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Marketing: Advertising and promotion an integrated marketing communications 

perspective 

Chapter 1: An introduction to integrated marketing communication: 

• Advertising spending has shifted from traditional media to online digital advertising 

formats and social media.  

The role of marketing: 

Marketing- activity, set of institutions and processes for creating, communicating, delivering and 

exchanging offerings that have value for society.  

- This def. Is more effective of the role of non-marketers to the marketing process.  

- Marketing plays a role in the process of creating, communicating and delivering value to 

consumers.  

- Key aspects of marketing include creating, communicating and delivering value en 

focusing on customer relationships. 

Value- Customer’s perception of benefits of a product or service against the costs of acquiring 

and consuming it.  

The four P’s: 

1. Product 

2. Price 

3. Place 

4. Promotion 

• It is the marketer’s responsibility to develop an effective marketing mix.  

• A proper marketing mix does not just happen. 

• Marketers must understand the issues and options involved in each element of the mix 

and how these elements can be combined to vorm an effective marketing approach.  

How to create an effective marketing mix: 

1. Know all the issues and options of each element. 

2. Know how to combine the elements 

3. Analyze the market and use data to develop the marketing mix and strategy.  

Integrated marketing communication (IMC): 

1. Coordinate promotional elements and other marketing activities that communicates with 

a firm’s customers. 

2. Recognize the added value of a comprehensive plan that evaluates strategic roles and 

combines disciplines for clarity and consistency.  

3. Ensure all the marketing and promotional activities project s consistent, unified image.  
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Chapter 2: The role of IMC in the marketing process 

- The development of the marketing program requires on in-depth analysis of the world.  

- To be successful marketers must understand their buyers and potential buyers and 

develop strategies to reach them.  

- The identification of market opportunities 

- Market segmentation 

- Target marketing and positioning 

- Marketing program development.  

- Marketing mix and promotion must be integrated to provides consistency and Max 

communication impact.  

- A firm’s promotion program is directed to the buyer and channel/trade members that 

distribute the products to the ultimate consumer.  

- Development of the marketing program is instrumental in achieving the goal.  

The marketing and promotions process model: NB 

 

 

 

 

 

 

 

 

 

 

1. Starts with the development of the marketing strategy and analysis, where the company 

decides the product or service areas and where to compete.  

2. They must then coordinate the elements of the marketing mix into a marketing plan to 

reach the target market. 

• Promotion program= Directed to the consumer and trade members/ resellers that 

distribute the product.  
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Chapter 4: Perspectives on consumer behavior 

Consumer behavior: 

- Defined as the process and activities people engage in when searching for, selecting, 

purchasing, using, evaluating and disposing of products and services to satisfy their needs 

and desires. 

- The marketer’s success in influencing purchase behavior depends on how they 

understand consumer behavior.  

Figure 4-1 will be used as a framework for analyzing the customer decision process 

 

- The model shows that the decision-making process involves several internal psychological 

processes.  

- Motivation, perception, attitude formation, integration and learning are important to 

promotional planners, since they influence the general decision-making process of the 

consumer.  

Problem recognition: 

- This is the first stage of the decision-making process. 

- The consumer perceives a need and becomes motivated to solve the problem.  

- Problem recognition is caused by a difference between the consumer’s ideal state and 

their actual state. 

Sources of problem recognition: 

- This may be influenced by both internal and external factors.  

1. Out of stock 

2. Dissatisfaction 

3. New needs/ wants 

4. Related products/ purchase 

5. Marketer-induced problem recognition 

6. New products 

 

• A want is a desire for something one does not have.   
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Chapter 5: The communication process 

NB- everything is important in this chapter 

Communication: 

- Passing of info, exchange of ideas, or the process of establishing a commoner or oneness 

of thought between a sender and receiver. 

- For communication to occur there must be common thinking between two parties and 

info must be passed from one to the other.  

- Success depends on: 

• Nature of the message 

• Audience’s interpretation of it 

• Environment in which it is received  

- Language is one of the major barriers to effective communication.  

- Creates a shared meaning 

- Responses are related to the objective of the marketer. 

Model of the communication process: 

 

 

 

 

 

 

 

 

 

- The receiver is the target audience  

- Channel is how I get the message across 

- The sender and the receiver communicate 

- The noise is anything that stands in the way of the message 

- Encoding is important in SA, can put a message in different ways.  

2 elements represent the major participants in this process: 

1. Sender  

2. Receiver  
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Chapter 6: Source, message and channel factors: 

Promotional planning through the persuasion matrix: 

Persuasion matrix: helps the marketer see how each controllable element interacts with the 

consumer’s response process. 

Two sets of variables: 

1. Independent variable- the controllable components of the communication process, what 

the marketer wants the consumer to feel, under control of the marketer. 

2. Dependent variable- the steps the consumer goes through in order to be persuaded, not 

under control of the marketer.  

• Marketers can choose the person. Or source who delivers the message, the type of 

message appeal used and the channel or medium.  

 

• Promotional planners must consider how decisions about each communication 

component will influence the various stages of the response process.  

1. Receiver/ comprehension- how the target audience will understand the message, can the 

receiver comprehend the ad. 

2. Channel/ presentation- which media will increase presentation and how effective is a 

media variable.  

3. Message/ yielding- what type of message will create favorable attitudes or feelings? 

4. Source/ attention- What type of source will be effective to gain attention? 

Source- person involved in communicating a marketing message, either directly or indirectly. 

Direct source- a spokesperson who delivers a message or endorses a product or service. 

Indirect source- say a model, that doesn’t deliver a message but draws attention to enhance 

the appearance of the ad. Mostly unknown models are used. 
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Chapter 7: Establishing objectives and budgeting for the promotional program 

The value of objectives: 

- Advertising and promotional objectives are needed for the functions they serve in 

communication, planning and decision making, measurement and evaluation.  
1. Communication 

- The advertising and promotional program must be coordinated within the company, 

inside the ad agency, and between the two.   

- Any other part should know what the company hope to accomplish through its marketing 

communication program.  
2. Planning and decision making 

- All phases of the promotional strategy should be based on the established objectives, 

budgeting, creative, and media decisions as well as direct marketing, public 

relations/publicity, sales promotion and reseller support programs.  

- Meaningful objective can be a useful guide for decision making. 

- Choices should be made based on how well a strategy matches the firm’s promotional 

strategy.  

3. Measurement an evaluation result 

- Important reason for setting objective is that they provide a benchmark against which the 

success or failure of a promotional campaign could be measured.  

- Without these objectives it would be difficult to determine if the firm accomplished their 

efforts.  

- A good objective should be measurable. 

- By setting a specific and meaningful objective the promotional planner provides a 

measure that can be used to determine the effectiveness.  

Determining integrated marketing communication objectives 

- IMC objectives should be based on a situation analysis that identify the marketing and 

promotional issues of the brand.  

- Situation analysis is the foundation on which marketing objectives are determined and 

the marketing plan is developed.  

1. Marketing vs communications objectives 

1.1. Marketing 

- In a firm’s marketing plan  

- Identify what must be accomplished by the overall marketing program in a time period.  

- Defined as specific and measurable.  

- Good objectives are quantifiable, realistic and attainable.  

- Sales, profit or market share are objectives of the entire marketing program and to 

achieve them there must be perfect coordination and execution of marketing-mix 

element.  
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Chapter 8: Creative strategy- Planning and development 

- One of the most important roles of IMC program is the advertising message. 

- Fundamental role of advertising is to communicate information, but it does more. 

- A marketer uses advertising messages to tell consumers how the product or service can 

solve a problem or help satisfy desires or achieve goals.  

- Also use to create images or association and position a brand and transform the 

experience of buying or using a product or service.  

Creative strategy- determines what the advertising message will say or communicate. 

Creative tactics- how the message strategy will be executed.  

- By examining the creative strategy, we determine the big idea.  

The importance of creativity in advertising 

- The way the advertising message is developed and executes is often to the success of the 

promotional program 

- This can influence the effectiveness of the entire marketing program.  

- “Nothing is more efficient than creative advertising. Creative advertising is more 

memorable, longer lasting, works with less media spending, and builds a fan community... 

faster.”  

- Creative strategy can determine the success of a product or service or reversing the 

struggling brand.  

- A campaign that is poorly conceived or executed can be a liability.  

- Important to understand that because an ad or commercial is creative or popular doesn’t 

mean it will increase sales or receive a declining brand.  

- The success of a campaign cannot always be judged in terms of sales.  

- Finding a balance between creative advertising and effective advertising is difficult.  

Advertising creativity 

What is creativity? 

- Marketers turn all the info about a product features and benefits, marketing plans, 

consumer research and communication objectives into a creative concept to bring the 

advertising message to life.  

Different perspectives on advertising creativity 

- At one extreme advertising is creative only if it sells the product.  

- At the other extreme those who judge the creativity on artistic or aesthetic value and 

originality. 

- Creative ads can break through the competitive clutter, grab the consumer’s attention, 

and have some impact.  



   
 

71 
 

Chapter 9: Creative strategy, Implementation and evaluation 

Appeals and execution styles 

Advertising appeals refers to the approached used to attract the attention of consumers to 

influence their feelings. 

- Also seen as something that moves people, speaks to their wants or needs and excites 

their interest, how can I persuade you?  

Creative execution style is the way an appeal is turned in an advertising message to 

consumer.  

Advertising appeals 

1. Info/ rational appeals (feel good) 

- Focus on the consumer’s practical, functional or utilitarian need for the product. 

- Emphasize features of the product, service or the benefits of the brand.  

- Informative 

- Use to convince consumers. 

- Objective is to persuade the consumer in buying the brand because it is the best.  

1.1. Feature appeal- focus on dominant traits of the brand, highly informative, give 

important product attributes, use for technical and high involvement products.  

1.2. Competitive advantage appeal- make a direct or indirect comparison to another 

brand and claims superiority.  

1.3. Favorable price appeal- makes the price offer the dominant point of the message.  

1.4. News appeals- news or announcement of the product or the company dominates 

the ad, use for new product or service.  

1.5. Product/service popularity appeals- popularity are stressed by pointing out the 

numbers of consumer who use the brand, number who switched to it, number of 

experts who recommends it and the leadership position in the market.  

 

2. Emotional appeals (feel victorias)  

- Relates to the consumers social and psychological needs.  

- Used in many ways in the creative strategy 

- Emotional integration – portray the character in ad as experiencing an emotional benefit 

or outcome from using the brand.  

- Use this appeal in the hope of evoking positive feelings and transfer it to the brand.  

- Campaigns using emotional content are more likely to generate large profit gains than 

those using only rational content.  

- Emotional campaigns work well because it reduces price sensitivity and strengthen the 

ability of brands to charge a price premium which increase profit.  
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Chapter 10: Media planning and strategy 

An overview of media planning 

- Includes mass media like television, newspapers, radio and magazines and outdoor 

advertising, transit advertising and electronic billboards. 

- Direct marketing, in-store-point-of-purchase options must also be considered 

- New media, including branded entertainment, social media, the internet and mobile have 

provided marketers with many options to consider.  

- Sound media strategy is very important. 

- The product being advertised affects the media planning process.  

Some basic terms and concepts 

Media planning- series of decisions in delivering the promotional message to the purchaser or 

users of the product of the brand, several decisions are made, each may be altered or abandoned 

as the plan develops, the guide for media selection.  

Media objectives and media strategies- the media plan require the development of specific 

media objectives and strategies.  

The medium- general category of available delivery systems like print media. 

Media vehicle- specific carrier in the medium category like Facebook or Instagram.  

Reach- measure of the number of different audience members exposed at least once to a media 

vehicle in a given period.  

Coverage- the potential audience that might receive the message through the vehicle, relates to 

potential audience, reach refers to the actual audience delivered.  

Frequency- the number of times the receiver is exposed to the media vehicle in a specified 

period.  

The media plan  

- Determines the best way to get the advertiser’s message to the market. 

- Goal is to find the combinations of the media that enables the marketer to communicate 

the message in the most effective manner too the largest number of potential customers 

at the lowest cost.  

Problems in Media Planning 

Several problems contribute to the difficulty of establishing the plan reduce its effectiveness.  

1. Insufficient Information 

- Require more info than is available. 
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Chapter 11: evaluation of media, television and radio 

Television 

Advantages 

1. Creativity and impact 

2. Coverage and cost effectiveness 

3. Captivity and attention 

4. Selectivity and flexibility 

Limitations 

1. Costs 

2. Lack of selectivity 

3. Fleeting message 

4. Clutter 

5. Distrust and negative evaluation 

6. Limited viewer attention 

- Are not purchasing guaranteed exposure but rather the opportunity to communicate a 

message to large numbers of consumers.  

- Zipping occurs when viewers fast-forward through commercials as they play back a 

previously recorded program.  

- The problem is that many networks schedule their most popular shows against one 

another on the same nights and in the same time slots, but the most popular shows also 

end up being most recorded.  

- Zapping refers to changing the channels to avoid commercials, occur because commercial 

breaks are long and predictable.  

Buying television time 

- The purchase of tv advertising time is specialized particularly for large companies 

spending huge sums of money.  

 

1. Network versus spot 

- Allocate tv media budgets to network versus local or spot announcements. 

- National advertisers use network schedules to provide national coverage and supplement 

this with regional or local spot purchase to reach markets where additional coverage is 

desired.  

1.1. Network advertising 

- Television network assembles a series of affiliated local TV stations or affiliates to which 

it supplies programming and services.  

- The networks share the advertising revenue they receive during these time periods with 

the affiliates.  
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Chapter 12: Evaluation of media, magazines and newspapers 

Role and value of magazines and newspapers 

- The role differs from the role of broadcasts media because they allow the presentation of 

detailed information that can be processed at the reader’s own pace.  

- Not intrusive like the radio and TV  

- Require some effort on the part of the reader for the advertising message to have an 

impact.  

- Referred to as high-involvement media 

- Magazines are different from newspapers because most of them reach a selective 

audience and can be valuable in reaching specific types of consumers and market 

segments.  

Magazines 

- Most specialized  

- Mass- appeal publications 

- Targeted at a specific audience.  

Classifications of magazines  

1. Consumer magazines 

- Bought by the general public for info or entertainment.  

- Sold through subscription, circulation, store distribution or both 

- Major portion of magazine industry 

- Also includes farm publications directed to farmers and their families 

 

2. Business and health care publications 

- For specific businesses, industries or occupations 

2.1. Specific professional groups 

2.2. Industrial magazines to people in manufacturing and production industries 

2.3. Trade magazines targeted to wholesalers, dealers, distributors and retailers 

2.4. General business magazines aimed at executives in all areas of business 

2.5. Health care publications targeted to various areas including dental, medical and 

surgical, nursing, biotechnological sciences, hospital administrations, veterinary 

medicine and dentistry.  

Advantages of magazines 

1. Selectivity 

2. Reproduction quality 

3. Creative flexibility  
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