles regarding the role and status of IMC can be found in special issues of the Journal of Advertising Research (March 2004, Volume 44. No. 1) and the Journal of Advertising (Winter 2005, Volume 34, No. 4).  
During an introductory lecture, there is latitude to discuss various issues and aspects concerning each promotional mix variable. For example, various perspectives regarding advertising such as its social and economic effect might be noted along with common complaints and criticisms of advertising. We do not suggest going into a detailed discussion of these charges at this early stage of the course. We feel that students are best able to evaluate and appraise various arguments for and against advertising and other promotional mix elements toward the end of the course. Thus, the final chapter of the text evaluates the social and economic aspects of advertising.
We feel that it is important in either the first or second lecture to cover the integrated marketing communications planning model shown in Figure 1-8 in some detail. This text is built around this model and it provides the student with the “big picture” as to the decision sequence and various considerations involved in the development of an advertising and promotional program. It is also important to communicate to students that advertising and promotion management is a process. A great deal of internal and external analyses, as well as the coordination of the promotional mix elements, is required to develop an effective program of marketing communications that can be integrated into an organization’s overall marketing strategy and tactics.

Answers to Discussion Questions
1. Discuss the role of integrated marketing communications in the marketing program for a company such as Nike. Discuss how Nike uses various IMC tools to market its athletic shoes and apparel and maintain its position as the market leader. (LO 1-2, 1-5)
Nike, like other successful brands, recognized that in order for them to reach their target consumers, they needed to adapt and shift away from strictly advertising in traditional platforms and learn to have a conversation with their consumers when and where the consumer was ready to have a conversation about the brand. Consumers are no longer passive audience members and no brand can simply throw out a television commercial and expect that consumers will buy a product simply because of this ad. This does not mean that Nike no longer uses traditional advertising platforms—it simply means they have learned to use the best mix of communication platforms to reach their target audience members. Nike uses more traditional advertising platforms such as television, magazine ads, and out-of-home media but also utilizes various forms of digital advertising such as social media, mobile apps, websites, microsites, etc. They have successful, active, and well-maintained social media pages where the content is curated for their target audience members. Nike also utilizes public relations in corporate social responsibility efforts along with promotional efforts such as major event sponsorships and point-of-purchase displays and offers. All of these components are integrated so seamlessly together and work to best reach target audience members when and where they are ready to have a conversation about the Nike brand or about specific Nike products.
2. Evaluate Nike’s decision to run the “Dream Crazy” ad featuring former NFL quarterback Colin Kaepernick. Why do you think the company was willing to take the risk of running this controversial ad? Do you agree with Nike’s decision? (LO 1-2, 1-5)
Nike knew exactly who their target audience was for the “Dream Crazy” commercial. They likely saw who was responding most positively to the actions of Colin Kaepernick and realized that it was young consumers such as Millennials and Gen Zers who were liking tweets about Kaepernick or speaking out in support of his efforts. They likely also recognized that they were young people in particularly urban areas. Thus, these young people who were responding so positively to the efforts of Kaepernick became Nike’s target audience for the “Dream Crazy” campaign. They saw that their market share was slipping and likely that their earned media efforts were paling in comparison to their competitors. The release of this advertisement not only engaged their target audience members, but also gained them an immense amount of earned media. Additionally, taking a stand and continuing to utilize Kaepernick as an endorser of the brand helped to strengthen the brand’s position and with all of the earned media, it helped to set the brand apart in a positive way, particularly among target audience members. Finally, consumers, particularly young consumers, are now more conscious than ever before about the socially responsible actions of brands. By taking a stand on this issue, Nike was also able to improve their perception among young consumers. For these reasons, it was a smart business move for Nike to run this campaign. 
3. Discuss the role integrated marketing communications plays in the marketing program of companies and organizations. Discuss how the use of the various promotional mix tools has changed over the past decade and factors drive these changes. (LO 1-1, 1-4)
Integrated marketing communications plays a critical role in the marketing program most companies and organizations as it provides them with a way to communicate with consumers and help them influence their purchase decisions or other types of behavior. IMC differs from traditional advertising and promotion in that it recognizes the value of using a variety of communication tools rather than just relying primarily on media advertising, which might be supplemented with tactical promotions. IMC involves coordinating all a company’s promotional elements, as well as marketing activities, in a synergistic manner to send a consistent message to the target audience. While traditional advertising relies primarily upon the use of ads through the mass media to communicate with the target audience, IMC recognizes that consumers’ perceptions of a company and/or its brands are a synthesis of the bundle of messages or contacts they have with the firm. These contacts include media advertisements, packaging, sales promotion, messages received through interactive media such as websites and other digital media, point-of-purchase displays, and other forms of communication. The IMC approach seeks to have all of a company’s marketing and promotional activities project a consistent, unified message and/or image to the market and consider which particular element of the promotional mix is the most effective way to communicate with customers in the target audience. 
There are many reasons why the IMC approach is becoming so popular among marketers. Probably the most fundamental reason is that marketers are recognizing the value of strategically integrating the various communication functions rather than having them operate autonomously. By coordinating their marketing communication efforts, companies can avoid duplication, take advantage of synergy among various communication tools, and develop more efficient and effective marketing communication programs. The movement toward IMC is also being driven by changes in ways companies market their products and services. As discussed in the text, there is an ongoing revolution that is changing the rules of marketing and the role of traditional media advertising. Important aspects of this revolution include: a shifting of marketing dollars from media advertising to other forms of promotion, a movement away from relying on advertising-focused approaches (which rely on mass media such as television and magazines) to solve communication problems, a shift in marketplace power from manufacturers to retailers, the rapid growth of database marketing, demand for greater accountability from advertising agencies and the way they are compensated, and the rapid growth of the Internet. 
The growth of the integrated marketing communications is very likely to continue as it is being driven by fundamental changes in the way companies market their products and services. Moreover, many marketers and advertising agencies recognize the importance of taking an IMC approach and are becoming advocates of integration. The move to integrated marketing communications also reflects an adaptation by marketers to a changing environment, particularly with respect to consumers, technology and media. Major changes are occurring among consumers, particularly with respect to media use and buying and shopping patterns. Many consumers are turned off by traditional advertising which is leading marketers to look for alternative ways to communicate with their target audiences. The continued fragmentation of media markets and rapid growth of interactive media and online services are also creating new ways for reach consumers. While IMC will continue to have its critics and may undergo some changes, it is very unlikely that we will see a return to the traditional system where advertising in mass media dominates and advertising and other forms of promotion function autonomously.
4. Spending by marketers on digital advertising has now surpassed spending on traditional media such as television, radio, magazines, and newspapers. Discuss the reasons marketers are spending more on digital than traditional media. Do you expect this trend to continue? (LO 1-2, 1-3, 1-4)
Marketers have recognized that there has been a shift in consumer’s media consumption. Consumers are increasingly leaving traditional forms of media consumption in favor of online or digital experiences. Now, because of the proliferation of digital media, instead of being passive viewers of media, consumers are extremely involved and content creators themselves. Therefore, advertisers have had to shift from using primarily push media (i.e. television, radio, newspapers) to pull media (websites, social media, and other sources where two-way dialogue can be initiated with consumers) in order to actually reach consumers in the digital age. Additionally, with increased Internet availability, consumers almost cannot function without their mobile phones. There are more app options, websites, and social media platforms than ever before where advertisers can attempt to engage with consumers. With more and more consumers in these platforms, advertisers are constantly looking for ways to engage with them in these new ways. This trend will likely continue. Consumers who say they hate advertising likely just mean that they hate being yelled at by a brand and told what and how to think about things and what to buy. Advertisers will continue to look for ways to have authentic communication experiences with consumers and where those conversations are increasingly happening is in online platforms.
5. Why has sustainability become an important consideration for many companies? Discuss some of the ways companies are integrating sustainability into their marketing programs. (LO 1-1, 1-2). 
More consumers now consider their impact on the environment. Because of this, more and more businesses now strive to show their commitment to sustainable business practices to meet this consumer need. Many companies now build sustainability efforts into their marketing strategy. Consumers then reward brands for their sustainability efforts. In fact, some studies have shown that younger consumers make sustainability efforts their primary deciding factor when choosing which brand to purchase a product from. Levi Strauss, an American clothing company known for their jeans, is a good example of a brand making strides in sustainability efforts. For example, the company created a clothing line that utilized recycled plastic bottles to create 20 percent of the clothing. Other apparel brands such as Madewell, a J. Crew brand, teaches consumers how to use their old jeans in new ways within their homes. Even “fast-fashion brands” such as H&M, Zara, and Uniqlo have been prioritizing sustainable practices. Other brands outside of the realm of apparel are also engaging in sustainable practices and have been for decades. Johnson and Johnson practices more sustainable efforts in their production of consumer products, medical devices, and pharmaceuticals and Procter and Gamble has expended a great deal of time and money to ensure that their product lines are sustainable and that they are making strides in working to end poverty and hunger. Consumers are also holding brands accountable to the sustainable practices that they preach, ensuring that they actually engage in sustainable practices. For this commitment to sustainability, brands are rewarded with consumer dollars and affinity.  
6. Digital and Social Media Perspective 1-1 discusses how Google, Facebook, and Amazon dominate the market for digital advertising. Why have each of the companies become so dominant? Discuss their importance to marketers using digital advertising as part of their IMC program. (LO 1-4, 1-5)
Google is, and always has been, an easy-to-use and organized way of helping consumers get to the information they want or need very quickly. From its beginnings, Google quickly realized the benefits of allowing advertisers on the platform. Google is likely such a dominant force in the realm of digital advertising because of the plethora of options available for advertising on the platform. From display ads, to videos, to sponsored posts and highly targeted search ads, Google is able to provide advertisers with an efficient space to reach consumers and provides advertisers with highly customized data about consumers. Facebook was one of the first platforms that allowed consumers to be content creators and with its sleek design and optimized user-interface, Facebook quickly rose to success. Facebook also quickly recognized the benefits of allowing advertisers on the platform where users were coming for enjoyment and connection with friends that quickly becoming enjoyment and connection with friends, family, and brands. Advertisers are also drawn to Facebook as they’re able to reach attractive, younger audiences than other platforms would allow for. Amazon is another major player in the digital advertising realm. From sponsored posts, sponsored products, digital television streaming service ad capabilities, Amazon provides advertisers with a plethora of options for reaching consumers ranging in age from 10 to 100. These platforms really must be considered as part of an IMC program for consumer-facing products. With their targeting abilities, data provisions upon placement of an ad, and quick results, these three companies will continue to be digital advertising giants in the future as well. 
7. What is meant by a customer contact or touch point? Choose a specific company or brand and discuss how it is using the four categories of contact points discussed in the chapter. (LO 1-5)
Customer contact points are each and every opportunity the consumer has to see or hear about the company’s product/brand or have an experience or encounter with it. These contact points can be created by the company and include planned messages delivered through media advertising, packages, collateral materials, in-store displays, and public relations activities. They also can come from interactions with the brand that occur during the process of buying or using the brand as well as from information that consumers receive from word-of-mouth messages. Marketers must determine how important the various contact tools are for communicating with their target audience and how they can be combined to form an effective IMC program.
Students should be encouraged to select a company or brand and discuss the various ways consumers come into contact with it. They might use IMC Contact tools shown in Figure 1-5 of the chapter as a framework for conducting the contact point analysis. You might also ask them to discuss which contacts points are most effective or influential in shaping consumers’ impressions of the company or brand.  For example, media advertising may be the most important influence for an image-laden product such as clothing or cosmetics while information from a website may be the most important influence for a high-tech brand such as a consumer electronics product.
8. What is meant by the categorization of touch points into paid, owned, and earned media? Choose a specific company or brand and discuss how it is using these three categories of media. (LO 1-5)
Paid media refers to channels a marketer pays to leverage and includes traditional advertising media such as television, radio, print, outdoor, and direct mail as well as various forms of digital advertising such as paid search and online display and video ads. Owned media refers to channels of marketing communication that a company controls, such as its websites, blogs, and mobile apps as well as social media channels such as Facebook, Twitter, Instagram, Snapchat, and YouTube. Earned media is exposure for a company or brand that it did not have to pay for and is generated by outside entities such as the media or the general public. Earned media has traditionally been viewed as exposure for a company or brand generated by its public relations/publicity efforts or through favorable word of mouth. However, with the growth of digital media, earned media exposure is taking place online through social media and the viral marketing efforts of marketers. 
Students should be asked to choose a company or brand and analyze how it is using the three categories of touch points as part of its Integrated Marketing Communications program. 
9. Find an example of company or brand that has reduced its spending on traditional mass-media advertising and is allocating more of its IMC budget to digital media. Do you agree with this decision or do you think this company or brand should be maintaining its spending on traditional media advertising? (LO 1-3, 1-5, 1-6)  
There are many example of companies and brands that have reduced their spending on traditional mass media advertising and have shifted these monies to digital media. Student should be able to find examples in industry publications such as Advertising Age or AdWeek or by researching a company or brand through other sources available online.  
A very good example of a company that has made a major shift from mass media advertising to digital is Nike. For decades Nike relied primarily on mass-media advertising as their primary way to communicate with consumers and deliver its marketing messages. However, Nike is moving away from the use of mass-media advertising as they feel there are other IMC tools that may be more effective and provide a better return-on-investment for their marketing expenditures. Nike now views digital media as a more cost effective way to reach its target audience of younger consumers as they can be reached more easily online rather than through traditional media. Moreover, it is often very difficult to measure the return-on-investment for mass media advertising, as there is no direct way to determine who is viewing, hearing, or reading a television, radio or print ad. Nike, like many other companies, prefers to use more targeted integrated marketing tools such as the Internet and social media where it is easier to measure response to an ad using various measures such as page views, click throughs, and other analytics. Nike is also using digital media to conduct direct marketing as well as build online communities of customers with whom they can interact on a regular basis. The use of social media has also become very important to Nike as they now have social media sites  for nearly all of their brands which can be used to communicate with consumers and engage them in various ways. Rather than relying on traditional media, Nike often will release new commercials and other types of videos through various forms of social media such as Facebook as well as on their YouTube channel. Nike also recognizes that the use of social media is important is maintaining its image as a cool, interesting, innovative, and relevant brand among younger consumers. 
Most students will agree with the decision by Nike to allocate most of their IMC budget to digital media.  However, there are also strong arguments as to why Nike should continue to use traditional media such as television and magazine advertising. Nike built its brand through the effective use of television and print advertising developed by its long-time agency Wieden+ Kennedy. For several decades W+K developed very powerful and impactful TV commercials that used some of the world’s top athletes such as Michael Jordan, Bo Jackson, Tiger Woods, Kobe Bryant, Lebron James, and others.  One can argue that Nike should not totally abandon the approach that was very successful in making it the world’s most valuable sports brand. There is also a great deal of selectivity available today for traditional media through cable television, sports programming and magazines that reach various segments of the athletic and fitness market. Nike may be able to reach the younger consumer through traditional media and do so in an impactful way.
10. Assume a company is developing an IMC plan for a new product that will compete in the beverage market. Discuss some of the factors that should be considered as part of the external analysis when developing the IMC plan. (LO 1-6)
Information from the competitive analysis would be very beneficial for a new beverage brand. They would need to consider direct and indirect competitors, what their beverage offers that their competitors’ does not, how their competitors are promoting themselves, how they can differentiate themselves in their marketing efforts, and how their marketing budget compares with competitors’. Additionally, an analysis of any environmental factors that could impact the beverage’s success in the market should be considered. For example, would health trends in society potentially hurt the brand? Are there any policies on promoting certain beverages in certain places or in certain ways that the brand should be aware of? Finally, the brand should consumer who customers are for their competitors and how consumers consider beverages and how they make decisions in the beverage market. 

Additional Discussion Questions (not shown in text)
11. Compare the definition of integrated marketing communications developed by Don Schultz with the original definition developed by the American Association of Advertising Agencies. How do they differ? (LO 1-2) 
The new definition of IMC developed by Don Schultz of Northwestern University is as follows: “Integrated marketing communications is a strategic business process used to plan, develop, execute and evaluate coordinated, measurable, brand communications programs over time with consumers, customers, prospects, employees, associates and other targeted relevant external and internal audiences.  The goal is to generate both short-term financial returns and build long-term brand and shareholder value.” This definition differs from the seminal definition of IMC developed by the 4As in several ways. It views IMC as an ongoing strategic business process rather than just tactical integration of various communication activities.  It also recognizes that there are a number of relevant audiences that are an important part of the marketing communications process. These include customers, prospects suppliers, investors, interest groups, and the general public as well as internal audiences such as employees. The definition also reflects the increasing emphasis that is being placed on the demand for accountability and measurement of the outcomes of marketing communication programs. The original definition developed by the 4As has been criticized for focusing primarily on coordinating the various communication tools with the goal of making them look and feel alike. Both academicians as well as practitioners are recognizing that the broader perspective of IMC offered in the definition by Schultz is needed as it views the discipline from a more strategic perspective. 
12. Choose a company and discuss how it communicates with its customers at the corporate, marketing, and marketing communications levels. (LO 1-1)
Messages can originate at all three levels since all of a company’s corporate activities, marketing mix activities, and marketing communications efforts have communication dimensions and play a role in attracting and maintaining their customers. Students should be encouraged to choose a company and analyze how it communicates with its customers at each of these levels. At the corporate level the analysis should focus on how a firm’s business practices and philosophies, policies and procedures, hiring practices, corporate culture, and other factors communicate with customers and other relevant stakeholders.  At the marketing level, the analysis should focus on how the company communicates through various elements of the marketing mix. The physical product communicates a great deal to consumers through elements such as shape, design or appearance of the actual product or the packaging. The price of a product may also send a message about quality. The brand name of a brand also is a form of communication. Companies also communicate with consumers through the choice of retail outlets where they choose to sell their products. Selling a product only through upscale specialty or department stores may communicate that it is a high-quality item. On the other hand, selling a product through discount stores or mass merchandise outlets may send a cue of lower quality.
	There are many examples of how consumers communicate with consumers through their marketing activities. You might talk about products such as expensive watches (Concord, Movado, or Rolex) and how they are priced high, sold only through jewelry store or high-end department stores, and designed to reflect an image of quality, prestige and style. On the other hand, brands such as Timex and Casio are designed more for function or sport, are priced lower, and sold in drug stores, sporting goods stores and mass merchandise outlets. At the marketing communications level, the analysis should focus on the various IMC tools the company uses such as advertising, direct marketing, its website, sales promotion messages, publicity/public relations activities such as event sponsorships, and personal selling efforts. The analysis of the company should consider whether all of these IMC tools communicate with one look, voice, and image and position and identify the company and/or brand in a consistent manner.
13.	Why are marketers putting so much emphasis on developing strong brands? Choose one of the Best Global Brands listed in Figure 1-1 and discuss how the company has used integrated marketing communications to build a strong brand image. (LO 1-3)
There are a number of reasons why marketers are putting so much emphasis on building strong brands.  Consumers have a tremendous number of choices available in nearly every product or service category and are have less time available to make purchase decisions. Thus they are putting a great deal of emphasis on well-known and trusted brand names to help simplify their decision making process. Also, consumers are often willing to pay a price premium for well-known brands which provides marketers with higher profit margins and helps them avoid price competition. Consumer product companies, as well as business-to-business marketers, recognize that brand equity is a very important asset and they are taking steps to build and maintain brand equity. Students should be encouraged to select one of the top 10 brands listed in Figure 1-1 and analyze how the company has used IMC to build a strong image.  This analysis might include examination of the company’s advertising, sales promotion programs, product and service quality, public relations efforts, sponsorships, website and other communication elements.
14.	The various classifications of advertising to consumer and business-to-business markets are shown in Figure 1-4. Choose one category of advertising to consumer markets and one to the business-to-business market and find an ad that is an example of each. Explain the specific goals and objectives each company might have for the ad. (LO 1-4)
Students should be encouraged to choose one of the various classifications of advertising to consumer and business-to-business and professional markets, find an ad that they feel is an example of each and explain the company, association or organization’s goals and objectives for the ad. Basic descriptions of each classification of advertising is provided in Figure 1-4 along with insight as to what the goals or objectives might be for using this type of advertising. 
	This assignment is helpful in getting students to recognize that the nature and purpose of advertising varies from one industry to another and/or across situations. For example, you might encourage them to find an example of advertising done either by a company or an industry trade association where the focus is on primary demand stimulation. Advertising campaigns by the Beef Board, National Pork Producers Council, or Potato Board are all very good examples of primary demand advertising.  Students might also be encouraged to look in some industry or trade publications for examples of business-to-business or advertising targeted at retailers. Publications such as Progressive Grocer or Drug Store News are a good source of trade advertising. 
15.	What is meant by primary versus selective demand advertising? Provide examples of each. Discuss when a marketer might focus on primary demand stimulation versus selective demand stimulation. (LO 1-4)
Primary demand advertising is designed to stimulate demand for the general product class or entire industry. Selective demand advertising focuses on creating demand for a specific company’s brand or a product or service. Primary demand advertising is often done by industry trade associations to generate demand for the product category. This is often done for commodity products where it is difficult to differentiate an individual brand or association members recognize the value of promoting the product category. Examples include products such as milk, orange juice, pork, beef, potatoes, avocados and raisins. Primary demand advertising is sometimes done by a company whose brand(s) dominates the market and will benefit the most from demand generation. For example, Gatorade has over 70 percent of the sports drink market and its ads often promote the value of its products for hydration versus water. Most advertising focus on selective demand as the goal is to create demand for a specific brand. Thus the advertising will emphasize reasons for purchasing a particular brand and focus on differentiating a particular brand of a product or service from the competition. 
16. Discuss some of the ways technology is making it possible for consumers to avoid advertising messages and the impact this is having on the advertising and media industries. (LO 1-2, 1-3) 
As discussed in Digital and Social Media Perspective 1-1, consumers have been avoiding advertising messages for years simply by using a remote control to change channels during the commercial break of a television show or switching radio stations in their cars during a commercial break. Digital video recorders (DVRs) have given consumers yet another way to avoid TV ads by allowing consumers to fast-forward through the ads during playback of a recorded show. As marketers shift more of their advertising spending online, they must deal with another weapon used by consumers to avoid advertising, which is ad-blocking software. Most consumers have installed ad blocking software on their desktops and laptops and many on now doing so on their mobile devices such as smartphones and tablets. Apple began adding ad-blocking software to the operating system for its Safari mobile browser in 2015 and a few months later ad-blocking capabilities became available for mobile devices using the popular Android operating system.  
The ability of consumers to avoid advertising messages is having a significant impact on the advertising and media industries. Radio stations rely almost entirely on advertising as a source of revenue while TV stations get the majority of their income from the monies marketers pay to air their commercials. Without advertising, television networks and local stations would have to rely almost entirely on viewers for revenue and the average household would have to pay much more for subscription TV service and get fewer channels.  The television industry has already modified its measurement audience measurement system to account for delayed viewing that occurs when people play back recorded TV shows. In addition to the television industry, web publishers (including online magazines and newspapers) and social media sites would be devastated if they lost most of their advertising revenue.  Most newspapers and magazines have been unsuccessful in getting people to pay for subscriptions to their digital editions and/or they find a way around their firewalls. Digital advertising is critical to the survival of companies such as Google, Facebook, and Snapchat, all of which generate nearly all of their revenue from advertising. Although consumers may not like being bombarded by advertising messages, it is important for them to realize that the revenue generated by these ads, which in turn depends on the size of the audience they can deliver, is what allows these companies to survive. 
17. Discuss how the digital revolution is impacting the way marketers plan and implement their integrated marketing communications programs. Identify three specific technological developments and discuss how each is affecting the IMC program of companies. (LO 1-3, 1-4)
There are many technological developments that are impacting IMC. Cable and digital satellite systems have vastly expanded the number of channels available to television viewers, which is contributing to the fragmentation of media markets. The average household in the U.S., as well as many other countries, now receives 135 television channels versus 60 at the beginning of the new millennium. The proliferation of channels as well the penetration of new technologies such as DVRs, video-on-demand, and shows that can be streamed to HDTV sets, personal computers or tablets via Netflix or Hulu Plus is also impacting television. The long-predicted convergence of television with computers has become a reality as consumer now have many other viewing options beyond the programming offered by the television networks. The rapid penetration of the Internet is another development as it has led to media fragmentation as hundreds of millions of consumers are now online and can visit a myriad of different websites. However, time spent online, particularly on social media, competes for time spent with traditional media such as television, radio, newspapers and magazines. One of the most significant changes is the penetration of smartphones as more than half of U.S. adults now own one and are using them to access the Internet. The growth in tablets such as the iPad and various devices using Google’s Android operating system are also bring yet another type of screen into the lives of many consumers. Most magazines and newspapers have developed digital versions of their publications for consumers who want to read them online as well as on their mobile devices. Marketers are responding to these changes by increasing their spending on highly targeted media that reach specific market segments.  Monies once spent in broadly targeted mass media are now being allocated to more websites and social media that reach specific market segments. Marketers are developing mobile marketing applications that can deliver messages and promotional offers directly to consumer’s mobile devices and can be targeted to specific locations or consumption situations. They are also recognizing that it has become increasingly difficult to reach consumers through the mass media and are using a variety of other IMC tools such as sponsorships, branded entertainment, publicity/public relations, digital and social media (such as Facebook and Twitter) and in-store media to reach consumers. 
The Internet is another technological development having a tremendous impact on the way companies design and implement their entire business and marketing strategies as well as their integrated marketing communications programs. Companies ranging from large multinational corporations to small local firms have developed websites to promote their products and services by providing current and potential customers with information, building images for their companies and brands and even selling their products or services directly over the Internet. While many view the Internet as an advertising or promotional medium, it really is a marketing communications tool that can be used to execute all elements of the promotional mix. Companies can advertise on the Internet by running banner ads or sponsorships on the websites of other companies or organizations. Marketers can offer sales promotion incentives such as coupons over the Internet and they can offer contests and sweepstakes online and encourage consumers to visit their websites to enter them. Many companies are using the Internet for direct marketing. Many companies have made the Internet a major part of their direct-marketing efforts and encourage consumers to visit their websites to view their merchandise and to place orders online. Companies are also using the Internet for publicity and public relations activities as many activities such as the sending of press releases can now be done online. Many companies also maintain press releases on their websites, which can be accessed by the media and other relevant publics to learn more about these companies and their products and services.
18. Discuss the opportunities and challenges facing marketers with regard to the use of mobile marketing. What are some of the ways marketers can use mobile marketing as part of their IMC program? (LO 1-4, 1-5) 
The Mobile Marketing Association defines mobile marketing a set of practices that enables organizations to communicate and engage with their audience in an interactive and relevant manner through any mobile device or network. It includes promotional activity designed for deliver to cell phones, smartphones, tablets and other handheld devices and includes apps, messaging, commerce and customer relationship management. The growing popularity of smartphones, tablet PCs, and other handheld mobile devices along with the decision of the various wireless carriers to open their mobile phones services to these messages has opened up new marketing opportunities. Marketers are already sending interactive messages to consumers that contain promotional offers such as coupons that can be redeemed at the point-of-purchase. Many of these mobile messages are specific to a consumers’ location or consumption context. One of the major factors driving the growth of mobile marketing is the development of shopping services and apps that consumers can use to make shopping more efficient, productive and fun. Marketers are also developing their own brand specific applications such as games, video, and promotional offers as part of their mobile marketing programs. 
One of the challenges marketers will face with mobile marketing is possible resistance from consumers.  Many consumers do not want to be bombarded with messages to their smartphones or other mobile devices. Thus, marketers will be dependent upon consumers “opting in” to receive these messages. However, it is likely that most marketers will tie-in their mobile marketing efforts to other components of their IMC programs such as sales promotions or incentives to visit a website. Thus, mobile marketing will become yet another way for marketers to deliver messages to consumers and get them to take some form of action that helps in the marketing process. Another challenge for mobile marketing is the small screen size of mobile devices, particularly smartphones, which limits the type of messages that be sent to mobile devices. Marketers must also develop responsive websites that can be adapted to smaller screens found on mobile devices. 
19. Why is it important for those who work in marketing to understand and appreciate all the various integrated marketing communication tools and how they can be used effectively? (LO 1-6) 
In today’s business world, marketers use a variety IMC tools to communicate with their customers. The various promotional mix elements have to be viewed as component parts of an integrated marketing communications program. An individual IMC activity such as advertising or sales promotion cannot be managed without considering its relationship to other promotional mix elements. Individuals working in various areas of advertising and promotion are expected to understand and use a variety of marketing communication tools, not just the one in which they specialize. For example, advertising agencies no longer confine their services to creating and placing ads. Many agencies are involved in sales promotion, public relations, Internet/interactive media, direct marketing, event sponsorship and other communication areas. Thus, it is important for those who work in advertising and promotion, either on the agency or client side, to understand and appreciate the value and limitations of all the promotional mix elements and how they can be combined to develop an effective program of integrated marketing communications.
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