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Integrated (Marketing) Communication

“marketing comm. planning that recognizes the added value of a
comprehensive plan that evaluates the strategic roles of a variety of
disciplines — for example, advertising, direct response, SP, and PR- and
combines these disciplines to provide maximum impact.”

<American Association of Advertising Agencies, 1993>

“ Strategic business process used to plan, develop, execute, and evaluate
coordinated, measurable, persuasive brand communication
programs over time with consumers, customers, prospects, and other
targeted, relevant external and internal audiences”

<Don E. Schultz & Philip J. Kitchen, 2004>

Research Questions
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Method

* Qualitative Methodology

 Elite Interview
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“About five, six years ago, we found ourselves facing the same challenge.
(President, CI=& 7|4 A)

“I think the biggest change has been confusion. The technological
opportunities have caused a lot of confusion in marketing departments
and in advertising agencies, in our inadustry as well as on the client side.”
(VP, Ct=7 7| B)

“You're about as messed up as everyone else. Everyone has the same
problem.” (VP, Ct=Z 7| C)
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“It is no longer advertising that is ruling, They are no longer running the brand
strategy, nor are they getting the lion’s share of the dollars any more,
because in terms of effectiveness, aavertising is weaning. What we find right
now is ideas can come from anywhere.” (Managing Director, PR CH & Af A)
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: “l want an advertising campaign; | would like to be in this media, please will
you give me something viral. I've read about mobile marketing: is this relevant?”

Consumer Centric
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» “Everything Communicates”

“The focus is really on integration of all these different services.
-~ It is all one now in a way that it never used to be. Internal
communications, communications to the sales force, everything
impinges on the brand, everything impinges what the product is
and impacts the communications has.” (CSO, ZCHH A} A)

= Collaboration
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1. Communication Planning Z}H 9| S&t
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» {2 F: human dynamic of teamwork

2. One Exercise

o oAt 2F

d XE0M EE-E2Z-EE-

= Marketing Services (IMC = MCH) £A AlAM
= Silo ZtA @ Vi St Yol 2N ELCH EME X9 EX A AT IS

“10 years ago everything was funnelled through PR managers or PR directors
and now we will be more successtul with all agencies”

s =Y EES 0|B0Y (Agonistic)
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= Respect
“Mutual respect for the contribution that each can be bringing to bear”

= Execution < Idea
. OlO|C|0{ 7t EE61H L=

= Learning organization : X|£& 2 £ training

= Top management2| H3l
“‘we’re changing culture at the very top of the organization, from my board to our chairman
and CEO, to the chief marketing officer, and then our team”

Future Direction & Discussions
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2.
3. Communication Planning
- Media Neutral & Customer Insight

- Planning Process
Clear Definition of Brand & Marketing Problem — Big Idea — Media Execution

- One Exercise
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