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Preface

“Integrated marketing communications is a way of looking at the whole marketing process
from the viewpoint of the customer.” – Philip Kotler

Overall, it’s not enough to just reach the customer. In today’s world, organizations not only
push out messages but also use technology to reach their target audiences. Businesses and
organizations rely on Internet presence to tell their story and provide the ability to purchase
products, when appropriate. Organizations also use social media to interact with customers and
prospective customers. And since the Internet is so highly used as a source of information,
organizations and businesses strive to rank in the top listing of an Internet search.

Customers are provided with innumerable choices that allows them to compare products,
communication provided by products, features, etc. Marketers have to be really alert and sharp
and avoid inconsistent messages. IMC as a tool allow the marketer to communicate the messages
consistently.

This book of ‘Integrated Marketing Communication and Advertising’ has been written
strictly as per the syllabus of University of Mumbai for SYBMS Semester – IV in a simple
language, diagrammatic representation of concepts and Indian case studies are few of the unique
points of this book. Various resources from reference books, blogs, articles, internet library, etc.
were referred to prepare the content.

We are thankful to our respected principal and college librarian for the constant support we
received for reference books. We are also thankful to all the staff of Himalaya Publishing House
Pvt. Ltd. for their constant support.

We would appreciate your valuable feedback on the following e-mail id:
‘subhashinin@dalmialionscollege.ac.in’

Authors



Syllabus

Integrated Marketing Communication and Advertising
[60 Lectures : 3 Credit]

Learning Objectives:
This course will equip the students with knowledge about the nature, purpose and complex

construction in the planning and execution of an effective Integrated Marketing Communications (IMC)
program. Students will learn about various tools of IMC and the importance of co-ordinating them for an
effective marketing communications program.

Unit
No. Name of the Topic No. of

Lectures
Unit 1 Introduction to Integrated Marketing Communication 14

1. Meaning, Evolution of IMC, Reasons for Growth and Features.
2. Promotional Tools for IMC, IMC Planning Process, Role of IMC in Marketing.
3. Communication Process, Traditional and Alternative Response Hierarchy Models.
4. Establishing Objectives and Budgeting: Determining Promotional Objectives, Sales vs.

Communication Objectives, DAGMAR, Problems in Setting Objectives, Setting
Objectives for the IMC Program.

Unit 2 Elements of IMC 16
1. Sales Promotion – Different Types of Sales Promotion, Advantages and Disadvantages.
2. Public Relation and Publicity – Types of PR, Process, Advantages and Disadvantages,

Types of Publicity.
3. Direct Marketing – Features, Advantages and Disadvantages.
4. Personal Selling – Features, Advantages and Disadvantages.
5. Advertising – Features, Advantages and Disadvantages.
6. New Trends in IMC, International Media.

Unit 3 Advertising 14
1. Types of Advertisements.
2. Communication Model with Reference to Advertising.
3. AIDA, Hierarchy of Effects, Innovation, Adoption.
4. Fundamentals of Advertising Campaigns – Brand Positioning through Advertising –

Planning Process – The Creative Brief – Creating an Appeal.
5. Elements of Print Advertisement – Scriptwriting for Radio and Television – Legal and

Ethical Aspects of Advertising – Kids Advertising.
6. Advertising Agencies – Function – Types – In-house Agencies – Direct Response

Agencies – Sales Promotion Agencies – PR Firms – Interactive Agencies – Advertising
AgencyStructure – Client-AgencyRelationship – Agency Selection – Agency Compensation.

Unit 4 Budget and Measuring Effectiveness 16
1. Definition of Ad Budget.
2. Definition of Ad Appropriation.
3. Methods of Budgeting.
4. Measuring Effectiveness of Advertisement, Measuring Effectiveness of the Promotional

Programand Evaluating Social, Ethical and EconomicAspects:Arguments for and Against.
5. Advertising Research – What, When, Where and How, Testing Process.
6. Advertising and Promotion Ethics, Advertising and Children, Social and Cultural

Consequences – Stereotypes, Economic Effects of Advertising.



Paper Pattern

Maximum Marks: 75
Time: 2.5 Hours

Note: 1. All questions are compulsory subject to internal choice.

2. Figures to right indicate full marks.

Q.1. Attempt any 2 questions (15 Mks)

(a) (7.5 Mks)

(b) (7.5 Mks)

(c) (7.5 Mks)

Q.2. Attempt any 2 questions (15 Mks)

(a) (7.5 Mks)

(b) (7.5 Mks)

(c) (7.5 Mks)

Q.3. Attempt any 2 questions (15 Mks)

(a) (7.5 Mks)

(b) (7.5 Mks)

(c) (7.5 Mks)

Q.4. Attempt any 2 questions (15 Mks)

(a) (7.5 Mks)

(b) (7.5 Mks)

(c) (7.5 Mks)

Q.5. Case Study (15 Mks)
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Unit 1: Introduction to Integrated Marketing Communication

Chapter 1

INTEGRATED MARKETING COMMUNICATION

INTRODUCTION ● ···················································································································
Integrated Marketing Communications (IMC) is a marketing concept of the 1990s. It will be

necessary for survival in the 21st century. The advent of integration is causing marketers to take a
fresh look at all the components of marketing, specifically the unique dimension that public
relations bring to the marketing mix. Public relations people in turn are seizing the opportunity
that integration offers them to make a difference where it counts most to their companies and
clients – on the bottom line. IMC is the culmination of the shift that began in the post-World War
II period, from selling what the companies make to making what the consumers want. IMC is
focused on what to know about product and services, not what the marketers want to tell them in
order to sell them.

DEFINITION AND FEATURES ● ·························································································
Integrated Marketing Communication is a management concept that is designed to make all

aspects of marketing communication such as advertising, sales promotion, public relations, and
direct marketing work together as a unified force, rather than permitting each to work in isolation.
It ensures that all forms of marketing communications and messages are carefully linked together.

For example, the brand Surf Excel uses the tagline “Daag Ache Hai”. The ads are published
in newspaper, magazines and banners. The brand also broadcasts the ads in radio, internet, etc.
The brand uses the consistent tagline in all the communication. Consistency is the key to the
success of IMC.

Marketing Communications includes the following:
● Advertising, Direct Marketing, Sales Promotion and Public Relations.
● IMC is coordinating all the promotional and other marketing activities that communicate

with a firm’s customers and other stakeholders through online and offline channels.
● The key here is coordination or integration.

Why is integration important?
● Consistency, else confusion.
● Clarity, else confusion.
● Impact, since different tools have different strengths.
● The tools of IMC, thus, need to be integrated.

It is important that Advertising, Direct Marketing, Sales Promotion and Public
Relations be clubbed together for the following reasons:



● All communicate.
● All aim to persuade; Persuasion is the aim.
● Should never deviate from a brand’s position.

All of these communications tools work better if they work together rather than in isolation.
Their sum is greater than their parts – providing they speak consistently with one voice all the
time, every time.

Meanwhile, Internal Integration requires internal marketing – keeping all staff informed and
motivated about any new developments from new advertisements, to new corporate identities,
new service standards, new strategic partners and so on.

External Integration, on the other hand, requires external partners such as advertising and PR
agencies to work closely together to deliver a single seamless solution – a cohesive message – an
integrated message.

Evolution of IMC
The term Integrated Marketing Communications was first coined in 1989. Since that era,

marketing communications has shifted from a dominance of advertising. The American
Association of Advertising Associations (4As) defined IMC as “an approach to achieving the
objectives of a marketing campaign through a well-coordinated use of different promotional
methods that are intended to reinforce each other.” At that time, the 4As recognized the
importance of various mediums including advertising, public relations, sales promotion and direct
marketing for delivering consistent messages across marketing channels.

The need to focus beyond advertising predominately was due to several factors. It was
becoming increasingly difficult for a single message to have a significant impact; there were other
ways to effectively reach customers; and technology advances made audience targeting and
database marketing more efficient and cost-effective.

As with any concept, integrated marketing communications has evolved. The concept is now
more centered on the customer, specifically customer shopping and buying preferences. Based on
the theory that it takes between 7 and 12 impressions before a message is effective at moving a
customer to purchase, integrated marketing communications leverages the opportunity to place
messages in front of the customer at various stages of the buying cycle. Depending on the
customer, a different series of integrated product messages will tell the full product story and
effectively reach the customer.

Integrated marketing communications uses the principles of the four Ps (product, price,
promotion and place) to pull together all aspects of marketing communications. These include
advertising (broadcast, outdoor, online and direct marketing), online/digital media (e-commerce,
e-mail marketing, social media, mobile marketing, search engine optimization and content
marketing), public relations, promotions, sales, customer service, trade shows/events and product
promotions.



In today’s world, organizations not only push out messages but also use technology to reach
their target audiences. Businesses and organizations rely on Internet presence to tell their story
and provide the ability to purchase products, when appropriate. Organizations also use social
media to interact with customers and prospective customers. And since the Internet is so highly
used as a source of information, organizations and businesses strive to rank in the top listing of an
Internet search.

Overall, it’s not enough to just reach the customer. Integrated marketing communications at
its best is the most cost-effective and efficient mix of mediums to move a target audience through
the buying process, based on the organization’s goals, objectives and budget.

Features
1. Outside-in approach: An initial key feature of Integrated Marketing Communication is that

the process should start with the customer or prospect and then work back to the brand
communicator in determining the most appropriate messages and media to persuade or
induce the communicator’s brand. The IMC approach avoids an “inside-out” approach (from
company to customer) in identifying communication vehicles and instead starts with the
customer (“outside-in”) to determine those communication methods that will best serve the
customers’ information needs and motivate them to purchase the brand.

2. Use of appropriate marketing communication tools: IMC tools include advertising, sales
promotions, sponsorships, etc. Such is the case with marketing communications: not all tools
(again, advertising, sales promotions, sponsorships, etc.) are equally effective for all jobs.
Rather, a truly professional marketing communicator selects those tools that are best for the
job. A professional marketing communicator must carefully select those tools that are most
appropriate for the communications objective at hand.

3. Message consistency: The philosophy and practice of IMC is the demand that all the
communication through various IMC tools must all strive to present the same message and
convey that message consistently across diverse message channels, or points of contact.
Marketing communications must, in other words, speak with a single voice. Coordination of
messages and media is absolutely critical to achieving a strong and unified brand image and
moving consumers to action.
A vice president of marketing at Apple Inc. fully recognized the value of speaking with a
single voice when describing his intention to integrate all the marketing communication
contacts for Apple’s brand of smart phones, Macs and tablets. This executive captured the
essential quality of “single voicing” when stating that, under her leadership, “whenever
consumers see an iPhone, they’ll be seeing the same message.” Now, every piece of
communication from package to Internet has to reflect the same message.”

4. Build relationships: IMC believes that successful marketing communication requires
building relationships between brands and their consumers/customers. A relationship is an
enduring link between a brand and its customers. It can be argued, in fact, that relationship
building is the key to modern marketing and that IMC is one of the keys to relationship
building. Successful relationships between customers and brands lead to repeat purchasing
and perhaps even to loyalty toward a brand. The importance of relationship building has
spawned the growth of an entire industry of consultants and software suppliers who are
involved in the practice of customer relationship management, or CRM.



5. Influence consumer attitude: A final IMC feature is the goal to affect the behaviour of the
target audience or target market. Successful IMC requires that communication efforts be
directed at encouraging some form of behavioural response. The objective, in other words, is
to move people to action. An IMC program must be judged, ultimately, in terms of whether
it influences behaviour; but it would be simplistic and unrealistic to expect an action to
result from every communication effort. Prior to purchasing a new brand, consumers
generally must be made aware of the brand and its benefits and be influenced to have a
favourable attitude toward it.

6. Cost-effective: IMC helps in the optimum utilization of resources. The systematic
communication mix helps in avoiding the duplication of images, photos, etc. Agency fees
are reduced by using a single agency for all communications and even if there are several
agencies, time is saved when meetings bring all the agencies together – for briefings,
creative sessions, tactical or strategic planning. This reduces workload and subsequent stress
levels – one of the many benefits of IMC.

7. Creates an Integrated Communication Plan: The best marketing strategy in the world
will ultimately fail if you are unable to get the right message to your potential customers at
the right place and the right time. An integrated marketing communications plan matches
your available budget of time and money to the most effective means for distributing your
message. No matter how great your product or service, if your potential customers don’t
know it exists; there will never be a sale.

8. Budget and allocate resources: An “integrated marketing communications plan” must have
a target budget and resources assigned to each element of the plan. Depending on the size of
budget, brands will probably need to make trade-offs between methods to achieve
communication goals. In addition, brands need to have the internal or external resources
aligned to carry out the plan. A good integrated marketing communications plan can take
marketing efforts to the next level.

The New Age of Micromarketing (For Reference)
For years, major consumer products companies such as McDonald’s, Procter & Gamble, and Coca-Cola
spent most of their advertising and promotion budgets on mass media, including television and
magazines. However, over the past five years, these companies have been relying less and less on TV
commercials and print ads to sell their products. McDonald’s now spends only one-third of its US
marketing budget on television compared to two-thirds in 2000. A number of other consumer product
giants such as General Motors and Unilever have also been moving away from the mass marketing
approach and focusing more on well-defined and targeted market segments.
For these companies, as well as many others, the evolution from mass to micromarketing is a
fundamental change driven as much by necessity as by opportunity. They recognize that the consumer
market is much more diverse and commercially self-indulgent than it was even five years ago. The
country has fragmented into a myriad of market segments that are defined not only by demography, but
by increasingly nuanced product preferences.
New technologies such as digital video recorders allow viewers to skip commercials altogether. The
proliferation of digital and wireless communication is spreading the mass audience of old across
hundreds of narrowcast cable TV and radio channels, thousands of specialized magazines, and millions
of video game consoles, personal digital assistants, and cell phone screens.
The Internet is rapidly coming of age as an important advertising medium with online versions of nearly
every television station, newspaper, and magazine in the country. The Web offers marketers tremendous



opportunities for targeting based on numerous dimensions. The crude banner and pop-up ads that
initially defined Internet advertising are giving way to more refined formats such as “paid search,” which
is the fastest growing form of online advertising. Online search giants Google and Yahoo are adding
refinements that will make it possible for paid-search advertisers to target Internet users by region or
city.
To respond to the media fragmentation, marketers are increasing their spending on media that are more
targeted and can reach specific market segments. McDonald’s now use much of the money that used to
pay for commercials on network television and spends it on more specialized media that targets specific
markets. To reach young men, which are one of its prime target markets, McDonald’s advertises on
Footlocker’s in-store video network and pays for closed circuit sports programming piped into Hispanic
bars. The company’s chief marketing officer, Larry Light, has stated, “We are a big marketer. We are not
a mass marketer.”
McDonald’s is not the only company that has moved away from mass marketing. For many years,
Procter & Gamble was considered the quintessential mass marketer. However, today, the company is
becoming much more selective in its use of television advertising to back brands such as Tide, Crest,
Pampers and Old Spice.
There appears to be no stopping the fragmentation of the consumer market as well as the proliferation of
media. The success of marketing communication programs will depend on how well companies make
the transition from the fading age of mass marketing to the new era of micromarketing. Many companies
are learning that it no longer makes economic sense to send an advertising message to the many in hopes
of persuading the few.

Sources: Anthony Bianco, “The Vanishing Mass Market,” Business Week, July 12, 2004, pp. 61-68; Jeff Neff and Lisa
Sanders, “It’s Broken,” Advertising Age, February 16, 2004, pp. 1, 30.

Old New
Consumers Couch potatoes passively receive

whatever the networks broadcast
Empowered media users control and shape
the content, thanks to TiVo, iPod, and the
Internet

Aspirations To keep up with the crowd To stand out from the crowd
TV choice Three networks plus a PBS station,

maybe
Hundreds of channels, plus video on
demand

Magazines Age of the big glossies: Time, Life,
Look and Newsweek

Age of the special interest: A magazine for
every hobby and affinity group

Ads Everyone hums the popular jingle of
latest product ads

Talking to a group of one: Ads go ever
narrower

Brands Rise of the big, ubiquitous brands, from
Coca-Cola to Tide

Niche brands, product extensions, and mass
customization mean lots of new variations

ADVANTAGES/RELEVANCE OF IMC ● ···········································································
1. Competitive advantage: Although IMC requires a lot of effort, it delivers many benefits. It

can create competitive advantage, boost sales and profits, while saving money, time and
stress. The ability to keep a customer for life is a powerful competitive advantage.



2. Aids in buying process: IMC wraps communications around customers and helps them
move through the various stages of the buying process. The organization simultaneously
consolidates its image, develops a dialogue and nurtures its relationship with customers.

3. Building brand identity: IMC, with help of various communication mix, builds a strong
brand identity by tying together all images and messages.

4. Message credibility: IMC also makes messages more consistent and therefore more
credible. IMC helps the marketers in choosing the right message for the target audience with
the right communication tools. This reduces risk in the mind of the buyer which, in turn,
shortens the search process and helps to dictate the outcome of brand comparisons.

5. Cost-effective: IMC helps in the optimum utilization of resources. The systematic
communication mix helps in avoiding the duplication of images, photos, etc. Agency fees
are reduced by using a single agency for all communications and even if there are several
agencies, time is saved when meetings bring all the agencies together – for briefings,
creative sessions, tactical or strategic planning. This reduces workload and subsequent stress
levels – one of the many benefits of IMC.

6. Increased profits: IMC also increases profits through increased effectiveness. In a busy
world, a consistent, consolidated and crystal clear message has a better chance of cutting
through the ‘noise’ of over five hundred commercial messages which bombard customers
each and every day.

7. Updating the consumer: Carefully linked messages also help buyers by giving timely
reminders, updated information and special offers which, when presented in a planned
sequence, help them move comfortably through the stages of their buying process.

8. Avoids deviation: IMC helps in coordinating corporate messages, positioning and images
across all places. Such coordination ensures same message and content across all
communication and hence avoids deviation in the messages.

DISADVANTAGES OF IMC ● ·······························································································
1. Restrict creativity: IMC can restrict creativity. There will be no more wild and crazy sales

promotions unless they fit into the overall marketing communications strategy. The joy of
widespread creativity may be silent, but the creative challenge may be greater and ultimately
more satisfying when operating within a tighter, integrated, creative brief.

2. Time-consuming: IMC deals in coordinating the message across the various media.
Appropriate coordination requires systematic planning which becomes a time-consuming
process.

3. Spoils corporate image: IMC requires coordination with various media and advertising
agency. Proper track with these advertising agencies is a must, failing in which, the
communication many a time distorts and spoils the corporate image.

4. Requires proper coordination: Sadly, some organizational structures isolate communications,
data, and even managers from each other. For example, the PR department often doesn’t report
to marketing. The sales force rarely meets the advertising or sales promotion people and so on.
Imagine what can happen when sales representatives are not told about a new promotional
offer!



EFFECTIVE IMPLEMENTATION ● ·····················································································
To ensure that an organization becomes integrated and stays integrated, following are the

steps:
1. To get Senior Management Support for the initiative by ensuring they understand the

benefits of IMC.
2. Integrate at different levels of management. Put ‘integration’ on the agenda for various types

of management meetings – whether annual reviews or creative sessions. Horizontally –
ensure that all managers, not just marketing managers understand the importance of a
consistent message – whether on delivery trucks or product quality. Also ensure that
Advertising, PR and Sales Promotions staff are integrating their messages. To do this, you
must have carefully planned internal communications, that is, good internal marketing.

3. Ensure the Design Manual or even a Brand Book is used to maintain common visual
standards for the use of logos, type faces, colours and so on.

4. Focus on a clear marketing communications strategy. Have crystal clear communications
objectives; clear positioning statements. Link core values into every communication. Ensure
all communications add value to (instead of dilute) the brand or organization. Exploit areas
of sustainable competitive advantage.

5. Start with a Zero Budget. Start from scratch. Build a new communications plan. Specify
what you need to do in order to achieve your objectives. In reality, the budget you get is
often less than you ideally need, so you may have to prioritize communications activities
accordingly.

6. Think customers first. Wrap communications around the customer’s buying process. Identify
the stages they go through before, during and after a purchase. Select communication tools
which are right for each stage. Develop a sequence of communications activities which help
the customer to move easily through each stage.

7. Build relationships and brand values. All communications should help to develop stronger
and stronger relationships with customers. Ask how each communication tool helps to do
this. Remember: customer retention is as important as customer acquisition.

8. Develop a good marketing information system which defines who needs what information
when. A customer database, for example, can help the telesales, direct marketing and sales
force. IMC can help to define, collect and share vital information.

9. Share artwork and other media. Consider how, say, advertising imagery can be used in
e-mails, exhibition stands, news releases and websites, etc.

10. Be prepared to change it all. Learn from experience. Constantly search for the optimum
communications mix.

QUESTIONS
1. Define IMC. Explain its features.
2. Explain the merits and demerits of IMC.
3. Write a note on evolution of IMC.

♦ × ♦




