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Integrated Marketing Communications

7 Different promotion mix elements
have different strengths and
limitations

7 A blend of methods may be required

7 Criteria for effective integrated
marketing communications:

2 coordinated
7 consistent
2 comprehensive
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Developing and Managing IMC Campaign

Step 1. Identify the Target Audience

Step 2. Determine the IMC Objectives
Buyer Readiness Stages
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Purchase

Step 3. Establish IMC Budget

% Of

Affordable
Sales

Competitive | Objective
Parity & Task

Step 4. Design the IMC Message

Message Content
Rational Appeals
Emotional Appeals
Moral Appeals
Message Structure
Draw Conclusions
Argument Type
Argument Order
Message Format
Layout,
Words, & Sounds,
Body Language
Message Source
Expertise,
Trustworthiness,
Congruity




Step 5. Select IMC/Advertising Media

1. Decide on Reach, Frequency,
and Impact of each medium

2. Choose Among Major Media Types
* Media Habits of Target Consumers
* Nature of the Product
* Type of Message
* Cost
3. Select Specific Media Vehicles

Must Balance Media Cost Against Media Factors:
Audience Quality & Attention, Editorial Quality

4. Decide on Media Timing
Scheduling of Advertising Over the Course of a Year
Pattern of Ads: Continuity or Pulsing

Classification of
Message Timing Patterns
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Step 6. Measure Results

Evaluation of Campaign Effectiveness

Communication Effects Sales Effects
Is the Ad Campaign

Is the Ad Campaign
Increasing Sales?

Communicating Well?
awareness, perception, attitude




Evaluation Methods

Pretesting Tools:

*Focus Groups
*Screening
*Persuasion Scores

Tools:
*Unaided Recall Tests
Aided Recall Tests
«Inquiry Evaluations

Posttesting

Sales Effectiveness

- Tools:
Evaluation

*Monitor Sales
*Brand-to-Sales Effects

Simplified Rating Sheet for Ads

(Attention) How well does the ad catch
the reader’s attention?

(Read-through) How well does the

ad lead the reader to read further? _ 20
(Co?nitive) How clear is the
cenfral message or benefit? _ 20
(Affective) How effective is
the particular appeal? _ 20
(Behavior) How well does the
ad suggest follow-through action? _ 20
1 1 1 1 ]
20 40 60 80 1o _Total

Poor Mediocre Average Good Great
ad ad ad ad ad

Step 7. Revise and Improve the IMC Campaign

Is the IMC campaign
progressing toward
the goals?

If not, what is
wrong with the
campaign?

What needs to be
done to improve
the campaign?




Five M’s in Advertising Campaign

‘ Mission (objectives)
]

‘ Money (Budget)
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Organizing for Advertising Campaign

Sales Departments in Ad_vertising Departmlents
Small Companies in Larger Companies

Advertising Agency

Firm that Assists Companies
in Planning, Preparing,
Implementing and
Evaluating Their
Advertising
Programs.




