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I) IMC

◆ Identify the components of the IMC process

◆ Explain the steps of a solid IMC Model and effective IMC program

◆ Describe the various integrative communication channels

◆ Learn the major steps in developing an effective integrated MKTG
Com Program.

◆ Learn how companies they can exploit the MKTG potential of

◆ Conventional MKTG Channels &

◆ Digital MKTG Channels
◆ Explain the various ways used to allocate the IMC budget

◆ Identify marketing metrics used to measure integrated marketing
communication (IMC) success



…IMC Paradigm…

MKTG PLAN

IMC PLAN
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Competition
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Vision
Goals 

Objectives

Structure
Budget

Bus Plan

Strategies
Alternatives / Options

SSCA 

MKTG MIX
Channel Selection

Communication Mix

Long-Term Relationship Subscriber Customers



…Developing the IMC PLAN…is crucial…

Coordinating & Integrating Use of Channels

Digital/Online ChannelsConventional Channels

Selecting & Synthesizing Mix of Channels

Advertising
Sales Promotion
Personal Selling
Direct Marketing
Public Relations

Web (User Interface/Experience/Responsive Design)

Email Marketing (standardized, customized)

Mobile (Mob Application)

Social Media (LinkedIn, Google, Facebook, etc.) 

Blogs (Community, B2B, Professional, Guide, etc.)

Implementing IMC Strategy

Monitoring & Evaluating IMC Strategy

Strong Brand Relationship



Conventional Tools

Engage targeted customer

Digital/Online Tools
◼ Broadcast (TV, Radio Ads) (biggest) 

◼ Print Ads (Newspapers, Magazines, etc.)

◼ Billboards (Outdoor, Indoor)

◼ Direct MKTG (Phone, Video, etc.)

◼ Sales Promotion (Consumer Promotions, 
Trade Promotions, Events, Trade Shows, In 
store experience, Packaging, etc.)

◼ Personal Selling (Account Mgt, Prospecting, 
Retail Sales, etc.)

◼ Public Relations (Publicity, Press Releases, 
Newsletters, Media Relations, Investor 
relations, Influencers, etc.)

◼ Word of Mouth

◼ Other offline (sponsorships, etc.)

◼ Mobile

◼ Social Media (Facebook, Google, Snap, 
LinkedIn, Instagram, Twitter, YouTube, etc.)

◼ Synthetic Billboards

◼ Email MKTG

◼ Website

◼ Blogs

◼ Public Relations

◼ Multi Media

◼ Search MKTG (SEO/SEM Content)

◼ Word of Mouth

Today’s …Conventional & Digital…IMC tools…
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Today’s …Conventional & Digital…IMC tools…
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Today’s …Conventional & Digital…IMC tools…
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…Artistic, Calculated, Measurable mix of IMC tools…

Conventional & Digital/Online Com tools Mix

◆ Advertising

◆ Personal Selling

◆ Sales Promotion Clear

◆ Direct MKTG Consistent

◆ Public Relations Compelling

◆ e-MKTG Message
◆ Event MKTG

◆ Packaging
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Need/Reasons  for IMC 
Conflicting messages from different sources or promotional 
approaches can confuse company or brand images.

The problem is particularly prevalent when functional 

specialists handle individual forms of MKTG Com 

independently

Media fragmentation and companies do more 
narrowcasting than broadcasting

Mobility of Customers to Digital media

Improvements in IT facilitate segmentation

Mass markets have fragmented so Marketers move 
from Mass MKTG to Targeted MKTG



◼Brand & product proliferation

◼Customization

◼Decreasing brand loyalty

◼Price sensitivity

◼More demand

◼Less trust

◼Service economics

◼Rising costs

◼Accountability

◼Expertise

◼Corporate missions

◼Communication technology

◼Benefits to be gained

External Internal

Trends driving Integration in MC
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… five steps of a  … Marketing Communication Plan

1. ◆ Situational Analysis

2. ◆ Establishing Marketing Communication Objectives

3. ◆ Budget Planning

4. ◆ Developing Marketing Communication Program

5. ◆ Evaluation and Control of Marketing Communication Program

… to be continued …. Part IV ….
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II) Why IMC?  
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Marketing Communication …25 years ago…
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Then the INTERNET came …
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MKTG Mix changed - … from MC…to… IMC



Skills

Technologies

Services 

Results

Integrated Marketing Communication

… from MC…to… IMC

Channels

Customers

Channels
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Databases & Robots …
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And now we talk about … WEB strategy …
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and …IMC Strategy
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…IMC Strategy



23

…IMC Strategy
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that starts with … IMC Objectives



25

IMC Objectives
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more… IMC Objectives
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IMC Process - MKTG Communication Process
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IMC Process - MKTG Communication Process
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IMC Process - MKTG Communication Process
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remember …Important Ingredients of IMC



IMC at Life Cycle stages

Subscription
MKTG

(Analytics & CRM 
based MKTG)

Relationship 
MKTG 

(Integrated MKTG Com 
– Interactive MKTG)
(Data based MKTG)

Mass MKTG
(Mass Communication)

General Focus MKTG
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IMC benefits
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… IMC takes place at the 4th stage in a MKTG plan..
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… IMC takes place at the 4th stage of a MKTG plan..
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III) Strategic IMC Plan 



IMC Plan

Strategic 
Plan

Tactical 

Plans
Measure 

Effectiveness

Research &
Insights

(SWOT, Customers, Competition, etc.) 
(Messaging, MKTG Matrix for segments)

(Benchmarks, compare plans against goals) (Establish messages consistent to segments)
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IMC’s Goal 

◆ SR - Profit: Generate short term Financial Returns

◆ LR - Brand: Build long term Brand Value
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IMC: Strategic Integration 

◆ Strategic integration of multiple means of communicating with/to

target markets, to form a clear, consistent comprehensive

message.

◆ IMC is an important factor in shaping MKTG Strategy

◆ Side by side with the firm’s understanding and grasps of

◆ Consumer Behaviour

◆ Lifestyle trends

◆ Economic trends

◆ Evolving new formats

◆ Process which carefully integrates and coordinates its many

communication channels to deliver a clear, consistent and compelling

message about the organization and its products / brands.
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IMC: Coordination & Consistent Message 

◆ The careful coordination of all promotional messages to:

➢ assure the consistency of messages at every contact point, where a company

meets the consumer.

◆ The process of designing MKTG Com programs that

❑ coordinate all promotional activities – i.e. Advertising, Sales Promotion, Direct

MKTG, Personal Selling, Public Relations, Publicity, etc. – to:

➢ provide a consistent message across all audiences.

◆ A concept of MKTG Com planning that recognizes the added value of a comprehensive

plan that evaluates the strategic roles of a variety of communications disciplines (i.e.

Direct MKTG, PR, SP, etc.).

◆ Combines these disciplines to

➢ provide clarity, consistency and max communications impact.
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IMC: persuasive brand to all audiences

◆ A strategic business process used to

➢ plan, develop and execute and evaluate

❑ coordinated, measurable, persuasive

❖ brand communication programs

✓ with all relevant external and internal audiences, such as:

◆ Consumers

◆ Customers

◆ Prospects

◆ Employees

◆ Stakeholders

◆ Shareholders

◆ Regulators

◆ Community
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IMC: Clarity …Noise…

◆ Quality MKTG Communication occurs when customers (the receivers)

decode or understand the message as it was intended by the sender.

◆ The most common form of noise affecting marketing communications is

clutter-confusion

◆ Current customers are exposed to hundreds of marketing messages each

day

◆ Feedback takes the form of purchases, inquires, complaints, questions,

visits, to the store, blogs, and websites hits.
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IMC: Clarity …Noise…

◆ IMC is an approach to brand communications where the different

modes work together to create a seamless experience for the

customers and are presented with a similar tone and style that

reinforces the brand’s core message.

◆ The goal is to make all aspects of marketing communication (i.e.

advertising, SP, PR, DM, PS, Online communications and social media) work

together as a unified force, rather than permitting each to work in

isolation, which maximizes their cost effectiveness.

◆ IMC approach calls for a centralized messaging function so that

everything a company says and does communicates a common

theme and positioning.



43

Paid - Earned – Shared - Controlled
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IV) IMC Strategy in Digital Age

Process-Tools-Message



Engaging Consumers 
Communicating Value (providing value to consumers)

Orchestrating Com Tools (how we deliver value) 

via

Integrated Marketing Communication Strategy

Integrated marketing  communications (IMC) involves

carefully integrating and coordinating the company’s many communications channels

to deliver a clear, consistent, and compelling message 
about the organization and its products.

CLARITY
SIMPLICITY

PORTABILITY



IMC:

CLARITY

SIMPLICITY

PORTABILITY



Need for integrated marketing communications

Integrating Digital MKTG Com Tools

The New Marketing Communications Model

• Consumers are changing.

• Marketing strategies are changing.

• Advances in digital technology.

Content marketing: 
creating, inspiring, and sharing brand messages and conversations with and among consumers 

across a fluid mix of paid, owned, earned, and shared channels. 



The Need For Integrated Marketing Communications

Integrated marketing  communications (IMC) involves

carefully integrating and coordinating the company’s many communications channels

to deliver a clear, consistent, and compelling message 
about the organization and its products.



Five Steps in Developing Effective Marketing Communication

Identify the target audience

Determine the communication objectives

Design the message

Choose the media to send the message

Select message source and  collect feedback



Or  …

1. Determining customers’ current relationships with the product/brand

2. Setting objectives

3. Setting the budget

4. Implementing the program

5. Evaluating the communications effort
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Or  …



Let’s analyze the five Steps (in developing Effective MKTG Com)

1) Identifying the Target Audience

What will 
be said

How it will 
be said

When it 
will be said

Where it 
will be said

Who will 
say it

2) Determining  the Communication Objectives



3) Designing the Message
AIDA Model

• Get Attention

• Hold Interest

• Arouse Desire

• Obtain Action

Message Content  

“What to Say”

i) Rational appeal

relates to the audience’s self-interest.

ii) Emotional appeal

is an attempt to stir up positive or negative 
emotions to motivate a purchase.

iii) Moral appeal

is directed to an audience’s sense of what is right 
and proper.

Message content is 

“what to say.”

Message structure and format is 

“how to say it.”

Steps in Developing Effective Marketing Communication



4) Choosing the Communication Channels and Media

Personal communication 
involves two or more people communicating directly with each other.

• Face to face

• Phone

• Mail or e-mail

• Texting or Internet chat

Opinion leaders
are people whose opinions are sought by others.

Buzz marketing
involves cultivating opinion leaders and getting them to spread information about a product or service to 

others in their communities.

Nonpersonal communication
channels are media that carry messages without personal contact or feedback, including major media, 

atmospheres, and events.

Steps in Developing Effective Marketing Communication



The message’s impact depends on how the target audience views the communicator.

• Celebrities

▪ Athletes

▪ Entertainers

• Professionals

▪ Health care providers

5) Selecting the Message Source

Collecting Feedback
Collecting feedback involves the communicator understanding the effect on the target audience 

by measuring behavior resulting from the content.

Steps in Developing Effective Marketing Communication



Variables affecting the communication process

Beware of ….. NOISE



And … other Additional Factors

Other Variables that might affect your Choices

– Type of market

– Target market concentration and addressability

– Order size/cost

– Type of product

– The stage in the product lifecycle

– Available commercial infrastructure and cultural differences



Most important variable: COST or Promotion Budget 
Setting the Total Promotion Budget and Mix

Setting the Promotional Budget

• The affordable method 
sets the promotion budget at the level management thinks the company can afford.

• The percentage-of-sales method 

sets the promotion budget at a certain percentage of current or forecasted sales or as a 
percentage of the unit sales price.

• The competitive-parity method 
sets the promotion budget to match competitors’ outlays.

• The objective-and-task method 
develops the promotion budget by specific promotion objectives and the costs of tasks needed to achieve 

these objectives.



Using the promotion mix tools (for communicating customer value) 

1) Advertising is any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified 
sponsor.

– Broadcast

– Print

– Online

– Mobile

– Outdoor

2) Sales promotion is a short-term incentive to encourage the purchase or sale of a product or service.

– Discounts

– Coupons

– Displays

– Demonstrations

3) Personal selling is the personal interaction by the firm’s sales force for the purpose of engaging customers, making sales, 
and building customer relationships.

4) Public relations involves building good relations with the company’s various publics by obtaining favorable publicity, 
building up a good corporate image, and handling or heading off unfavorable rumors, stories, and events.

5) Direct and digital marketing involves engaging directly with carefully targeted individual consumers and customer 
communities to both obtain an immediate response and build lasting customer relationships.

The promotion mix is the  specific blend of promotion tools that the company uses to: 
persuasively communicate customer value and build customer relationships.



The concept of integrated marketing communications suggests that the company must blend 
the promotion tools carefully into a coordinated promotion mix. 

The Nature of Each Promotional Tool

• Advertising can reach masses of geographically dispersed buyers at a low cost per exposure, 
and it enables the seller to repeat a message many times. 

• Personal selling is the most effective method at certain stages of the buying process, 
particularly in building buyers’ preferences, convictions, actions, and developing customer 
relationships.

• Sales promotion includes coupons, contests, cents-off deals, and premiums that attract 
consumer attention and offer strong incentives to purchase.

• Public relations is a very believable form of promotion that includes news stories, features, 
sponsorships, and events.

• Direct and digital marketing is an immediate, customized, and interactive promotional tool 
that includes direct mail, catalogs, telephone marketing, online, mobile, and social media.



Integrating The Promotional Mix

• The company must take steps to see that each promotion mix element is smoothly 
integrated.

• The various promotion elements should work together to carry the firm’s unique brand 
messages and selling points. 

Challenges



Trade offs … and …  Choices … on Channels



some more … Specific Strategic Communications Issues

Push Versus

Pull

Promotions 
Versus 
Brand 

Building

Customer 
Motives 

and 
Decision 
Making

Business to 
Business 

(B2B) 
Motives 

and Buyer 
Behavior
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Push vs Pull Promotion Strategy



Buyer Behaviour in B2B & B2C settings … 



Primer in Decision Making (The FCB Grid) – Mind vs Heart



Advertising and Sales Promotion

• Communicate openly and honestly with consumers and resellers 

• Avoid deceptive or false advertising

• Avoid bait-and-switch advertising

• Conform to all federal, state, and local regulations

Personal Selling
• Follow rules of “fair competition”

• Do not offer bribes

• Do not attempt to obtain competitors’ trade secrets 

• Do not disparage competitors or their products

Finally some …. Tips

But we will come to these later on ….Part B – Selected Com Tools ….
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V) Examples
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Ground Research findings …. 
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IMC in the Political Arena …. 
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Focus on : Digital & Trade Shows….
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