Chapter 13

Integrated Marketing Communications: Advertising, Sales Promotion, and Public Relations
Communication Process

Marketing Communication Mix or Promotion Mix

The Changing Communications Environment

The Need for Integrated Marketing Communications
With Integrated Marketing Communications (IMC), the Company Carefully Integrates and Coordinates Its Many Communications Channels to Deliver a Clear, Consistent, and Compelling Message About the Organization and Its Products.

Integrated Marketing Communications 

Setting the Overall Communication Mix

AIDA Concept
· Awareness

· Interest

· Desire

· Action

Push versus Pull Promotion Strategy  

Advertising

· Advertising is centuries old.

· U.S. advertisers spend in excess of $244 billion each year; worldwide spending exceeds $465 billion.

· Advertising is used by:

· Business firms,

· Nonprofit organizations,

· Professionals, and

· Social agencies. 

Major Decisions in Advertising  

Setting Advertising Objectives
· Advertising objectives can be classified by primary purpose: 

· Think of examples of ads that address each of these objectives.  

· Using Table 13-1, discuss why your examples fit the chosen objective.

Setting the Advertising Budget

Developing Advertising Strategy

Creating the Advertising Message:
Message Strategy 


Developing Advertising Strategy: Message Execution

Advertising Strategy:
Selecting Advertising Media
· Deciding on 

· reach, 

· frequency, 

· and impact.

· Choosing among the major media types.

· Media habits of target customers,

· Nature of the product,

· Types and costs of messages.

· Selecting specific media vehicles.

· Specific media within each general media type.

· Deciding on media timing.

· Scheduling advertising over the course of a year.

Evaluating Advertising

Other Advertising Considerations

What is Sales Promotion?

Rapid Growth of Sales Promotion
· Sales promotion can take the form of consumer promotions, business promotions, trade promotions, or sales force promotions.

· Rapid growth in the industry has been achieved because:

· Product managers are facing more pressure to increase their current sales,

· Companies face more competition,

· Advertising efficiency has declined,

· Consumers have become more deal oriented. 

Sales Promotion Objectives

· Consumer Promotions

· Trade Promotions: get retailers to:

· carry new items and more inventory,

· advertise products, 

· give products more shelf space, and

· buy product ahead

· Sales Force: getting more sales support.

· In general, sales promotion should focus on:

Major Consumer Sales Promotion Tools

Major Trade Sales Promotion Tools

Major Business Sales Promotion Tools

Developing the Sales Promotion Program

What is Public Relations?

· “Free media”

· Source is unidentified

Major Public Relations Functions

Major Public Relations Tools

