
LECTURE 1 – Introduction To Integrated Marketing Communications 
 

 Marketing – satisfying needs and wants through the exchange process. 
 

The Marketing Management Process 
1. Situation analysis (PESTL). 
2. Objectives. 
3. Select the target market. 
4. Develop the targeting mix. 
5. Implement, evaluate, and control. 

 
The Marketing & Promotional Mixes 

 Product or service 

 Pricing policy 

 Distribution (place) method 

 Promotional mix: 

 Advertising    −   Sales promotion 

 Direct marketing   −   Publicity/Public relations 

 Interactive/Internet marketing −   Personal selling 

 The 4 P’s can be easily changed. Things in the marketing environment (PESTL) are 
not under direct control. 
 

Integrated Marketing Communications 

 A marketing communications planning concept that recognises the value of a 
comprehensive plan. 

 A plan that evaluates the strategic roles of several communications disciplines: 

 Advertising   −   Sales promotion 

 Direct marketing  −   Public relations 

 It combines the disciplines to provide: 

 Clarity    −   Maximum communications impact 

 Consistency 
  



Model of The IMC Planning Process 
 
  
 
  

Review of marketing plan 

Analysis of promotional program situation 

Analysis of communications process 

Budget determination 

Develop integrated marketing communications program 

Advertising 

Sales promotion 

PR/Publicity Personal selling Direct marketing 

Internet/Interactive 

Develop objectives and strategy for each 

Develop message, media strategy, and tactics 

Integrate and implement marketing communications strategies 

Monitor, evaluate and control IMC Program 



LECTURE 2 – IMC In The Marketing Process 
 

The Promotional Mix 
Advertising 

 Any paid form of nonpersonal communication about an organisation, product, 
service, or idea by an identified sponsor (e.g. business firms, individuals, non-profit 
organisations). 
 
Direct Marketing 

 Whereby organisations communicate directly with target customers to generate a 
response and/or a transaction. It is increasing at a decreasing rate. 

 E.g. telemarketing, direct selling, direct response ads – direct mail (letters, flyers, 
brochures, catalogues etc.), direct response TV, direct response radio etc. 
 
Interactive/Internet Marketing 

 Allows for a back-and-forth flow of information whereby users can participate in and 
modify the form and content of the information they receive in real time. 

 Users can receive information and images, make enquiries, respond to questions, 
make purchases. 

 Interactive media include Internet, mobiles, kiosks, CD-ROMs. 

 E.g. customised products online (Nike, Barbie). 
 
Sales Promotion 

 Those marketing activities that provide extra value or incentive to the sales force, 
distributors, or the ultimate consumer and can stimulate immediate sales. 

 Consumer-oriented (e.g. discounts, point-of-purchase materials). 

 Trade-oriented (e.g. sales contests, price deals). 
 
Publicity 

 Nonpersonal communications regarding an organisation, product, service, or idea 
that is not directly paid for or run under identified sponsorship.  

 Comes in the form of a news story, editorial, or announcement about an 
organisation and/or its products and services. 
 
Public Relations 

 A management function which manages & controls a program of action to earn 
public understanding & acceptance. 

 It encompasses a wide variety of communication efforts to foster goodwill, gain 
public understanding, and build rapport with the various publics (e.g. employees, 
customers, stockholders, voters, competitors or the general population). 
 
Personal Selling 

 A form of person-to-person communication in which a seller attempts to assist 
and/or persuade prospective buyers to purchase the company’s product/service or 
act on an idea. 

 Sales managers would tend to handle the personal selling (i.e. sales people). 



Integrated Marketing Communications 

 The goal of IMC is to generate short-term returns and build long-term brand value. 

 The contemporary IMC approach invovles the coordination between the various 
promotional approaches/elements and other marketing activities that communicate 
with a firm’s customers: 

 Direct marketing 

 Direct response 

 Interactive marketing 

 Media advertising 

 Packaging 

 Point of purchase 

 Publicity 

 Public relations 

 Sales promotion 

 Special events 

 The traditional marketing approach did not have any form of coordination or synergy 
between such promotional efforts. They saw these other elements merely as 
auxiliary services with media advertising being the dominant form of promotion. 

 They see it as a way to coordinate and manage their marketing communication 
programs to ensure that they send customers a  consistent message about the 
company and/or its brands. For these companies, integration represents an 
improvement over the traditional method of treating the various marketing and 
promotion elements as virtually separate activities. However, this perspective of IMC 
has been challenged on the basis that it focuses primarily on the tactical 
coordination of various communication tools with the goal of making them look and 
sound alike (i.e. ‘inside-out marketing’). 

 There is a rising adoption of an IMC perspective by marketers. This is because 
through said coordination, companies can avoid duplication, benefit from the 
synergy between their means of promotion, and develop more effective and 
efficient forms of marketing communications. It can be argued that the use of IMC is 
one of the easiest ways for a company to maximise the return on its investment in 
marketing and promotions. The changes in consumers, technology, and media 
consumption behaviour have also made mass media advertisement unsuitable. 

 The IMC movement is also being driven by fundamental changes in the way 
companies market their products and services and an ongoing marketing revolution 
that is changing the rules of marketing: 

 A shifting of marketing expenditures from traditional media advertising to 
other forms of propmoton as well as nontraditional media. 

 The rapid growth of the internet and social media that is changing the nature 
of how companies do business and the ways they communicate and interact 
with consumers. 

 A shift in marketplacce power from manufactureres to retailers. 

 The growth and development of database marketing. 

 Demands for gresater accountability from advertising agencies and changes 
in the way agencies and other marketing communication firms are 
compensated. 

 The brand identity encompasses the entire spectrum of consumers’ awareness, 
knowledge, and image of the brand as well as the company behind it. The points at 
which consumers encounter or have contact with the brand can result from the 
various forms of IMC. All the forms of promotion that make up IMC, whether it’d be 
mass-media advertising, sales promotion offers, sponsorship activities, websites, 



direct-mail pieces, or even information in stores at the point of sale, have some level 
of impact on the brand identity in the eyes of the consumer exposed to the 
promotion(s). That impact can be either positive or negative but those promotions 
within IMC play a role in building and shaping an identity of the brand for the 
consumer. 
 
IMC Audience Contact Tools 

 The ways by which marketers can communicate with their target audiences: 

 Broadcast media 

 Print media 

 Public relations/publicity 

 Internet/interactive 

 Direct marketing 

 Sales promotion 

 Product placements 

 Events and sponsorship 

 Word-of-mouth 

 Point-of-purchase 

 Personal selling 

 Contact (or touch) point – each and every opportunity the customer has to see or 
hear about the company and/or its brands or have an encounter or experience with 
it. Four basic categories: 

 Company created touch points. 

 Intrinsic touch points. 

 Unexpected touch points. 

 Customer-initiated touch points. 
 

Marketing and Promotions Process Model 
 

 

 
 
 
  

 

 
 

 
Marketing Strategy and Analysis 

 Opportunity Analysis: 

 Market opportunities are areas where there are favourable demand trends, 
customer needs and/or wants not being satisfied, and where a firm could 
compete effectively. 
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 Competitive Analysis: 

 Other brand competition (direct) or other product competition (indirect). 

 Search for a competitive advantage. 

 Competitors’ marketing programs have a major impact on a firm’s marketing 
strategy. 

 Reactions of competitors to a company’s marketing and promotional 
strategy. 

 Target Market Selection: 

 After evaluating marketing opportunities for products/services in various 
markets, a company selects one or more as a target market for which it will 
develop a marketing program(s).  

 Goals and objectives are set according to where the company wants to be 
and what it hopes to accomplish in this market. 

 Selecting target markets has implications for advertising and promotional 
strategy and tactics. 

 
Target Marketing Process 

1. Idenitify markets with unfulfilled needs. 
2. Determine market segmentation. 
3. Select market to target. 
4. Position through marketing strategies. 

 
Marketing Planning Program Development 

 Involves combining the various elements of the marketing mix into a cohesive and 
effective marketing program. 

 All elements of the marketing mix must be consistent with one another and must 
contribute to the overall IMC program. 

 Promotional decisions: 
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Background 

Specifics 

Campaign 

Effectiveness 

 The goal of the push strategy is to push the product through the channels of 
distribution by aggressively selling and promoting the item to the resellers, or 
trade. It tries to convince resellers they can make a profit on a 
manufacturer’s product and to encourage them to order the merchandise 
and push it through to their customers. 

 The goal of a pull strategy is to create demand among consumers and 
encourage them to request the product from the retailer. Seeing the 
consumer demand, information will flow to the top. 

 Companies that have favourable channel relationships may prefer to use a 
push strategy. A firm with a limited promotional budget may not have the 
funds for advertising and sales promotion that a pull strategy requires. 

 When the demand outlook for a product is favourable because it has unique 
benefits, is superior to competing brands, or is very popular among 
consumers, a pull strategy may be appropriate. 

 Companies often use a combination of push and pull strategies, with the 
emphasis changing as the product moves through its life cycle. 

 
Promotion To Trade and Target Market 

 The Marketing and Promotions Process Model ends with promotion to: 

 TARGET MARKET (end or ultimate consumer – consumers and businesses); 
and/or 

 TRADE (resellers/channel members). 
 

IMC Plan 

 Provides the framework for developing, implementing, & controlling the 
organisation’s integrated marketing communications programs & activities. 
 
Structure 

1. Introduction 
2. Situation Analysis: 

 Market, Environment, Company, Customer, Competitor, & SWOT analysis 
3. Objectives 
4. Budget  
5. Target Audience 
6. Communication Strategy 
7. Creative Strategy 
8. Media Planning 
9. Media Strategy 
10. Campaign Research & Evaluation 
11. Conclusion 


