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Week 1: Overview 

MARCOM LEVEL ISSUES: 

- The growing intensity of competition and the associated proliferation of 

“me too” offers 

- The increasing sophistication of consumers 

- The shift in power towards retailers from suppliers 

- The shift in power towards online retailers  

- Increased turnover of brand management personnel 

- Greater demands placed on marketing communication suppliers 

- Reduced faith in mass marketing 

- The incidence of audience and media fragmentation 

- Increasing reliance on more high targeted comm methods 

- Increased efforts to measure/improve communication “return on 

investment” 

MARKETING COMMUNICATION: creating, delivering, managing, and evaluating brand 

messages which are the information and experiences that impact how a brand is perceived 

INTEGRATED MARKETING COMMUNICATIONS: a (cross-functional) process for planning, executing and monitoring brand messages (purposeful 

dialogue) that create customer (stakeholder) relationships 

- Why not already integrated? 

 Tradition of separation of communication tools 

 Influence of specialised outside suppliers 

 Managerial parochialism: fear of budget cutbacks – loss of power and authority 

 Resistance of outside suppliers to broadening their functions 

 Sceptics who consider IMC to be a fraud 

INTEGRATION: is a management process that can be both a functional task of coordination, as well as a strategic tool 

- Two types of integration: 1. Message integration (tactical) 2. Strategic integration 

MESSAGE INTEGRATION: about verbal and visual consistency 

- Achieved by integrating: logos, colours, theme line, consistency of message, tone, personality 

STRATEGIC INTEGRATION: brings together all the elements of the IMC mix 

- Coordination strategy – common objectives – contribution to corporate mission – multiple communications disciplines – multiple 

audiences – shared budget, measures, outcomes – strong leadership – cross-functional teams 

IMC AND SYNERGY: using multiple communication tools in conjunction with one another can produce greater results (synergistic effects) than 

tools used individually and in an uncoordinated fashion 

- Strategy: a plan of action designed to achieve a long-term or overall aim 

- Tactics: an action or strategy carefully planned to achieve a specific end 

FIVE KEY FEATURES OF IMC 

START WITH THE CUSTOMER OR PROSPECT 

USE ANY FORM OF RELEVANT CONTACT OR TOUCH POINT 

SPEAK WITH A SINGLE VOICE 

BUILD RELATIONSHIPS 

AFFECT BEHAVIOUR 

PRINCIPLE 1: the consumer or business customer must represent the starting point for all marketing communications activities 

- Consumer in control: OUTSIDE-IN APPROACH: learn the media preferences and lifestyles of customers/prospects to know the best 

contexts to reach them with brand messages 

- Reduced dependence on mass media: consumers are increasingly in control of their media choices for acquiring information about 

brands 

Selecting the appropriate marcom tools: media-neutral approach -> identify marcom program goals -> determine best way to allocate 

marketing budget 

PRINCIPLE 2: use any and all marcom tools that are up to the task 

- 360-Degree branding: a brand’s touch points should be everywhere the target audience is 

- Not all touch points 

 Are equally engaging: surround customers/prospects with the message, but not to the point of being irritatingly present 

 Are controllable: social media – post-purchase evaluation and behaviour options 

PRINCIPLE 3: multiple messages must speak with a single voice 

- A brand’s positioning statement must: 

 Present a clear idea of the brand in its target market’s mind 

 Consistently deliver the same unified message across all media channels on all occasions 

PRINCIPLE 4: build relationship rather than engage in flings 

- Loyalty programs: promote long-term relationships between lead to customer retention 

- Experiential marketing programs: can create brand experiences that make lasting impressions on customers 

PRINCIPLE 5: remember the ultimate objective: affect behaviour 

- The goal of IMC is to influence the target audience in such a way that the audience engages in a specific desired behaviour 

- The effectiveness of an IMC program is judged by its success in terms of its ultimate influence on behaviour 
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Consumer benefits 

- Functional 

- Symbolic 

- Experiential 

- Acquisition 

- Disposal 

Consumer costs 

- Acquisition costs: financial – 

time- psychic – search 

- Cost of consumption 

- Cost of disposal 

OBSTACLES TO IMC IMPLEM. 

Integration requires tight coordination among all elements of a marcom program. 

- Few providers of marketing communication services have the diversity of skills required to execute an IMC program 

- Direct-to-customer advertising is more difficult than a mass media campaign 

- Greatest challenge: making sure all marcom tools are consistently executed 

MARCOM OBJECTIVE: to enhance brand equity by moving customers to favourable action toward the brand – trying it, repeat purchasing it, 

and becoming loyal toward the brand 

BRAND EQUITY: the degree to which consumers favourable perceive the brand’s features and benefits as compared to competitive brands and 

how strongly these views are held in memory and the financial return that this generates for the firm 

FUNDAMENTAL MARCOM DECISIONS: targeting – positioning – setting objectives – budgeting 

- Budgeting procedures: top down – top – down/bottom up – bottom up/top-down – bottom up 

FUNDAMENTAL MARCOM DECISIONS: 

DIRECTED TO A SPECIFIC TARGET MARKET 

CLEARLY POSITIONED 

CREATED TO ACHIEVE A SPECIFIC OBJECTIVE 

UNDERTAKEN WITHIN BUDGET CONSTRAINTS 

MARCOM IMPLEM DECISIONS: mixing elements – creating messages – selecting 

media – establishing momentum 

MARCOM OUTCOMES: enhancing brand equity – affecting behaviour 

MARCOM EVALUATION: measuring results for accountability (behaviour impact, 

communication outcomes) – providing feedback – taking corrective action (greater 

investment, different communication combinations, revised strategy, revised 

allocations) 

ADVERTISING AND SOCIETY: 

- Advertising is a very powerful force with the potential to offend 

- Marketers must often make decisions about what is appropriate 

- Marketers must consider the social, legal and regulatory issues that affect 

their activities 

- Many laws and regulations constrain advertising activities 

LVLS OF ADVERT REG: 

- Government regulation: federal, state and local – state and local laws 

- Industry self-regulation: advertising industry trade associations – special codes for defined industries 

- Media self-regulation: CODES OF CONDUCT: for each peak industry association 

- Promotional associations: CODES OF CONDUCT: for each peak association 

 

Week 2: Branding, brand equity and marketing communication 

Brands influence a range of audiences – it is through these audiences that brands create value by increasing revenue, reducing costs, and 

lowering the cost of capital – marketing communications should target all of these audiences 

BRAND: set of associations stored in the memory of consumers/stakeholders 

- Attributes of high equity brands: 

 Excels at delivering desired benefits 

 Stays relevant 

 Priced to meet perceptions of value 

 Positioned properly: positioning in relation to competitors – how consumes compare your brand to others 

 Communicates consistent brand messages 

 Strong, favourable and unique associations 

 Well-designed brand hierarchy 

 Uses multiple marketing activities 

 Understands consumer-brand relationship 

 Supported by organisation 

 Understands and monitors sources of brand equity 

High equity brands lower the perceived costs in the consumer value equation model – lowering costs means that marketers can 

charge a premium for their products without losing their business 

BRAND VALUE EQUATION:  

VALUE = BENEFITS – COST 
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FRAMEWORK OF MARCOM PROCESS: fundamental decisions – implementation decisions – desired outcomes – evaluative/corrective action 

BASIC IMC ISSUES FOR MARKMANAGERS 

Marketing communications > how to enhance brand equity – how to affect customer behaviour – how to justify marcom investments – how to 

demonstrate financial accountability 

- Affecting behaviour and achieving marcom accountability: 

The important of BRAND AWARENESS: 

 Creating brand awareness serves little positive effect unless individuals make purchases or engage in desired behaviours 

 Marcom objective is ultimately to affect sales volume and revenue 

 Consumers cannot choose a brand they are unaware of 

- Measuring marketing investment performance: 

RETURN ON MARKETING INVESTMENT (ROMI) 

 Measures the effect of marcom, or of its specific elements such as advertising, in terms of whether it generates a reasonable 

revenue return on the marcom investment 

 Measured in sales, expenses, revenue 

WHY MEASURE MARCOM EFFECTIVENESS? 

 Demands for greater accountability on the marketing function 

 To become better at marcom activities 

 Depending on what you are trying to achieve you need to report its performance on a relevant measure 

DIFFICULTIES IN MEASURING MARCOM EFFECTS 

 Choosing an appropriate metric 

 Gaining agreement on measures – financial departments measures of success are often different to that of marketing (FIN: 

discounted cash flows – NPV of invest. Decisions, MRK: measure of brand awareness, image and equity) 

 Collecting accurate data for marcom assessment 

 Determining effects of specific marcom elements 

 Over what period do we measure outcomes? 

 An investment in brand association building may take time to result in a financial return 

CHOOSING A METRIC 

What to measure? 

 Change in brand awareness 

 Improvement in attitudes toward the brand 

 Increased purchase intentions 

 Larger sales volume 

MARKETING-MIX MODELING: employing econometric statistical techniques to estimate the effects that elements of the marcom mix have in 

driving sales volume 

FIRM-BASED PERSPECTIVE OF BRAND EQUITY 

Effects of brand equity increases: higher market share – increased brand loyalty – premium pricing – 

revenue premiums (extension of premium pricing – looks at volume and price differentiation) 

FORMS OF BRAND KNOWLEDGE 

- Brand awareness: whether a brand names comes to mind when consumer’s think about a 

particular product category – the ease with which the brand name is evoked (salience) 

- Brand image: the types of associations that come to the consumer’s mind when 

contemplating a particular brand 

- Top of the mind awareness (TOMA): occurs when a brand is the first brand that consumers 

recall when thinking about brands in a particular product category – good for low involvement 

purchases 

BRAND RESONANCE PYRAMID 

- Salience: relates to how often and easily the brand is evoked under 

various purchase consumption situations – comes to mind 

- Performance: relates to how the product or service meets customer’s 

functional needs 

- Imagery: deals with the extrinsic properties of the product or service, 

including ways the brand attempts to meet psychological or social 

needs 

- Judgements: focus on customer’s own personal opinions and 

evaluations 

- Feelings: are customer’s emotional responses and reactions with 

respect to the brand – attitude to the brand 

- Resonance: nature of the relationship customers have with the brand 

– extent to which customers feel they are “in-sync” with the brand – characterised in terms of the intensity of depth of the psychological 

bond customers have with the brand – and the level of activity engendered by this loyalty – enduring involvement 

BRAND IMAGE ASSOC. THAT BUILD BRAND EQUITY: 1. Positive attributes 2. Perceived benefits 3. Favourable attitudes 
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BRAND VALUE CHAIN: traces the value creation process for a brand and attempts to outline the financial impact of marketing expenditures and 

investments on shareholder return 

- Based on several assumptions: 

 Assumes that the value of a brand ultimately resides 

with customers 

 The brand value creation process begins with the firm 

invests in a marketing program targeting actual or 

potential customers 

 There a number of factors which intervene between 

each stage 

BRAND EQUITY: (Keller) BE depends on three main factors 

1. The initial choice for the brand elements or identifies making up 

the brand 

2. The way the brand is integrated into the supporting marketing 

programs 

3. The associations indirectly transferred to the brand by linking the 

brand to some other entity  

WAYS ON ENHANCING BRAND EQUITY: speak for itself – message drive – 

leveraging:  

LEVERAGING: all the other sets of associations that the brand comes in contact with 

- Types of branding for leveraging: 

 Cobranding: a partnership between two brands 

 Ingredient branding: inclusion of one brand within the other 

Either improves or damages the set of associations related to the brand 

MEASURING WORLD CLASS BRANDS: quality – salience – equity 

 

 


