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Abstract: This report explores a major goal of integrated marketing communications (IMC): building
a unified and consistent brand experience across all touchpoints. We will analyze the theoretical
underpinnings of this goal, review empirical evidence supporting its importance, and discuss
practical strategies for achieving it. A major goal of integrated marketing communications is to
enhance customer relationships, drive sales, and improve overall brand equity.

1. Introduction: The Evolution of Integrated Marketing Communications

For decades, marketing efforts often operated in silos. Advertising, public relations, sales
promotions, and digital marketing were treated as separate entities, leading to fragmented and
inconsistent brand messaging. A major goal of integrated marketing communications is to address
this fragmentation by coordinating all marketing activities to deliver a cohesive and unified brand
experience. This shift represents a fundamental change in how businesses approach customer
engagement.

1. A Major Goal of Integrated Marketing Communications is to Enhance Brand Consistency and
Recognition



Inconsistency in messaging across different channels can confuse consumers and damage brand
reputation. A major goal of integrated marketing communications is to ensure that the brand
message, tone, and visual identity are consistent regardless of whether a customer interacts with the
brand through a television commercial, a social media post, or a direct mail campaign. This
consistency fosters brand recognition, making it easier for customers to identify and connect with
the brand. Research by Keller (2013) demonstrates a strong correlation between brand consistency
and brand equity. Studies have shown that brands with consistent messaging achieve higher levels
of brand awareness and customer loyalty.

1. A Major Goal of Integrated Marketing Communications is to Optimize Customer Experience
Across All Channels

The customer journey is rarely linear. Customers interact with brands through multiple channels,
often simultaneously. A major goal of integrated marketing communications is to create a seamless
and positive experience across all touchpoints, from initial awareness to post-purchase engagement.
This requires a detailed understanding of the customer journey map and the strategic integration of
various marketing channels to support each stage. For example, a well-integrated IMC strategy
might use targeted digital advertising to drive traffic to a company website, which then provides a
seamless transition to personalized email marketing and post-purchase customer service.

1. Data and Research Findings: Measuring the Success of Integrated Marketing Communications

Measuring the effectiveness of IMC requires a holistic approach that goes beyond traditional
marketing metrics. Key Performance Indicators (KPIs) should reflect the integrated nature of the
strategy, considering factors such as brand awareness, customer engagement across channels,
customer lifetime value (CLTV), and return on investment (ROI) across all marketing activities.
Studies using attribution modeling techniques demonstrate that a well-executed IMC strategy can
significantly improve ROI compared to siloed marketing efforts. For instance, a study by Forrester
Research (2020) found that companies with a strong IMC strategy experienced a 20% increase in
revenue growth.

1. A Major Goal of Integrated Marketing Communications is to Drive Sales and Revenue Growth

Ultimately, the success of any marketing strategy hinges on its ability to drive sales and revenue
growth. A major goal of integrated marketing communications is to achieve this by creating a
compelling and unified brand experience that motivates customers to purchase and remain loyal to
the brand. This requires a data-driven approach that continuously monitors and optimizes the
performance of individual marketing activities and the overall IMC strategy. A/B testing, customer
segmentation, and predictive analytics can be used to refine the messaging and channel selection to
maximize sales conversion rates.



1. Building Strong Customer Relationships through Integrated Marketing Communications

A major goal of integrated marketing communications is to build long-term relationships with
customers. This extends beyond simply driving immediate sales; it involves fostering loyalty,
advocacy, and repeat business. IMC strategies often incorporate customer relationship management
(CRM) systems to personalize communication and tailor marketing messages to individual customer
needs and preferences. This personalized approach strengthens customer relationships, builds trust,
and increases the likelihood of repeat purchases and positive word-of-mouth referrals.

1. A Major Goal of Integrated Marketing Communications is to Increase Brand Equity

Brand equity is the overall value of a brand, encompassing factors such as brand awareness, brand
perception, and customer loyalty. A major goal of integrated marketing communications is to build
and enhance brand equity by creating a consistent and positive brand image across all touchpoints.
This requires a long-term perspective and a commitment to building trust and creating meaningful
connections with customers. A strong brand with high equity commands premium pricing and enjoys
greater resilience in the face of competition.

1. Practical Strategies for Achieving Integrated Marketing Communications Goals

Implementing a successful IMC strategy requires careful planning, coordination, and execution. Key
steps include:

Developing a comprehensive marketing plan: This plan should define the target audience, marketing
objectives, key messages, and the allocation of resources across different marketing channels.
Establishing a cross-functional team: This team should include representatives from various
marketing departments and other relevant functions to ensure alignment and collaboration.
Utilizing appropriate technology: CRM systems, marketing automation tools, and analytics
dashboards are essential for managing and measuring the performance of the IMC strategy.
Monitoring and evaluating performance: Regular monitoring of KPIs and ongoing evaluation are
crucial for identifying areas for improvement and optimizing the strategy over time.

1. Conclusion:

A major goal of integrated marketing communications is to build a cohesive brand experience that
enhances customer relationships, drives sales, and strengthens brand equity. This requires a shift
away from siloed marketing efforts towards a coordinated and data-driven approach that considers
all customer touchpoints. By focusing on consistency, customer experience, and data-driven
optimization, businesses can leverage the power of IMC to achieve significant marketing success.



FAQs:

. What is the difference between IMC and traditional marketing? Traditional marketing often

involves separate, independent campaigns for different channels (e.g., separate advertising
and PR campaigns). IMC integrates all marketing activities into a unified, cohesive strategy.

. How can I measure the effectiveness of my IMC strategy? Use a combination of quantitative

metrics (e.g., website traffic, sales conversions) and qualitative metrics (e.g., customer
feedback, brand awareness surveys).

. What role does technology play in IMC? Technology is crucial for managing and analyzing

data, automating marketing tasks, and personalizing customer interactions.

. What are some common challenges in implementing IMC? Challenges include organizational

silos, lack of data integration, and difficulty measuring ROI across multiple channels.

. How can I ensure brand consistency across all channels? Develop comprehensive brand

guidelines, utilize a style guide, and use consistent messaging and visual elements across all
communications.

. What is the role of customer journey mapping in IMC? Customer journey mapping helps

visualize the customer experience and identify opportunities to improve integration and
enhance customer engagement.

. How can I build stronger customer relationships through IMC? Personalize communications,

engage customers through multiple channels, and actively seek customer feedback.

. What are the key benefits of using a cross-functional IMC team? A cross-functional team

promotes collaboration, improves communication, and ensures a more cohesive and effective
marketing strategy.



1. How can IMC contribute to long-term brand building? Consistent messaging, positive
customer experiences, and strong brand relationships lead to increased brand awareness,
loyalty, and equity over the long term.

Related Articles:

1. "The Power of Integrated Marketing Communications: A Case Study of [Company Name]": This
case study analyzes a successful IMC implementation by a specific company, highlighting the
strategies used and the results achieved.

1. "Measuring the ROI of Integrated Marketing Communications: A Practical Guide": This article
provides a step-by-step guide on how to effectively measure the return on investment of an
integrated marketing communications strategy.

1. "The Role of Digital Marketing in Integrated Marketing Communications": This article explores
the importance of digital channels in a comprehensive IMC strategy, focusing on integration
and optimization across platforms.

1. "Building Brand Consistency through Integrated Marketing Communications": This focuses on
practical strategies for developing and maintaining brand consistency across multiple
channels.

1. "Customer Journey Mapping for Integrated Marketing Communications Success": This article
demonstrates the use of customer journey maps in developing and executing effective IMC
campaigns.

1. "Overcoming Organizational Silos for Effective Integrated Marketing Communications": This
article offers solutions to common challenges in implementing IMC, focusing on organizational
barriers.



1. "The Future of Integrated Marketing Communications: Trends and Predictions": This article
examines emerging trends and future developments in the field of integrated marketing
communications.

1. "Integrated Marketing Communications and Customer Relationship Management (CRM)": This
explores the synergy between IMC and CRM systems in building stronger customer
relationships.

1. "Attribution Modeling and Integrated Marketing Communications: A Data-Driven Approach":
This article examines the use of attribution modeling techniques to measure the effectiveness
of different marketing channels in an integrated strategy.

a major goal of integrated marketing communications is to: Renegade Marketing Drew
Neisser, 2021-10-05 Marketing has become ridiculously complicated, but yours doesn't have to be.
With decades of hands-on experience, expert strategist and writer Drew Neisser has witnessed the
dramatic evolution of business-to-business marketing. Working alongside giant brands like IBM, as
well as startups and mid-size companies, and interviewing over four hundred top practitioners,
Neisser uncovered the top four characteristics that all successful marketers have in common: they
are Courageous, Artful, Thoughtful, and Scientific (CATS). These four characteristics form the basis
for the framework in Renegade Marketing. Over the years, Neisser created a twelve-step formula to
radically simplify B2B marketing and build an unbeatable brand. In his book, he shares the stories of
marketing CATS as he gives you the tools to: Walk through a highly refined discovery process that
culminates in finding your brand's purpose Define your company's purpose in eight words or fewer
Build team support for new marketing initiatives while establishing your unique brand story, voice,
and design Assemble effective marketing plans that engage employees, inspire customers, and
attract new business Drive perpetual growth by creating a culture with metrics, marketing
technology, and experimentation

a major goal of integrated marketing communications is to: Strategic Integrated
Marketing Communications Larry Percy, 2014-06-27 An essential book for today's marketer now that
integrated marketing communications form a critical success factor in building strong brands and
strong companies This new edition is still the only textbook on the market to deal with all aspects of
IMC from a strategic perspective Corporate image, identity and reputation have never been more
important and this book unlocks the key factors in achieving and enhancing this Integrated
Marketing Communications is not just about utilizing different communication options in your
marketing campaign; it is about planning in a systematic way to determine the most effective and
consistent message for your target audience. As such, it depends upon identifying the best
positioning, generating positive brand attitude, a consistent reinforcement of the brand's message
through IMC channels, and ensuring that all marketing communication supports the company's
overall identity, image, and reputation. This textbook is a roadmap to achieving this, thoroughly
updated to reflect the dynamic changes in the area since the first edition was published. New to this
edition: New sections on social media and now to integrate them into your marketing function New
chapter on message development and an enhanced chapter on the IMC plan Robust pedagogy to



help reinforce learning and memory Enhanced teaching materials online to help lecturers prepare
their courses Brand new real-life case study vignettes

a major goal of integrated marketing communications is to: The Evolution of Integrated
Marketing Communications Don Schultz, Charles H. Patti, Philip J. Kitchen, 2013-12-16 This book
reviews, updates and enhances the basic concepts surrounding the academic theory and practice of
Integrated Marketing Communication (IMC). Since the introduction of IMC in the late 1980s, the
concept has spread around the world. In that expansion, many authors have written about IMC;
practitioners have adopted and adapted the concept to fit their own market situations. Further,
dramatic changes have occurred in the technologies used in marketing communications which
consumers have accepted and employed in their consumption of marketers' messages and
incentives. Thus, there have been dramatic changes in how IMC was initially envisioned and how it
has developed over time. This book identifies and discusses these changes, how they have occurred
and what they mean going forward for all types of marketers around the world. Thus, IMC, and
indeed integration of communications at all organisational levels is an essential in the 21st century
organisations. This book was published as a special issue of the Journal of Marketing
Communications.

a major goal of integrated marketing communications is to: Encyclopedia of Sport
Management Pedersen, Paul M., 2021-12-14 Bringing together preeminent international
researchers, emerging scholars and practitioners, Paul M. Pedersen presents the comprehensive
Encyclopedia of Sport Management, offering detailed entries for the critical concepts and topics in
the field.

a major goal of integrated marketing communications is to: Marketing Management Dr.
Brijesh Sivathanu, 2014-06-24 Products are an important variable in the marketing mix. The mix of
products offered by a company such as Heinz can be a firm's most important competitive tool. If a
company's products do not meet customers 'desires and needs, the company will fail unless it makes
adjustments. Developing successful products like Dell personal computers requires knowledge of
fundamental product concepts.

a major goal of integrated marketing communications is to: Principles of Integrated
Marketing Communications Lawrence Ang, 2021-02-23 Marketing in the digital age poses major
challenges for traditional and established practices of communication. To help readers meet these
challenges Principles of Integrated Marketing Communications: An Evidence-based Approach
provides a comprehensive foundation to the principles and practices of integrated marketing
communications (IMC). It examines a variety of traditional and digital channels used by
professionals to create wide-reaching and effective campaigns that are adapted for the aims of their
organisations. This edition has been thoroughly revised and each chapter includes: case studies of
significant and award-winning campaigns from both Australian and international brands that
illustrate the application of explored concepts; discussion and case study questions that enable
readers to critically evaluate concepts and campaigns; a managerial application section that
illustrates how concepts can be applied effectively in a real situation; a 'further thinking' section that
expands knowledge of advanced concepts and challenges readers to think more broadly about IMC.

a major goal of integrated marketing communications is to: Handbook of Research on
Promotional Strategies and Consumer Influence in the Service Sector Panwar, Upendra Singh,
2016-04-11 Economic growth is directly impacted by a multitude of different industries; in recent
years, the service industry has emerged as a significant contributor to the global economy. As such,
the effective management of this sector has become a widely studied topic. The Handbook of
Research on Promotional Strategies and Consumer Influence in the Service Sector is an
authoritative reference source for the latest research on emerging methods for innovative service
design and delivery, examining how growing customer expectations and global competition has
influenced this industry. Featuring quality factors, marketing tools, and the effects of consumer
behavior, this publication is ideally suited for researchers, professionals, and academicians actively
involved in the service industry.




a major goal of integrated marketing communications is to: Integrated Marketing
Communications, Strategies, and Tactical Operations in Sports Organizations Dos Santos, Manuel
Alonso, 2019-01-25 As with any business, economic, financial, and marketing management for sports
organizations is critical for attracting, retaining, and engaging fans. Unlike typical businesses, the
sports industry is inconsistent, highly emotional with a strong personal nature, and operates in
various markets where organizations compete and cooperate at the same time. Thus, traditional
management techniques are not always appropriate for these organizations. Integrated Marketing
Communications, Strategies, and Tactical Operations in Sports Organizations provides expert insight
into the latest trends, strategies, and tactics that can be used in the sports industry to build
foundations for successful commercialization. The content within this publication covers city
marketing, social media interactions, and atmospheric influence and is designed for managers,
marketers, business and industry professionals, stakeholders, academicians, researchers, and
students.

a major goal of integrated marketing communications is to: Travel Marketing, Tourism
Economics and the Airline Product Mark Anthony Camilleri, 2017-10-03 This book provides a
comprehensive introduction to travel marketing, tourism economics and the airline product. At the
same time, it provides an overview on the political, socio-economic, environmental and technological
impacts of tourism and its related sectors.This publication covers both theory and practice in an
engaging style, that will spark the readers’ curiosity. Yet, it presents tourism and airline issues in a
concise, yet accessible manner. This will allow prospective tourism practitioners to critically analyze
future situations, and to make appropriate decisions in their workplace environments. Moreover, the
book prepares undergraduate students and aspiring managers alike with a thorough exposure to the
latest industry developments. “Dr. Camilleri provides tourism students and practitioners with a clear
and comprehensive picture of the main institutions, operations and activities of the travel industry.”
Philip Kotler, S.C. Johnson & Son Distinguished Professor of International Marketing, Kellogg School
of Management, Northwestern University, Evanston/Chicago, IL, USA “This book is the first of its
kind to provide an insightful and well-structured application of travel and tourism marketing and
economics to the airline industry. Student readers will find this systematic approach invaluable
when placing aviation within the wider tourism context, drawing upon the disciplines of economics
and marketing.” Brian King, Professor of Tourism and Associate Dean, School of Hotel and Tourism
Management, The Hong Kong Polytechnic University, Hong Kong “The remarkable growth in
international tourism over the last century has been directly influenced by technological, and
operational innovations in the airline sector which continue to define the nature, scale and direction
of tourist flows and consequential tourism development. Key factors in this relationship between
tourism and the airline sector are marketing and economics, both of which are fundamental to the
success of tourism in general and airlines in particular, not least given the increasing significance of
low-cost airline operations. Hence, uniquely drawing together these three themes, this book
provides a valuable introduction to the marketing and economics of tourism with a specific focus on
airline operations, and should be considered essential reading for future managers in the tourism
sector.” Richard Sharpley, Professor of Tourism, School of Management, University of Central
Lancashire, UK “The book's unique positioning in terms of the importance of and the relationships
between tourism marketing, tourism economics and airline product will create a distinct niche for
the book in the travel literature.” C. Michael Hall, Professor of Tourism, Department of
Management, Marketing and Entrepreneurship, University of Canterbury, Christchurch, New
Zealand “A very unique textbook that offers integrated lessons on marketing, economics, and airline
services. College students of travel and tourism in many parts of the world will benefit from the
author's thoughtful writing style of simplicity and clarity.” Liping A. Cai, Professor and Director,
Purdue Tourism & Hospitality Research Center, Purdue University, West Lafayette, IN, USA “An
interesting volume that provides a good coverage of airline transportation matters not always well
considered in tourism books. Traditional strategic and operational issues, as well as the most recent
developments and emerging trends are dealt with in a concise yet clear and rational way.



Summaries, questions and topics for discussion in each chapter make it a useful basis for both
taught courses or self-education.” Rodolfo Baggio, Professor of Tourism and Social Dynamics,
Bocconi University, Milan, Italy “This is a very useful introductory book that summarises a wealth of
knowledge in an accessible format. It explains the relation between marketing and economics, and
applies it to the business of airline management as well as the tourism industry overall.” Xavier
Font, Professor of Sustainability Marketing, School of Hospitality and Tourism Management,
University of Surrey, UK and Visiting Professor, Hospitality Academy, NHTV Breda, Netherlands
“This book addresses the key principles of tourism marketing, economics and the airline industry. It
covers a wide range of theory at the same time as offering real-life case studies, and offers readers a
comprehensive understanding of how these important industries work, and the underpinning
challenges that will shape their future. It is suitable for undergraduate students as well as travel
professionals, and I would highly recommend it.” Clare Weeden, Principal Lecturer in Tourism and
Marketing at the School of Sport and Service Management, University of Brighton, UK “In the
current environment a grasp of the basics of marketing to diverse consumers is very important.
Customers are possessed of sophisticated knowledge driven by innovations in business as well from
highly developed technological advances. This text will inform and update students and those
planning a career in travel and tourism. Mark Camilleri has produced an accessible book, which
identifies ways to accumulate and use new knowledge to be at the vanguard of marketing, which is
both essential and timely.” Peter Wiltshier, Senior Lecturer & Programme Leader for Travel &
Tourism, College of Business, Law and Social Sciences, University of Derby, UK “This contemporary
text provides an authoritative read on the dynamics, interactions and complexities of the modern
travel and tourism industries with a necessary, and much welcomed, mixture of theory and practice
suitable for undergraduate, graduate and professional markets.” Alan Fyall, Orange County
Endowed Professor of Tourism Marketing, University of Central Florida, FL, USA

a major goal of integrated marketing communications is to: Introducing Marketing John
Burnett, 2018-07-11 Integrated Marketing boxes illustrate how companies apply principles.

a major goal of integrated marketing communications is to: Marketing William M. Pride,
O. C. Ferrell, 2010 To maximise this publications core strengths, the authors have included revised
concepts, features, and examples throughout to maintain timely coverage of current marketing
trends and strategies.

a major goal of integrated marketing communications is to: Integrated Marketing
Communications David Pickton, Amanda Broderick, 2005 Net/pickton to find additional valuable
teaching and learning materials. David Pickton is Head of the Marketing Department at Leicester
Business School, De Montfort University. Amanda Broderick is Senior Lecturer in Marketing and
Head of Research in the Marketing Group at Aston Business School.

a major goal of integrated marketing communications is to: Integrated Marketing
Communications Philip J. Kitchen, Marwa E. Tourky, 2022-01-03 Integrated Marketing
Communications: A Global Brand-Driven Approach, 2nd edition presents an integrated and global
framework to marketing communications, delivered in a highly readable, cohesive and succinct
manner. Co-written by the internationally acclaimed leading experts in the field, Philip Kitchen &
Marwa Tourky, this core text explores the best ways to communicate effectively both in the present
and in the future. Taking a rigorous approach, the textbook provides a critical overview to the
modern communications issues found in industry and society today. It offers a concise, stimulating
approach in its coverage of IMC and combines insightful knowledge of trends in the global
marketplace, consumer and stakeholder issues with wider adoption of a consumer-driven
perspective, as well as a roadmap through the bewildering maze of marketing communications.
Comprehensively updated and revised throughout to take into account recent industry
developments, this new edition also offers a plan for brand building post-pandemic. This textbook is
ideal for upper-level undergraduates and post-graduate students who would benefit from insightful
knowledge of key trends and sharp insights into the important theories and considerations around
marketing communications and IMC.



a major goal of integrated marketing communications is to: KELLOGG ON
INTEGRATED MARKETING Iacobucci, 2007-02 Market Desc: - Practicing Marketing Managers-
Academics- Students Special Features: - Top-notch marketing advice from the renowned Kellogg
Graduate School of Management- Contributors in this volume are extremely knowledgeable and
well-regarded About The Book: This book takes the usual quantitative database concepts and
integrates them with qualitative special-relationship marketing concepts, thus broadening the book's
appeal and giving managers information they can really use to strengthen customer relationships
and increase sales. The book merges the two streams in current marketing practice - mass branding
and one-to-one relationship marketing - into a single integrated concept. The book opens with an
overview of each approach and a vision of how to combine them into a more powerful, integrated
approach. The second part of the book recommends ways that managers should respond to specific
marketing challenges. Part 3 takes a look at Multiplex Marketing, the future of database marketing.

a major goal of integrated marketing communications is to: IMC, The Next Generation
Don E. Schultz, Heidi Schultz, 2003-08-22 Strategies for binding customers to an organization--by
determining the information they want and giving it to them In 1993, Don Schultz showed marketers
how to coordinate their organizations' entire communications programs with the seminallntegrated
Marketing Communications. InIMC--The Next Generation, Schultz offers a refined and updated
approach to the IMC model, one that goes beyond the messages an organization chooses to send to
encompass the information that the customer wishes to receive or have access to. IMC--The Next
Generation shows marketers how to build sustainable competitive advantage and ROI by combining
and coordinating all methods through which buyers and sellers come together. Numerous cases and
real-world examples reveal how to use today’s IMC model to: Integrate internal and external
communications programs Influence customers at every contact point Build long-term brand
relationships

a major goal of integrated marketing communications is to: Integrated Marketing
Communications Tony Yeshin, 2012-05-23 Integrated Marketing Communications is a new text
which will answer the key questions of what marketing communications is, how it works and why it
is such a vital contemporary marketing function. It is a comprehensive and authoritative overview of
this complex and rapidly evolving area. The author's long experience in the industry, and as a senior
academic, ensures that the book is able to show how the communications process really works and
how it can best be managed in a strategically and tactically cost effective manner. Throughout the
book the framework of analysis, planning, implementation and control is used to help the student
organize their approach to the complex decision making in the present communications
environment. This is both an essential text and an indispensible reference resource and has been
rigorously developed for undergraduates and postgraduates in Marketing and Business, and for the
new CIM Certificate and Diploma exams in Business Communication, Promotional Practice and
Marketing Communications.

a major goal of integrated marketing communications is to: Integrated Marketing
Communications John Burnett, Sandra Ernst Moriarty, E. Stephen Grant, 2000-10 Appropriate for
introductory university and college courses in Advertising, Marketing Communications, and
Promotions. This full colour text focuses on the wide range of areas included in marketing
communications and the tools and techniques needed to create an integrated approach. The goal is
to present the wide range of communication messages and the sources that produce them and then
illustrate how they can be used for maximum efficiency through a coordinated planning process.

a major goal of integrated marketing communications is to: Integrated Marketing
Communications for Public Policy Shriram Kadia, 2022-12-15 This book is based on detailed
empirical research conducted to analyse the communication dissemination approach applied to the
world’s largest employment guarantee program MGNREGA (Mahatma Gandhi National Rural
Employment Guarantee Act). To uncover the insights, perspectives and understanding of the
program, more than 30 villages in Western parts of India were visited and more than 400 MGNREGA
beneficiaries were contacted personally by the author. The book connects the two concepts of



Integrated Marketing Communications (IMC) and Public Policy and highlights the importance of
using the IMC tools for a meaningful and comprehensible communication dissemination strategies
and campaigns. A global overview of public policy dissemination approaches adopted by federal
governments in Brazil, Niger, Philippines, Indonesia, Pakistan, Bangladesh, South Africa, and Kenya
have been presented to sensitize the readers with the communication dissemination strategies used
at the global level. The book presents and discusses a conceptual framework for the ideal public
policy communication initiatives and highlights the apt communications vehicles for the illiterate,
vulnerable and marginalized beneficiaries.

a major goal of integrated marketing communications is to: The Bare Bones
Introduction to Integrated Marketing Communication Robyn Blakeman, 2009 This small,
inexpensive text is an in-depth yet simply stated discussion on the business and structure of
integrated marketing communication (IMC). The book focuses exclusively on introductory issues
concerning integrated marketing communication as both a communication device and as a
profession.

a major goal of integrated marketing communications is to: Integrated Marketing
Communication Robyn Blakeman, 2018-02-01 Now in its third edition, this comprehensive text
offers a classroom-tested, step-by-step approach to the creative processes and strategies for
effective integrated marketing communication (IMC). Blakeman covers key areas, from marketing
plans, branding/positioning, and creative briefs to copywriting, design, and considerations for each
major media format. Throughout, she explores visual and verbal tactics, along with the use of
business theory and practices, and how these affect the development of the creative message. This
user-friendly introduction walks students through the varied strands of IMC, including advertising,
PR, direct marketing, and sales promotion, in a concise and logical fashion.

a major goal of integrated marketing communications is to: Study Guide Pride, William
M. Pride, 2003-02

a major goal of integrated marketing communications is to: Marketing
Communications John R Rossiter, Larry Percy, Lars Bergkvist, 2018-08-21 Uniting industry
experience with academic expertise, the authors combine marketing communications and
advertising with the branding perspective, providing students with a practical planning system and a
seven-step approach to creating a comprehensive marketing plan. The new SAGE Marketing
Communications textbook is a contemporary evolution of the well-known Rossiter and Percy
Advertising and Promotion Management textbook, which at its peak was adopted by six of the top 10
U.S. business schools - Stanford, Wharton, Columbia, Berkeley, UCLA, and Northwestern - as well
as by the London Business School, Oxford’s Said Business School, and by most of the top business
schools in Europe such as Erasmus University Rotterdam, INSEAD, and the Stockholm School of
Economics. Key features include: An author analytical approach with checklist frameworks in
chapters, providing students with a systematic guide to doing marketing communications. A
managerial perspective, helping students to become a marketing manager and study as though they
are in the role. Coverage of key new marketing communications topics such as branding and social
media. In each of the end-of-chapter questions there are mini-cases that involve real brands, and the
numerous examples throughout the text refer to globally known brands such as Gillette, Mercedes,
Revlon, and Toyota. The book is supported by online instructor resources, including PowerPoint
slides and teaching outlines for each chapter, multiple choice exam questions and answers, team
project templates, true and false quizzes and answers, and an instructor manual. Suitable for
Marketing Communications and Advertising & Promotion modules at UG and PG levels.

a major goal of integrated marketing communications is to: Introduction to Advertising
and Promotion George Edward Belch, Michael A. Belch, 1995

a major goal of integrated marketing communications is to: Marketing
Communications Management Paul Copley, 2014-09-24 Praise for the first edition: ‘An excellent
text for exploring marketing communications in the 21st century.’ - Ann Torres, Lecturer in
Marketing, National University of Ireland, Galway ‘First rate and comprehensive. This book has got



it just right: a rich blend of academic underpinning and practical examples in a very readable style.’
- Martin Evans, Senior Teaching in Marketing, Cardiff Business School, University of Cardiff This
book introduces the core components and concepts of marketing communications for those studying
at both undergraduate and postgraduate levels. It covers essential topics such as advertising, direct
marketing, corporate communications, public relations, product placement, sales promotion, social
media, sponsorship and many more. The author provides a set of managerial frameworks that
include analysis, planning and implementation to help prepare those who go on to strategically
create and effectively manage marketing communications campaigns. Every chapter includes
Snapshots that help you to apply theory to engaging real-world examples. These include: BMW,
Harrods, Levi’s, Lynx, Tesco, Tencent, United Colors of Benetton and Wonga. Additionally, Stop
Points encourage you to pause and critically reflect upon the topic for deeper learning and higher
grades. The Assignment boxes invite you to test your knowledge in the form of a task based on what
you have just read to also help push yourself further. The Companion Website includes longer case
studies, video feeds and other useful web links, a larger glossary of key terms, and links to SAGE
journal articles. Password-protected resources are also available to lecturers, including: PowerPoint
slides, a tutor manual, activities for the classroom and indicative responses to the assignments and
discussion questions provided in each chapter.

a major goal of integrated marketing communications is to: Integrated
Communications in the Postmodern Era Philip J. Kitchen, Ebru Uzunoglu, 2014-12-02 This book
is readers who wish to develop their knowledge, insight, skills, and facility into integrated
communications within the post-modern era, a topic of relevance everywhere, but particular
apposite as the original conference was hosted in Turkey, a rapidly developing nation, and one
enjoying significant growth in the global.

a major goal of integrated marketing communications is to: Business William M. Pride,
Robert James Hughes, Jack R. Kapoor, 2005 The Eighth Edition of this bestselling introductory text
features a comprehensive, updated survey of all key business functions: management, marketing,
accounting, finance, and information technology. Core topics highlighted within these functional
areas include ethics and social responsibility, small business concerns, different forms of business
ownership, and international business concepts. In light of current business conditions, this edition
also addresses the nation\'s economic problems, corporate credibility and efforts to improve
accounting standards, the dot-com meltdown, entrepreneurial businesses, diversity, globalization,
e-business, and other timely issues. Likewise, the authors have integrated more information on
employment trends to help students choose a career and compete in a fickle job market. Updated
and enhanced coverage of e-Business--in boxed features, examples, illustrations, and discussions
throughout the text--reflects this sector\'s growing importance. In addition, Navigating the World of
E-Business (Chapter 4) has been completely revamped to cover key concepts, as well as the
strategies and challenges facing current businesses. Pedagogical tools have also been revised,
including all new Inside Business cases at the beginning of each chapter and closing Return to
Inside Business features. These sections follow up on the opening case with additional information,
posing questions that stress the practical application of chapter concepts. All boxed features that
focus on real business or workplace issues have been replaced. These boxes cover major themes,
including Adapting to Change, Talking Technology, Examining Ethics (with Issues to Consider that
stimulate critical thinking and facilitate discussion), Going Global, and Exploring Business. Using the
Internet boxes continue to point students to relevant web sites for more information on concepts,
companies, or issues covered in each chapter--prompting them to conduct independent research.
The Eighth Edition also features two new Spotlight features per chapter, illustrating facts with
appealing and easy-to-understand visuals that help students to understand the material. Due to its
loose-leaf format, this text sells for considerably less than standard hardcover books and also
provides students with greater flexibility. They can insert their own notes or class handouts into any
chapter, bring only the chapters they need to class, or organize the contents to follow their
instructor\'s syllabus. The Study Guide is perforated and three-hole punched so that the materials



can be easily integrated with the textbook. New! Building a Business Plan features now appear at
the end of every Part, helping students to write their own business plans incrementally over the
course of a semester or during class. Chapter 6 also includes revised coverage of business plans.
New! Running a Business, an ongoing video case featured at the end of each Part, provides students
with an insider\'s vantage point of Finagle-A-Bagel, a bagel bakery and caf. Through this firsthand
look at one business\'s day-to-day operations, students gain a better understanding of the real
challenges faced by entrepreneurs. Students can also practice applying what they have learned by
analyzing the problems, solutions, and actions taken at Finagle-A-Bagel. New! All end-of-chapter
videos are new and focus on companies such as Stonyfield Farm, New Belgium Brewing, Subway,
Bay Partners, Remington, Wal-Mart, JetBlue, Financial Fusion, and Merrill Lynch Direct. These cases
combine with three other video tools--one brief chapter overview and two key concept segments--for
a total of 13 to 20 minutes of video per chapter. New! All photos and advertisements are new. As in
past editions, captions clarify how these real-world visuals illustrate key concepts under review.
New! The Business Bonus Pack: Your

a major goal of integrated marketing communications is to: The SAGE Handbook of
Advertising Gerard ] Tellis, Tim Ambler, 2007-10-24 In this era of 'snackable’ content which
satisfies only in the moment, it's great to have a comprehensive Advertising Handbook which one
can consult repeatedly. The references are comprehensive and the Handbook opens up many key
areas for practitioners’ - Hamish Pringle, Director General, IPA ‘Finally, a Handbook of Advertising
that brings the field up-to-date. I am impressed with its comprehensive coverage of topics and the
distinguished specialists who have shared their key findings with us’ - Philip Kotler, Kellogg School
of Management ‘When trying to make sense of the mystifying world of advertising, academics and
practitioners often seem to inhabit separate universes. Not in this Handbook. For once, the best
brains from each side genuinely collude - with constructive results. Wise agencies will read it before
their clients do” - Sir Martin Sorrell, CEO, WPP "This mighty tome brings together a vast range of
views of advertising based on deep experience and scholarship. For practitioners and academics
alike, it will be a voyage of discovery and enlightenment’ - Lord (Maurice) Saatchi, Chairman, M&C
Saatchi "This magnificent volume captures all we need to know about how advertising works and its
context’ - Baroness (Peta) Buscombe, Director General, Advertising Association, London Advertising
is a field that has attracted a great deal of academic attention, but to date there has been no
summarising of the state of the art of research. This far reaching and scholarly Handbook is edited
by two highly respected and trusted thinkers in the field and includes contributions from leading
academics based in both the UK and the USA. Tim Ambler and Gerald ] Tellis archive their aim of
setting advertising and the theory that underpins it in its historical and societal context, show-casing
the most significant advertising research questions of our time and pointing readers in the direction
of future avenues for fruitful investigation. The SAGE Handbook of Advertising would be a welcome
addition to any marketing academics bookshelf.

a major goal of integrated marketing communications is to: Innovative Marketing
Communications Guy Masterman, Emma Wood, 2007-06-01 Innovative Marketing Communications
for Events Management provides students and event managers with a complete insight into the
strategic and innovative marketing of events of all scales and nature. The book builds a conceptual
framework for the development, planning, implementation and evaluation of innovative
communication strategies for the marketing of events, and the effective use of events as an
innovative communications method in general organizational marketing. With a strong practical
underpinning, Innovative Marketing Communications for Events Management emphasises to event
managers the importance of effectively integrating a range of tools and techniques to communicate
the event and provides them with a better understanding of how a variety of private and public
sector organisations can use events within their communication strategies.

a major goal of integrated marketing communications is to: The Marketing
Communications Process M. Wayne DeLozier, 1976

a major goal of integrated marketing communications is to: Integrated Marketing



Communications Hans Ouwersloot, Tom Duncan, 2008 Everything communicates. Any action that a
company takes will leave an impression on its consumers. Integrated Marketing Communications is
about the coherent, consistent and clear use of a company's communication options. The text
provides students with a solid understanding of all of the major marketing communication functions
and media alternatives, and the processes for integrating these activities in the most effective and
efficientway in order to develop long-term, profitable customer relationships that build brands and
create brand equity

a major goal of integrated marketing communications is to: The Handbook of Strategic
Public Relations and Integrated Communications Clarke Caywood, 1997-05 As the media grows
more ruthless, the role of public relations has become increasingly complex and critical. Savvy
businesspeople know that how a company conveys and maintains its image has never been more
importantor more challenging. The Handbook of Strategic Public Relations & Integrated
Communications is the definitive guide for communications professionals. Featuring the expertise of
the world's foremost public relations and marketing authorities, it is the first book of its kind to
combine the art and science of marketing, public relations and communications in one single
resource. An indispensable reference guide to the best practices in every industry, this handbook
features more than 40 information-packed chapters authored by the best minds in the business and
covers cutting-edge tips, topics and techniques such as: Crisis management Marketing public
relations Client-agency relationships Environmental public relations High-tech PR And more!

a major goal of integrated marketing communications is to: Strategic Marketing
Management Carol H. Anderson, Julian W. Vincze, 2000 This text offers comprehensive coverage of
current marketing management concepts and issues such as globalization, information age economy,
ethics, and the environment. Each chapter opens with a scenario that introduces students to the
topic, a margin glossary throughout defines special terms, and end-of-chapter discussion questions
and exercises test students' understanding of the material. The supplementary casebook, which may
be used with any marketing text, provides timely, relevant studies of organizations in a wide range
of industries.

a major goal of integrated marketing communications is to: IMC: strong in theory but
struggling in practice Katja Dienel, 2006-09-04 Inhaltsangabe:Abstract: Since the 1990s
Integrated Marketing Communications (IMC) has particularly influenced both the theory and
practice of communication management. The complex and evolving shift from the nineteenth century
product centred approach to that of the twentieth century customer and twenty-first century
stakeholder approaches has necessitated the adaptation of the concept. Integrated Marketing
Communications (IMC) has evolved from the roots of psychology, marketing and mass
communication. Despite its respected lineage, however, IMC remains an immature field that has
struggled to establish its own unique body of literature. A key milestone in IMC s emerge occurred
in 1991, when a task force of academics and professionals was formed in an effort to agree on such
fundamental issues as the most appropriate terminology and definition of the IMC concept.
Interestingly, the task force actually debated the use of at least three different terms which were
integrated communications , total communications , and IMC . Although the task force did not forge
a clear consensus on which term to use, IMC emerged as most commonly cited option and began to
enter the mainstream of mass communications and marketing discussions in the early 1990s.
Therefore literature in this paper is used as if it had intended to refer to integrated marketing
communications. IMC is aiming to provide a consistent and effective message to the customers and
other stakeholders as strategic consistency would lead to an increased brand value providing a
competitive advantage for the given company. From this perspective IMC is a supportive concept.
Yet, in practice, IMC has never been fully embraced. One of the most significant hindrances to IMC
adaptation within a corporation has been the lack of agreement on a variable organisational
structure. The purpose of this paper is to investigate proposed implementation structures and
evaluate their impact in practice. It will identify both the benefits and limitation of these concepts.
This paper will suggest the theoretical adaptation of change management within the IMC process as



a pathway to practical success. To provide an introduction to the topic, chapter one stresses the
historical development of the marketplace verifying the need of integrated marketing
communications practices. It is, in addition, presenting the evolving nature of the concept, followed
by offering definitions this paper will be based on. Chapter [...]

a major goal of integrated marketing communications is to: Integrated Marketing
Communication Robyn Blakeman, 2023-07-15 Now in its fourth edition, this comprehensive text
offers a classroom-tested, step-by-step approach to the creative processes and strategies for
effective integrated marketing communication (IMC). Robyn Blakeman covers key areas, from
marketing plans, branding/positioning, and creative briefs to copywriting, design, and
considerations for each major media format. Throughout, the book explores visual and verbal tactics,
along with the use of business theory and practices and how these affect the development of the
creative message. This user-friendly introduction walks students through the varied strands of IMC,
including advertising, PR, direct marketing, and sales promotion, in a concise and logical fashion.
The fourth edition features Twelve new case studies Increased discussion of digital and social media
opportunities Content boxes comparing new and traditional media End of chapter discussion
questions Comprehensive glossary of terms Student and instructor ancillaries available at http:
/[textbooks.rowman.com/blakeman4e.

a major goal of integrated marketing communications is to: The Fourth Industrial
Revolution Klaus Schwab, 2017-01-03 World-renowned economist Klaus Schwab, Founder and
Executive Chairman of the World Economic Forum, explains that we have an opportunity to shape
the fourth industrial revolution, which will fundamentally alter how we live and work. Schwab
argues that this revolution is different in scale, scope and complexity from any that have come
before. Characterized by a range of new technologies that are fusing the physical, digital and
biological worlds, the developments are affecting all disciplines, economies, industries and
governments, and even challenging ideas about what it means to be human. Artificial intelligence is
already all around us, from supercomputers, drones and virtual assistants to 3D printing, DNA
sequencing, smart thermostats, wearable sensors and microchips smaller than a grain of sand. But
this is just the beginning: nanomaterials 200 times stronger than steel and a million times thinner
than a strand of hair and the first transplant of a 3D printed liver are already in development.
Imagine “smart factories” in which global systems of manufacturing are coordinated virtually, or
implantable mobile phones made of biosynthetic materials. The fourth industrial revolution, says
Schwab, is more significant, and its ramifications more profound, than in any prior period of human
history. He outlines the key technologies driving this revolution and discusses the major impacts
expected on government, business, civil society and individuals. Schwab also offers bold ideas on
how to harness these changes and shape a better future—one in which technology empowers people
rather than replaces them; progress serves society rather than disrupts it; and in which innovators
respect moral and ethical boundaries rather than cross them. We all have the opportunity to
contribute to developing new frameworks that advance progress.

a major goal of integrated marketing communications is to: Strategic Integrated
Marketing Communications Larry Percy, 2023-03-03 This book provides a disciplined, systematic
look at what is necessary to the planning and implementation of an effective Integrated Marketing
Communications (IMC) programme. Throughout, attention is paid to balancing theory with practical
application, how to successfully implement theory for effective communication. Step-by-step,
knowledge and understanding builds through the book, starting by laying a foundation to provide
context, looking at the role of IMC in building brands and strengthening companies. The book then
considers what goes into developing and executing effective messages, and how to ensure that they
are consistent and consistently delivered, regardless of media. A detailed, practical overview of the
strategic planning process is provided, illustrated by numerous examples and cases, along with
‘desktop’ tools and worksheets for developing and implementing an IMC plan. The 4th edition of this
classic textbook has been fully updated throughout, and includes: Updated and expanded coverage
of digital media, including issues relating to privacy and media strategy New sections on setting



campaign budgets, brand architecture, target audience action objectives, social marketing
communication, and such practices as gamification and experiential marketing Extended content on
international advertising and shared cultural values The introduction of a channels-based typology of
marketing communication Updated international examples and case studies throughout. A
comprehensive and accessible guide to the steps of planning and developing an effective IMC
campaign, this book should be core reading for students studying Integrated Marketing
Communications, Strategic Communications, Principles of Advertising, Media Planning and Brand
Management.

a major goal of integrated marketing communications is to: Marketing Thirteenth Edition,
Custom Publication Pride, William M. Pride, 2005-02

a major goal of integrated marketing communications is to: ADKAR Jeff Hiatt, 2006 In his
first complete text on the ADKAR model, Jeff Hiatt explains the origin of the model and explores
what drives each building block of ADKAR. Learn how to build awareness, create desire, develop
knowledge, foster ability and reinforce changes in your organization. The ADKAR Model is changing
how we think about managing the people side of change, and provides a powerful foundation to help
you succeed at change.

a major goal of integrated marketing communications is to: Introduction to Integrated
Marketing Communications Ludi Koekemoer, 2010-10-30 Introduction to Marketing
Communications looks at the variety of marketing communication tools used by advertising agencies
today in pursuing brand success. In the current economic crisis and with rapidly advancing,
ever-changing technological communication channels available, traditional above-the line
advertising alone will not provide and improve results. Therefore, this introduction to IMC also
considers and discusses New Technologies and opportunities provided by the World Wide Web,
mobile media and social networking. With comprehensive Learning Outcomes, Key Learning Points
and Self Assessment features for each chapter Introduction to Integrated Marketing
Communications is an indispensable resource for marketing students and practitioners.

a major goal of integrated marketing communications is to: Business Kathryn W. Hegar,
William M. Pride, Robert J. Hughes, Jack R. Kapoor, 2004 Created by Kathryn Hegar (Mountain View
College), this guide features 2,500 practice test questions. Three exams per chapter include
true/false, matching, multiple-choice questions, and short-answer items--helping students to prepare
for real tests by reinforcing concepts from the text. The answers to all objective questions also
appear in the Study Guide so students can track their own progress.
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