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* IMC’S evolution
* The legitimation of IMC as an academic field
* Strategy vs. tactics

* IMC as strategic endeavor
* Two strategy perspectives
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IMC’s EVOLUTION MAD MEN

e [he start of IMC's
evolution can be traced to
the end of “advertising’s
golden age’’, circa late /0s

* You could call this the end

of the “Mad Men'' era




IMC’s EVOLUTION
MADMEN

* Ad agencies saw "‘their’ budgets
being increasingly allocated to
other MC functions (PR,
sponsorship, direct
marketing...)

* Naturally, they needed to do
something about 1t




IMC’s EVOLUTION

* Ad agencies responded to this “threat” by acquiring these functions
themselves (recruiting, mergers etc.)

* At some point “synergy effects’ and “scale benefits” when buying
everything from one agency became key selling points

* And somewhere the word “integrated’ got into the mix



IMC’s EVOLUTION

* With every new emerging media channel, this process
kept repeating itself =» more "integration’ rhetoric

* Then again, more media channels meant coordination
on the buyer side =» another argument "for” IMC and
centralizing marketing communications functions
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IMC’s EVOLUTION

* New trends in advertising and branding that had an
effect on IMC

* Wally Olins =» totality of graphic design thinking and
corporate brand identity

* “all materials a company puts out should represent the
brand!”



Wally Olins : 1930 - 2014
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Rethinking Marketing

by Roland T. Rust, Christine Moorman, and
Gaurav Bhalla



* Relationship marketing paradigm
* From product centricity to consumer centricity
* +|T boom



Product centric view, product manager =» selling mind set =» have a
,find a CUSTOMER

RELATIONSHIP MARKETING PARADIGM

* Consumer centricity

* CMO =>» extract insight from data/specific insights how the brand can
improve the lives of customers

« CMO =» training in social sciences: sociology, economics, anthropology...
aside from marketing knowledge

* Two-way / networked way communication with consumers



IMC’s EVOLUTION

* The “second wave" of IMC has to do with the emergence
of information technology

* Customer databases created the desire to integrate
consumer data with marketing communications =»
database marketing

* Today: Big data and analytics very popupal



ANALYTICS DECISIONS

BIG DATA
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Don Schultz
(1993):
“Information

technology makes
IMC inevitable.”
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IMC’s EVOLUTION

* John Deighton (1996):"companies who wish to succeed in the new
marketing paradigm are ones who successfully gather and leverage
customer information” =» but also know how to “read” them!

* Through information-driven relationships, marketers strive to acquire
knowledge about consumers’ preferences to better meet their needs,
improve customer service, learn about new product ideas, and target

their advertising better (White, 2004)



perational skill used to confer long-
term advantage. If you had leaner
manufacturing, made higher-quality
products, or had superior distribution, you
could outrun competitors. But today those
capabilities are table stakes. The new source
of competitive advantage is customer centricity:
deeply understanding your customers’ needs
and fulfilling them better than anyone else.

O

Van den Driest et al. 2016



Unilever - Insights teams/departments

DATA SOURCES —

INTERNAL
Financial, customer
relations, sales

TRADITIONAL RESEARCH

Qualitative and quantitative

NEW DATA SOURCES
Social listening, eye tracking

— INTEGRATION
Global marketing-

INNOVATION INPUTS

TECH START-UPS
Shark Tank screening
of new technologies

NEW PROGRAMS
Leadership, customer
communications, business
partnering, product ideation

IR
.4

WHOLE-BRAIN
TALENT

information system

integrates data into
consistent formats

for companywide use.

EXPERIMENTATION
Teams test and scale tech
and training programs
within a risk-taking,
experimental culture.

INSIGHTS
GENERATION
Teams draw
conclusions about
consumer motivations
and needs and then
recommend actions.

—> ACTIONS
STRATEGY
Where to play and how to win

MARKETING &
COMMUNICATIONS

Product launch, repositioning,
optimizing creative

DISSEMINATION
Customer-connection
capabilities are pushed to
the whole organization.

v

ORGANIZATIONAL
CAPABILITIES

ORGANIZATION-WIDE
CUSTOMER INTELLIGENCE
Every employee seen as

a source of insight

CAPABILITY BUILDING
Customer-connection

training and tools
COLLABORATIVE ORIENTATION
Engagement with other functions,
suppliers, and end users

Van den Driest et al. 2016: 9
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Abstract

Artificial intelligence (Al) is increasingly reshaping service by performing various tasks, constituting a major source of innovation,
yet threatening human jobs. We develop a theory of Al job replacement to address this double-edged impact. The theory specifies
four intelligences required for service tasks—mechanical, analytical, intuitive, and empathetic—and lays out the way firms should
decide between humans and machines for accomplishing those tasks. Al is developing in a predictable order, with mechanical
mostly preceding analytical, analytical mostly preceding intuitive, and intuitive mostly preceding empathetic intelligence. The
theory asserts that Al job replacement occurs fundamentally at the task level, rather than the job level, and for “lower” (easier
for Al) intelligence tasks first. Al first replaces some of a service job’s tasks, a transition stage seen as augmentation, and then
progresses to replace human labor entirely when it has the ability to take over all of a job’s tasks. The progression of Al task
replacement from lower to higher intelligences results in predictable shifts over time in the relative importance of the intelligences

for service employees. An important implication from our theory is that analytical skills will become less important, as Al takes
over more analytical tasks, giving the “softer” intuitive and empathetic skills even more importance for service employees.

Eventually, Al will be capable of performing even the intuitive and empathetic tasks, which enables innovative ways of human—
machine integration for providing service but also results in a fundamental threat for human employment.




OTHER TRENDS



IMC’s EVOLUTION

* Other“IMC trends” (real or perceived) that helped IMC:
|, Marketers becoming better buyers of advertising (I.e., more price conscious)
Marketing becoming more “strategic”
The desire to measure marketing returns
Globalization of markets
Fragmenting audiences and media

o L AN



IMC

(some definitions from over the years)



KNho (sender) Brands\ ( What (message) \ Medium / channels To whom: Effects

Brand logics (architecture) What and how the Media strategy (Consumer/B2C Usually
How you see message is crafted? (print/digital/hybrid) or measured
branding and br:and Promotional strategy customer/B2B) against brand
management will Insights — how to read Advertising equity
orient your thlnk!ng them and link them to PR categories as
about how branding the creative concept Sales promotions identified by
and consumers or Sponsorship David Aaker or
c;s:]omers work Orients the encoding Social media \ DouglasHolt )
(behavior) process Direct marketing

Brand challenge(s) \ /
What is the \ /

challenge (the brief)?
How to “fix” the
brand
problem/challenge
(i.e., what follows in

\ the process) /

Brands/client —

KAM — Brand
strategist

creative industry

relationships Creative

director

|

Integrated Marketing Communications (IMC) undergirds the ways in with the components is the process link together




“A concept of marketing communication planning that
recognizes the added value of a comprehensive plan
that evaluates the strategic roles of a variety of
communication disciplines — for example, general
advertising, direct response, sales promotion, and PR —
and combines them to provide clarity, consistency and
maximum communication impact through the seamless
integration of discrete messages.” (AAAA*, 989
definition of IMC)

*AAAA =» American Association of Advertising Agencies



"Companies communicate with everything they
do.” (Olins, 1989)

"One look, one voice.” (e.g. Miller & Rose, 1994)

“IMC 1s essentially a matter of consistency.” (Fill, 2001)




“IMC I1s the concept and process of strategically
managing audience-focused, channel-centred, and

results-driven brand communication programmes over
time.” (Kliatchko, 2005)

“IMC Is a process for planning, executing, and

monrtoring the brand messages that create customer
relationships.” (Duncan, 2007/)



“There do seem to be common
elements In the various definitions and
uses of IMC, which involve managing
marketing communications in some

holistic manner to achieve strategic
objectives.” (Gould, 2009)




“There are so many different definitions and
ideas of what IMC is about and what it
entalls, right through to 1ts iImplementation.”

(Kitchen, 2005)

“IMC 1s just @ management fad lacking any
theoretical content or rigor.” (Cornelissen

& Lock, 2000)



So what is IMC
really, REALLY

about!




IMC’s key themes*

|. Consistency of communications

2. (Strategic) control of communications
3. Media neutrality
4

Constant optimization of media and channel portfolios and synergy
seeking

5. Measuring and connecting to sales and customer relationships

(*Derived from multiple sources)



Other noteworthy themes

* IMC and“leveling”

*  Successful IMC is about connecting it all the way up to a
corporate strategy

* From strategy you get an IMC strategy, from there tactical
implementation etc.
* “IMCis a process”

* Both as how it Is implemented, but also how It is
developing theoretically (Schultz, 2007)



No single definition

* Despite some effort, no single definition for IMC or model of
implementation (unlike, say, ‘Kotler's 4 Ps")

* IMC is developing to different directions, with many champions =2 an
indication of theoretical novelty and practical emphasis



Theoretical Concept or Management
Fashion?
Examining the Significance of IMC

Particularly throughout the last decade Integrated Marketing Communications (IMC) appeared to have
found increasing acceptance as a theoretical concept, idea, technique, or simple rhetoric with advertising
agency executives, marketing, and advertising practitioners, as well as with writers in the popular and
academic marketing and management press. Despite its pervasive penetration in the marketing and
communication management world, little has been said, however, about IMC's theoretical robustness as
well as its actual significance for marketing and advertising thought and practice. In an attempt to help
remedy this situation, this article examines IMC as a body of theory and hypothesizes its influence upon
practice—as a theoretical concept, general idea, management technique, or simple rhetoric. The analysis
and argument presented in this article suggests that IMC is a management fashion, apparent in its lack
of definition and transient influence, and that its influence upon practice should be conceived
accordingly.

Cornelissen and Lock, 2000



STEPHEN J. GOULD

Zicklin School of
Business, Baruch
College, CUNY

Stephen_Gould@baruch.
cuny.edu

IMC as Theory and as a Poststructural Set of
Practices and Discourses: A Continuously
Evolving Paradigm Shift

As evidenced in this issue, IMC remains a controversial theoretical concept in terms of
generalizing what it is and what it does. However, if IMC is viewed from a different para-
digmatic perspective on theory, namely that of poststructuralism, then we might con-
sider it as a set of contingently framed practices and discourses where localized,
particular practitioner interpretations are just as important as general theoretic ones.
When viewed this way, IMC emerges as a powerful tool that guides practitioners in de-
veloping and implementing marketing communications programs even if they apply it in

disparate ways according to their own specific understandings and circumstances.




No “one way’ to "do” IMC

* There are several approaches to getting started with an IMC strategy

* Understanding how 1t all "comes together” is more important than any
one model

* ACHIEVING integration is the goal, really =» getting all MC functions to
work together

* Overall, understanding the strategic and process nature of IMC s key



Some key concepts

* LZero-based planning
* Media neutral planning
* Connecting strategy to marketing communications

* Measuring success

* These are the "major themes”



Zero-Based
Planning



"Zero-based planning helps identify those marketing
communication functions that are the most cost-effective
ways to leverage critical strengths and opportunities and
address key weaknesses and threats.”

-Duncan & Moriarty 1998



Zero-based planning

 The brand and the market environment are the “zero
point” of all IMC planning (usually for the next |2
months)

e "Here we are now, and here's where we want to be”

* /BP is a telling example of the analytic and goal-
oriented nature of IMC



Zero-based planning

Recognize target audience
SWOT-analysis on segments

Decide marketing communications goals
Strategic and tactical procedures

Define a budget

Measure success

o U1 AW N —

(Duncan 2007)



Zero-based planning

* /BP goes top down

* At the highest level is the corporate strategy, then
business processes (organizational activities utilized to
achieve an organizational goal), then sales goals

* Only after this will you start thinking about ad agency
roles, responsibilities, budgets, goals and key
performance indicators (KPIs)



Zero-based planning

* As the name suggests, it's important that we “renounce”
last year's IMC decisions (what was our strategy, what
was our main message, who was our main agency etc.)

* Re-planning the communications palette every year is
also smart financially



Media Neutral
Planning



Media neutral planning (MNP)

* Essentially: choose your communication methods according to your
needs, not out of “habit”

* Examples:
* a company that has an image problem =» public relations
* a company needs brand awareness =» mass media advertising, sponsorship
* a company needs people to visit stores =» sales promotion etc.

See: Batra and Keller 2016



Measuring IMC
success



Mark. Comms. goals

* Another way Is to think of the classic AIDA-continuum
* Awareness =» communication goal
* Interest =» communication goal
* Desire =» communication goal
* Action =» marketing goal

o “+725% awareness = +10% more visits to our retail stores = +2% in
sales”



Post purchace
elements.
Relationships

A Dynamic, Expanded Consumer Decision Journey

=» Needs/Wants
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Batra and Keller, 2016




IMC and management
* Business has become increasingly dominated by

numbers
* "Prove that this works and I'll approve it”

* Measuring MC accurately, however; Is challenging
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Strategy
(and tactics)



Strategy vs. Tactics

* The distinction I1s sometimes lost on people, but...
* "Strategies are ideas about how to accomplish objectives”
* "Tactics are specific actions to be taken to execute a strategy”

* Hopefully this becomes clearer as we learn about different tactics and
how they relate to strategy



"Strategy, a word of
military origin, refers
to a plan of action
designed to achieve a
particular goal.”
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Three levels of strategy

* Corporate
* Directional, broad, parameters

* Competitive
* How the company competes, resources
* Functional

* Marketing, financial, production etc.
* Integration to corporate important!



Three levels of strategy

* Corporate strategy

* What business are we in! What's our growth plan? What products are we
offering?

* Marketing communications strategy
* What are our communications goals! What is the big message for next year?

* MC tactical undertakings
* Buying ad space, promotional mix, delivering on the message. ..



Two paradigms of corporate strategy:

Planning vs
Emergent



Planning school

* Planning school more prominent and established

* Long history in capitalism in general, all the way to
Taylorism and the birth of the corporation

* "Minimizing human error”

* Again, numbers numbers numbers...



Emergent paradigm

* Emergent school more about incremental steps, trial
and error, organisational learning etc.

* "Empower people to do the right thing when things go
weird”

* Google's 70-20-10 policy is an indication of sorts of
emergence logic

* =» today’s trend: "design thinking concept’ see: Kolko
2015



Management is, above all, a practice
where art, science, and craft meet

— He.n/uf M mtg,/)flzg —
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IMC and the two paradigms!?

* [IMC sort of balances between the two strategic view

* On the one hand, a lot of planning but also there needs
to be room for intervention and tinkering

* Where do you think IMC is currently going!
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IMC and the two paradigms!?

* The increasing relevance of digital environments
necessitate a move to more emergent strategy
(without neglecting planning, of course)

* Fast reactions to PR crises, consumer/user generated
content, =» contingencies and opportunities...
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