
 MKF3461 Integrated Marketing Communication  
 

IMC Tools:  

Advertising - Personal selling - DM, digital & interactive - Sales promotion - Sponsorships (& events) - PR & Publicity 

 

Lecture  02: Brands and branding 
 
Concept of a brand 
“a name, a symbol, logo, trademark, etc., that identifies and 
differentiates a product or service” (Kevin Kellar) 
 
What does “brand” mean? 
“A successful brand is an identifiable product, service, person or 
place augmented in such a way that the buyer or user 
perceives relevant unique added values which match their 
needs most closely. Furthermore, its success results from being 
able to sustain these added values in the face of competition ” 
(Leslie de Chernatomy & Malcolm McDonald) 

 
A sociologist’s view 
“for some (people) the constancy of brands, of how they feel about 
them, and of how they believe they will be treated, yields a 
pleasant degree of comfort……there is a certain measure of re-
assurance in the familiar advertisements, signage and logos one 
encounters….” (Louis Worth) 

 
Brand as a culture - shaping it and driving positive behaviour 
change. Values must align internally with the consumer. Humanize 
your brand story (Unilever's hand washing story commercial) and 
seek to have an authentic impact. 
 
A customer's view of what a brand means 

 What differentiates one offer from another 

 Brands have tangible and intangible qualities 

 Brands have economic importance (how so?) 

 Brands provide both value for business and brand utility 
for consumers 

 
Tangible and intangible dimensions of the brand 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

How consumers engage with brands 
 
Emotional bonds 
How consumers feel about brands and the nature of any emotional 
rapport they have with a brand compared to the ideal emotional 
state they associate with the product category. 

 
 
 
 
 
 
 
 
 
 
 
 
The basic concept of emotional bonding is that consumer develop 
three levels of relationships with brands the most basic being how 
they think about the brand in respect to product benefits which 
occurs through a rational learning process. At the next stage, the 
consumer assigns a personality while the strongest is when 
consumers develop feelings or emotional attachment to the 
brand. 

 
Behavioural bonding  
Developing links to develop relationship 
When great campaigns bond with their consumers, the outcome is 
a behavioural response.  
Links that connect a company to a customer:  

 Consistency: positioning and message 

 Accessibility: easily and quickly contact company if they 
have a question of a problem 

 Responsiveness: to problems when it arises - company 
is committed to addressing problems/issues and in 
return customer will give the brand its trust and like the 
brand. 

 Commitment: Customers feel that company is 
committed to helping them and build long term 
relationship 

 
 
 
 
 
 
 
 
 
 
 
 



What is the role of IMC in branding? 
 IMC plays a major role in the process of developing 

and sustaining brand identity. 

 Enriches emotional bonding between consumers and 
brands. 

 Companies recognise that brand identity is an asset. 

 Brand equity requires the creation of well-known 
brands that have favourable, strong and unique 
identities. 

 
Brand knowledge?  
You get the brand knowledge from the public database to find 
more information on the brand. 
There are different types of brand knowledge 

 Transactional: qualitative sales data collected via 
scanner, credit cards, and membership cards. Business 
generate transactional data in the normal course of 
business 

 Relational: Add qualitative data about lifestyles, values, 
beliefs, captures via buyer-seller relationships, customer 
touch points, online contacts etc... The key is to add 
value to transactions and turn them into relationships.   

 
A strong band...(has or does) 

 Differentiates an offer from its competitors 

 Makes a promise to consumers and delivers 

 Serves as the driving, unifying force directing all 
functional areas including IMC 

 
Measuring the brand... 

 Brand audit (evaluations by Interbrand based on 
financial analysis, demand, competitive analysis 
(strengths) and brand value) 

 Brand equity: accountants see brand equity as the 
current value of a future flow of income from a brand. 
Kelvin Keller sees it as the strength of consumer 
reputation of a brand, measured by surveys. 

 Brand relationship 

 
 
 

Kapferer's Brand Identity Prism 
Specifying the brand’s uniqueness and value.  
Brand image is on the receiver’s side which focuses on the way 
certain groups perceive a product/band. Brand identity is on the 
sender’s side whereby the purpose is to specify the brand’s 
meaning, aim and self-image.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Personality and physique define the sender 

 Physique: Tangible features that come to mind, 
appearance. What does it look like? What is its function? 

 Personality: Brand’s character. What kind of person 
would it be if it was human? 

 
Reflection and self-image define the receiver 

 Reflection: Customer reflection, i.e. what the customer 
wishes to be seen as a result of using a brand e.g. Coca-
Cola has a wider clientele than suggest by the narrow 
segment it reflects (15-18yr olds), bringing adults 
consumers to identify with this way of life. Different from 
target client. 

 Self-image: How consumers picture themselves when 
using the brand. E.g. Lacoste clients picture themselves 
as part of an elegant sports club,  

 
Relationship and culture reflects how the two interact 

 Relationship: A brand is a relationship. E.g. Dior 
symbolizes a relationship that is grandiose and 
ostentatious while Nike is about letting loose from “Just 
do it”, Apple conveys friendliness, This facet defines the 
mode of conduct that most identifies the brand and has 
a no. of implications in the way the brand acts, delivers 
services and relates to its customers.  

 Culture: A brand is a culture. Countries of origin provide 
great cultural reservoirs for brand E.g. Coca-Cola stands 
for America and Evian as a part of French culture. It 
indicates ethos whose values are embodied in the 
products and services of the brand. This facet helps 
differentiate luxury brands the most because it refers to 
their sources, fundamental ideals and set of values.  

 
Facets on the left are social, physical and visible 
Facets on the right are intangible, felt and individual 
 

 

 



Lecture 03: How communication works 
Understanding brand contact points - Models of buyer behaviour - Influencing communications effects 

 
IMC’s role is to initiate and influence the decision-making process by 

• acceptance of belief, attitude or behaviour using reasoning and emotional appeals 
• influencing what customers and prospects do, feel and think = engage/persuade 

 

Process of communication - Communication Feedback Model 
 
Source/Encoder: is the person or organisation that 

has info to share when another person/group of 
people.  
E.g. Daniel Craig as Omega spokesperson 
Because the receiver’s perceptions of the source 
influence how the communication is received, 
marketers must be careful to select a communicator 
whom the receiver believes to be knowledgeable 
and trustworthy, or with whom the receiver can 
identify or relate to in some way.  

 
Encoding: Involves putting thoughts, ideas or 

information into a symbolic form. The sender’s goals 
is to encode the message in such a way that it will be 
understood by the receiver. Working towards an effective/ persuasive, targeted message 
 
Forms of encoding 

 Verbal: spoken word, written word, song lyrics, voice overs, poem e.g. "Can" campaign for Commonwealth bank 

 Graphic: pictures, drawings, charts, photos 

 Musical: song arrangement, instrumentation, voices 

 Animations: action/motion, pace/speed, shape/form 

 
Message: Contains information or meaning the source intends to convey. Messages communicate meaning at multiple levels: literal 
meaning (conscious) and symbolic meaning (subconscious) 

 
The semiotic perspective 
How our reality (words, gestures, myths, signs, 
symbols, products/services) acquire meaning.  
 
E.g. communicating love (object) using symbols 
(kisses, love hearts, cupid, roses, peace sign) 
Importance of signs and sounds... e.g. Windows 
sound (when turning on computer), 
 
Channel is the method by which the communication 
travels from the source or sender to the receiver 

 Personal channels are direct interpersonal 
contact with target individual groups. E.g.   
personal selling, tends to generate WOM 

 Non-personal channels are those that carry 
a message without interpersonal contact 
between sender and receiver. Generally referred to as mass media. E.g. Print media, TV Broadcast media 

 
Receiver/decoding factors 

• The receiver is the person/s with whom the sender wishes to communicate 
• Decoding is the process of transforming the sender’s message back to thought. This process is heavily influenced by receiver’s 

frame of references or field of experience, which refers to the experiences, perceptions, attitudes and values he/she brings to 
the communication situation.  

• Pre-testing messages provides insights into how they may be received. 
 

 


