CHAPTER 9
Integrated Marketing Communications Strategy
CLASS NOTES

OBJECTIVES:

· Differentiate among the five + one elements of the Promotion Mix.

· Describe Integrated Marketing Communication (IMC).

· Develop the Six steps in effective communication.

· Consider aspects of establishing a promotion budget.

· Differentiate Promotion Mix strategies.

I. Marketing Communications Mix (promotion mix) — consists of the specific blend of the following:

Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor.

Tools—Print & broadcast ads, packaging outer & inserts, motion pictures, brochures, booklets, posters, leaflets, directories, billboards, display signs, p.o.p. displays.

Direct marketing: Use of mail, telephone, and other nonpersonal contact tools to communicate with or solicit a response from specific customers and prospects (carefully targeted).

Tools—Catalogs, mailings, telemarketing, electronic shopping, TV shopping

Sales promotion: Short-term incentives to encourage trial or purchase of a product or service.

Tools—Contests, games, premiums, sampling, trade shows, exhibits/demonstrations, coupons, rebates, low-interest financing, trade-in allowances, stamps.

Public relations: A variety of programs designed to promote and/or protect a company's image or its individual products.

Tools—Press kits, speeches, seminars, annual reports, charitable donations, sponsorships, publications, community relations, lobbying, events

Personal selling: Face-to-face interaction with one or more prospective purchasers for the purpose of making sales.

Tools—Sales presentations, sales meetings, incentive programs, samples, fairs & trade shows

Online marketing: a combination of several electronic media vehicles.  (This is really HOW a marketer will implement IMC.  Tools – websites, blogs, social media, 
In addition, the product's design, price, shape & color of package, and stores that sell it— all communicate something to the buyer.

II. Communications environment has changed drastically from one of mass-media.

1. Mass markets have fragmented requiring more focused programs.

2. Improvements in information technology are supporting segmented marketing.

3. Mass-media advertising has dominated promotional mixes but it is being replaced by other elements of the mix.

KEY— customers do not distinguish between message sources about a company and its products; thus the necessity to manage the total promotional program and ensure it is sending a unified, consistent message.

· Integrated Marketing Communications— concept for carefully integrating and coordinating a company's many communication channels to deliver a clear, consistent and compelling message. 

III. Communication process consists of nine elements (summarized in Exhibit 9.1)
· Historically communication focused on short-term challenges, but the trend, rightfully so, is towards managing the customer relationship over a period of time.

· Assessment is necessary to understand the influence and message of the firm's various communication tools on customer segments.

Critical— the message that is encoded must be received and decoded by the customer within his/her field of experience.

IV. Six steps in developing effective communication. 
Step One— identify the target audience.  A clear target must be visualized because it affects: What, How, When, Where, and Who.

Step Two— determine the communication objectives.  Obviously a PURCHASE is the desired end result of a decision process.  But at what point is the target audience currently?  

Buyer Readiness Stages: Awareness, Knowledge, Liking, Preference, Conviction, and finally PURCHASE.)
Step Three— design the message.  AIDA framework (Exhibit 9.2) outlines qualities of a "good" message: get ATTENTION, hold INTEREST, arouse DESIRE, and obtain ACTION.

· Message is comprised of: content, structure, and format.

Step Four— selection of channel of communication.

· Personal channels: people directly communicate the message.  Personal influence (word-of-mouth extremely effective) carries great weight for expensive, risky, highly visible products.

· Nonpersonal channels: include major media, atmospheres, and events.  These affect buyers directly.

Step Five— message source or the communicator of the message.  Is the source credible for the message being delivered?

Step Six— feedback needed.  Did the message have the intended impact on the target audience?  Behavior of target audience should be measured.

V. So the marketing communications have been planned for the appropriate target market, but how much should the firm spend on the program?  This is a difficult management challenge.  Why?  What are the goals and are they measurable? 
1. Common methods for setting the overall promotion budget (Exhibit 9.4)
· Affordable

· Percentage of sales

· Objective - and - task

· Competitive - parity

2. After the overall budget is established, it must be apportioned among the Promotion Mix.  Each of these tools has unique characteristics and effectiveness: 

· Advertising

· Personal selling

· Sales promotion

· Public relations

· Direct marketing

· (Online marketing)

VI. There are two basic Promotion Mix strategies 

· Push strategy— efforts are directed towards "pushing" the product through the channels of distribution.

· Pull strategy— efforts are directed towards the final consumer so they will "pull" the product to themselves.

VII. Integrating the Promotion Mix

· Start with customers

· Analyze trends

· Audit the pockets of communication

· Identify all contact points

· Team up in communications planning

· Create compatible themes, tones, & quality

· Create performances measures

· Appoint a director

