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Preface

Some interesting things happened on the way to the 21st century. Marketing com-
munication (MC) functions such as advertising, public relations, sales promotion,
and direct marketing became much more sophisticated, resulting in more commer-
cial message clutter which made it more difficult for brands to be seen and heard.
Emerging communication technology, especially the Internet, greatly empowered
customers. Media became more fragmented, interactive, and global via satellite de-
livery. Databases became more pervasive and easier and less costly to use. Digiti-
zation made possible the convergence of computers, TV, and telephone. Customers
became more business-savvy with higher expectations than ever before. And top
management demanded even greater accountability as competition intensified.

These changes have both forced and enabled companies to change the way they
communicate with prospects and customers. Customers are now more in com-
mand of the marketplace than ever before. They have more choices and more in-
formation on which to make brand decisions. They can buy 24-hours a day, seven
days a week from anywhere in the world. The old marketplace motto “caveat
emptor” (“Let the buyer beware”) has become obsolete. Today, the more accurate
axiom is “Let the company beware.” Recognizing this change, smart companies
have made greater efforts to integrate their marketing communications and all
other brand messages, because this is the most cost-effective way to build brand
relationships and brand value.

Nearly every type of business and organization you can think of uses MC func-
tions and media to some extent. MC includes everything from signs in a retail-
store window to multi-million dollar campaigns for global companies such as
Coca Cola, Unilever, and 3M. MC is the way organizations communicate with cus-
tomers, potential customers, donors, voters—whoever they want establish a rela-
tionship with and persuaded to think or act in a certain way. To maximize the
work of the MC functions, it is essential that they are strategically integrated. This
is the fundamental difference: IMC looks at and influences all brand messages, not
just marketing communication messages. This is key because non-MC messages
often have more impact on buying decisions than do MC messages.

As you read through this book, keep in mind that every business is unique as is
its need for IMC. The objective of the book is to provide you with a basic under-
standing of the various marketing communication functions, media alternatives,
and the integrated marketing communication concept and process. It will show
you how these are used to develop long-term, profitable brand relationships.

To the Instructor

This textbook is about how to use communication to build stronger brand rela-
tionships. The IMC concept and process presented are those used by companies
that truly put the customer first. It is about integrating marketing and communica-
tion. Although the title is IMC, some might call it integrated brand communication,
customer relationship management (CRM), or even integrated corporate commu-
nication. This is because each of these has a strong common denominator: a cus-
tomer focus. There is no question that IMC is still evolving. Each person who
writes about IMC has a slightly different definition of it. Nevertheless, all of us

vii
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who have worked on its development agree that the customer focus differentiates
this new way of managing brand communication from traditional, one-way ad-
vertising and promotion.

Some say IMC is a management fad. Any relatively new business practice is al-
ways questioned, as it should be, during its evolution. Its ideas and practices need
to be critically examined and challenged. IMC has successfully met these chal-
lenges and answered the hard questions. (See Schultz’s and Kitchen's Sept. /Oct.
2000 Journal of Advertising Research article, “A Response to ‘[IMC:] Theoretical Con-
cept or Management Fashion?’”). The most important endorsement of the IMC
concept, however, is its widespread adoption by both companies and agencies.
As one top executive put it: “Why would a company want its operations to be
dis-integrated? It's common sense that brand building should be as integrated as it
can possibly be.”

Some critics say IMC is nothing new because smart marketers have been inte-
grating their marketing and marketing communication efforts for years. Concep-
tually, these critics are correct. IMC is basically what Peter Drucker has long said
that marketing should be—a tool for creating customers for long term (e.g., cus-
tomer relationships). The problem has been that as each of the MC functions and
media became more sophisticated, their use became more fragmented. This frag-
mentation was further exacerbated by the new communication and information
technologies. IMC came about in response to the need for a way to sort through all
the MC and media options and to link and coordinate those selected for use in the
most cost-effective manner.

IMC and traditional advertising and promotion make use of the same market-
ing communication functions and media, so some of the topics in this book are
similar to those found in other texts. However, IMC differs significantly when it
comes to objectives and strategies. Most advertising and promotion textbooks,
even those that say they include IMC, simply do not mention or discuss in suffi-
cient detail, the topics that are so critical in practicing integration. Some of the dif-
ferentiating integration topics and factors that this book explains are:

¢ Building brands, not just brand images.

+ Adding two-way to one-way brand communication.

« The strengths and weaknesses of the Internet in brand building.

« Discussion of brand messages rather than just ads.

+ Identification and explanation of ALL brand contact points, not just those
created by media.

« Customer-created brand contacts and how to respond.

« Cross-functional and zero-based planning.

+ How to do and use SWOT analyses to determine the best mix of marketing
communication functions and media.

« Using databases to segment, target, and create personalized brand
messages.

« Importance of balancing efforts to acquire and retain customers and
increasing their share of category spending.

+ How to use an IMC Audit to evaluate IMC programs.

+ Why a company can’t be integrated externally until it is integrated
internally.

« Brands, branding, and brand building explained in the context of creating
and growing brand relationships. (Because brands are ephemeral compared
to relationships, which are more tangible, the way to manage a brand is to
manage the relationships that create and sustain that brand.)
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» Explanation of why communication is the foundation of brand
relationships.

« Discussion of why marketing communication cannot effectively operate in a
corporate silo but rather must be integrated into the total business.
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Supplements

To assist the instructor in the classroom, the following supplements are available:

Instructor’s Manual [0256215413]: The instructor’s manual includes learning
objectives, lecture outlines, additional mini-lectures, and further insights and
teaching suggestions.

Test Bank [0256215421]: A test bank of over 1,300 questions has been devel-
oped to accompany the text. This test bank is comprised of multiple choice,
true/false, and short-answer essay questions.

Video Library [0256215456]: A variety of perspectives on aspects of IMC along
from real companies building and managing IMC campaigns, and with sam-
ples of relevant TV advertisements.

Instructor’s Resource CD [0072481986): This CD-ROM contains an electronic
version of the Instructor’s Manual, a computerized version of the test bank,

a complete PowerPoint presentation, and a selection of video clips. This
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CD-ROM allows instructors to customize classroom tests and presentations
using images, PowerPoint text, and video clips.

Four-color Acetate package [0072481994]: These acetates contain ads and
images for use in classroom lecture presentation.

Online Learning Center (OLC) [www.mhhe.com/duncan}: The OLC contains
all instructor support materials, as well as student tutorials and self-
assessment quizzing and additional materials, and a link to the Advertising
PowerWeb.

Advertising PowerWeb [www.dushkin.com/powerweb]: This feature com-
pletes the online offering with access to current full-text articles, quizzing and
assessment, validated links to relevant material, interactive glossaries, weekly
updates, and interactive Web exercises. PowerWeb is organized by course
area, ensuring that you and your students receive only the most pertinent and
topical information.

Marketing Image Library CD-ROM [0072428511]: Containing 174 ad vertising
images, the Marketing Image Library is a welcome fit with any advertising or
marketing class. No matter which book you're using, or which concept you're
explaining, you'll find plenty of up-to-date advertising images to perk up your
lectures and make student comprehension easier. None of these images has
appeared in a McGraw-Hill textbook before, so there will be no redundancy
with your current book. Best of all, the images are organized by the concepts
they illustrate, so that integrating them into your lecture is a breeze.

Oh, and did we mention it’s free?

For a complimentary copy of the Marketing Image Library CD-ROM, contact your
local McGraw-Hill /Irwin representative, call 1-800-338-3987, e-mail
listens@mcgraw-hill.com or visit www.mhhe.com.
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IMC is a process for
managing communi-
cations that create the
customer relationships
that, in turn, drive
brand value.

Guided T

our

IMC Process Model

Advertising
Customer service
Duect response
E-commerce events
Packaging

Peisonal selling
Pudlic relations
Sales promotion
Sponsorships

Trade shows

Sales, profits, and
brand equity

IMC Process Model

The integration process is illustrated here by the
boxes surrounding the list of central marketing
communication functions. Without this encompassing
set of support functions, integration cannot take

place.




Part Four  Marketing Communication Functions

NESCAFE SERVES
CONTINUOQUS HAPPINESS
McCann-Erickson, Osaka, Japan

When the Japanese economy went into a deep recession in the 1990, and coffee
category sales leveled off, the Swiss-based food-and-teverage giant Nestlé found
i necessary o increase the prices of its instant-coffee brand Nescafe Under such
warcumstances, how would you intensify the relationship Nescafé has with its
Japanese customers, reach new customers, involve more retailers, and increase
sales of instant cotfee in Japan?

The Osaka office of international advertising agency McCann-Erickson decided
that sales promotion was the marketing communication tool that could best lead
this campaign for Nescafé. A strategic promotional idea under the theme “Contin:
uous Happiness Present” was created by the McCann team and exccuted over a

Chapter-opening cases show
e A L IMC at work in the real world,

increasng sales of Nescafé instant coffees at higher prices (see Exhibi: 16-1).
To Wiestern students of marketing communications, the “Continuous Happs-

ness Present” campaign may seem overly polite, 100 much of a soft sell. It must be
Rept i il havvever, hat the Tspuncas, ike othe Asian people; often find a ro un t e WOr ( a Se S are
American and European advertising and sales promotion offers to be too pushy '
and intrusive.
for goods, services, B2B, and
The n\ukclylaw environment was the source of most of the pmbl«ns faced by g ’ ’ ’
McCann’s management team. Nescafé was the best-selling brand in the Japanese i %
EXHIBIT 16-1 instant-coffee market, with a 72 percent share. However, its sales had been falling
B o e i dopprion i paviog et e, or non- p rofit o rg anizations.

The Marketing Challenge

harder environment in which to get in-store display opportunities, and heavy
of the Nesonfé TV B )
ks discount sale pricing of other competilive brands

ove of the wanners of

B e Campaign Strategy
In 1998, the Nestié Japan Coffee Bcvrrage fvrw;\
launched the “Continuous Happiness Present” cam

paign, which was designed to promate rwscan'.«
friendly nature to consumers rather than winning
them with a discount price strategy. The promation
was a closed lottery in the sense that entrants had to
provide 1 proof of purchase (a legal requirement in
Japan), i1 this case the Nescafé prootof-purchase
mark, which appears on all Nescafé products. Win-
ners whase entries were drawn receiveda present—s
beautiful pot of flowers every month fora whole year
(thus “continuous happness”). It was a large-scale 456 Part Three Creating, Sending, and Recelving Brand Messages
continuity campaign that ran for two years with

total of 10,000 winners

USING A MEDIA CONTEXT TO HELP
REVIVE AN OLD BRAND
Lee Jeans campaign by Fallon, Minneapolis, MN

Background: Why Buddy Lee Was Revived
Over half of the cases have an sl o e ok f i

ket, males and females ages 17-22, Lee Jeans were "not for me.’ They said Lee was
. . . “cutdated,” “boring,” and “my mother s jeans ” Fallon and Lee decided o reverse
lnterna tl Onal empha515 perceptions of the 105-year-old brand among these consumers by introducing a
&/ new sub-brand, Lee Dungarees, and reviving a diamondin-the-rough icon uncov-
ered in Lee's archives, Buddy Lee. (Buddy is Lee’s vintage “spokes doll” from the

19208 (sex Exhibit 13-1)

Lee's goal was to snap younger consumers’ heads back and affect sigrificant in-
creases in key attribute measures including “brand for me” and “brand becoming
more pogular.” In addition, Lee wanted 10 increase sales among young men and
juniors

The strategies: (1) guide fickle consumers down  path of discovery, allowing
them to participate in discerning the meaning of the icon and the brand values.
(2 fully integrate the positioning “Jeans that won't hold you back™ in all commu-
nications, (3) don't try to> hard or risk rejection; and (4) use Buddly Lee 10 create a
new definition of cool

14 of the opening cases are AME Stage I: Who is that cool guy?

£ Fallon designed a Discovery Phase to create intrigue in fuddy Lee and imbue him

awar winners. with coolness. The agency started by creating buzz locally and somewhat “under-

ground.” Using guerills tactics, brand communication was slightly ahead of the

primary target, reaching leaders and influencers first

In these messages jeans were never mentioned . .. or
the brand

Consumers saw a phaatom campaign of other-
wise unidentified images of Buddy Lee wild posted,
such as on walls bordering construction sites and
other unusual places on the streets of trend areas in
15 major cities. lnfluential hipsters found random,
small-space tune-in invitations 10 waich The Buddy
Lee Story in music zines, alternative weeklies, and a
CD-ROM (where Buddy became a fixture in the new
rmusic ares). An underground network of web zines
linked to the unbranded Buddy Lee website which
told his story, but did not link to leejeans.com. The
Buddy Lee site was interactive in that consumers
could subsmit questions about Buddy and these were
answered directly.

After bur-hopping and clubbing, the large! came
home and watched The Buddy Lee Story in between
“South Park” episodes. The story ran as a two-part
series of three-minute short films on late-late night

EXHIBIT 13-1

Reproduction of the original
FIGURE 21-1 Buddy Lee * P

Ths 20-qursiion mini-awdit 11 gooed anl rasy sy for an organization ho quickly test its level of imtegration

IMC Mini-Audit .

Cincle the mumber that Dest describes how your wmwm:mmmdw!wmm 1
ments. nmn'lu—mmmmmumwomm mmntmn‘w.n-n Wy
question does L Apply 10 YOI rgantzation, lununn‘r
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Chapter Perspective:

A Special Relationship

Because IMC is a process, it is 2 means to an end. That end is brands and stakeholder
relationships. The purpose of this chapter is to explain these two IMC end products. Com-
panies make goods and provide services, but they sell brands. And as competing products
proliferate and become more similar, the role of customer relationships becomes more
critical. A company that has no customer relationships doesn’t have a brand. Under-
standing how brands are built and managed requires an understanding of how rela-
tionships are built and managed. This chapter will first explain brands, then brand
relationships (including stakeholder support, overlap, and capital), and finally the

anatomy of profitable brand relationships.

Conceptually, neither IMC nor brand relationship building is new. What is new are the IMC
principles and practices used to build these relationships. Recall from Chapter 1 that in
the days of the old general store, owners knew their customers personally. But as compa-
nies and chains took over, these relationships gave way to mass marketing. With new in-
formation and communication technology, however, it is possible for companies to once

again know their customers and operate on a more personal and responsive level.

A brand relationship strategy brings customers and branding together. According to Regis
McKenna, a leading high-tech public relations consultant and author of Relationship
Marketing, a successful brand is nothing more than a special relationship. A good brand
relationship is one in which the relationship is of value to both the customer and
company. A customer relationship building program, however, is a long-term strategy,

unlike a more traditional marketing strategy that focuses on short-term transactions.

Chapter Perspectives

A

Each chapter’s “Perspective”
provides an overview of the
chapter and explains how it
fits into the overall IMC
concept and process.

Video Series

A series prepared by the author
provides illustration for the text
concepts and video support to
many of the cases.



The chapter objectives, summaries, and assessment exercises
are all linked through each chapter’s " Key Points.” This inter-
linked “ safety net” gives students the assurance that they have
mastered the basic content in the chapters.

Key Points in This Chapter

1. How does the creative process work to develop big ideas?

2. What are the message design needs of different MC functional areas?
3. What are the written parts of a brand message?

4. How do art and design contribute to MC executions?

Key Point Summary

Key Point 1: The Creative Process

The creative process is a step-by-step procedure that people use to discover ariginal ideas. The first step is
exploration, which means understanding all the background information and research from the creative
brief. Second is insight, which means taking the facts and ideas from the research and backgrounding and
using them to create a big idea. Third is execution, which means taking the big idea into all the various
brand messages and producing the actual pieces. Fourth is evaluation, in which the creative team steps
back, both during and after the process, and considers whether the big idea 1s on strategy.

Key Point 2: Designing for Different MC Functional Areas

1. What is the purpose of a headline’

2. What is the difference between display copy and body copy?

3. Find a print ad, make a copy of it, and on the copy in red ink identify the headline and the body copy.
If any of the following are used in the ad, then identify them as well: captions, subheads, overlines, un-
derlines, taglines, or call-out quotes. Finally circle the brand identification elements and label them as
a logo or signature.

Key Pont 3: Writing Copy Lessons Learned

The key format elements which

Key Paint 1: The Creative Process

Define creativity. What are its key characteristics?

What are the four steps in the creative process?

Set up a brainstorming session with some of your friends. Ask them to help you come up with an idea
for a new Sonic Skating Gear ad. Experiment with all the brainstorming techniques. Which one led you
to the most promising idea?

d. Find a marketing communication execution that you believe is highly creative and a simitar one that
isn’t creative. Critique both pieces and explain your evaluation of them.

o e

a

1. What is the purpose of a headline?
2. What is the difference between display copy and body copy?
3. Find a print ad, make a copy of it, and on the copy in red ink identify the headline and the body copy.

i
|
|
L Key Point 2: Designing for Different MC Functional Areas




Assignments within
the end-of-chapter
“Challenges” and

“ Additional Readings”
provide students with T

ample Opportunity to The Parkinson's Coalition case at the beginning of this chapter provides an example in which customers

used both the head and the heart to make a decision. Explain how these different styles of reasoning work

Chapter Challenge

and how marketing communication can influence them. From what you have learned about customer deci-

explo re Con Cepts sion-making processes, what would you recommend to the Parkinson’s Coalition for next year's campaign?

fu rther a nd a l What Presentation Assignment
pp y You have been hired by a local coffeehouse to analyze its customers’ behavior. But first the manager wants

you to give the organization's employees a crash course in brand decision-making basics. Go back through
they have learn ed the entire chapter and list all the tips you can find about how to use marketing communication to effec-

. tively relate to customers. Prepare a presentation to the stofe owner and manager on those factors that you
think are most relevant to their marketing situation. In particular, what are the various strategies you might
recommend for their marketing communication that would influence behavior? Develop an outline of the
key points you want to present. Give the presentation to your class or record it on a videotape (audiotape
is also an option) to turn in to your instructor, along with the outline.

Internet Assignment:

Browse the Motley Fool website (www.fool.com) and find a discussion that relates to consumer behavior.
Write a report on this topic, explaining it in terms of brand decision making as described in this chapter.

Additional Readings

Jones, John Philip. “Is Advertising Still Salesmanship?” Journal of Advertising Research, May-June 1997,
pp. 9-15.

Fortini-Campbell, Lisa. The Consumer Insight Workbook. Chicago: The Copy Workshop, 1992.

Macdonald, Emma, and Bryon Sharp. “Brand Awareness Effects on Consumer Decision Making for a
Common, Repeat Purchase Product.” Journal of Consumer Research, April 2000.

Modaht, Mary. Now or Never: How Companies Must Change Today to Win the Battle for Internet
Customers. New York: HarperBusiness, 2000.

Pine, B. Joseph, Il, and James H. Gilmore. The Experience Economy: Work Is Theatre & Every Business a
Stage. Boston: Harvard Business School Press, 1999.

Wicks, Robert. Understanding Audiences. Mahwah, NJ: Lawrence Erlbaum, 2001.

Research Assignment

Consult these articles and books and others that you find in the library that relate to consumer behavior and
explain how advertising and other forms of marketing communication are successful (or not successful) in
influencing the consumer decision process. Develop a marketing communications plan for the introduction
of a new product of your own choice that makes the most effective use of marketing communication to in-
fluence the brand decision process of your target audience.
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