Class 12: Integrated Marketing Communications, Robert Dolan

Take-away from this reading:  Different products need different communications mixes.

Cool chart:  2 major forms of advertising ($200billion annually!): MEDIA and DIRECT:


Summary of items above:
	Medium
	Pluses of using it
	Minuses of using it

	Television

70% of expenditures for national advertising
	· Reaches lots of people

· Sight and sound message

· Cable TV allowing more targeting (if you want to reach country western crowd, advertise on the Nashville Network)
	· Expensive (production and placing the ad on the air) – price it out w/”cost-per-thousand households”

· Lots of on-air competition for people’s attention/people tend to channel surf

	Newspapers

Largely local medium, 90% of local expenditures
	· Newspaper ads viewed positively by consumers

· Broad coverage: 70% of adults read newspapers

· Flexible
	· Sight only

· One-day life (trashed quickly)

	Radio
Largely local medium
	· Allows for targeting (Rock, Country, Sports Talk, etc.) 
	· Sound only

· Easily tuned out

	Magazines
On the rise
	· Special interest magazines allow for targeting (Modern Bride, Sports Illustrated)

· Visually strong message

· Longest life
	

	Infomercials
	
	

	Catalogs
	
	· Can’t be customized

	Telemarketing

Technology helping out here

Marketing on the Web is a subset of this
	· Immediate 2-way communications

· Customizable
	· High cost


Promotions – consumer vs. trade

Consumer Promotions:  

Goal of consumer promotions: “Pull” consumer action

· Free samples

· Price-oriented programs (300 billion coupons given out every year in the U.S.; of course, there are so many coupons out there now that redemption of coupons is declining)

· Cents-off coupons, mail-in refunds, rebates

· “Price pac” – product is repriced for savings

· “Bonus pac” – buy one, get one free

· Premiums (buy two golf clubs, get a golf bag free)

· Tie-ins (like a premium, but is jointly promoting 2 items: buy a Jeep, get a free ski pass)

· Continuity Programs – keep the customer coming back (frequent flyer programs on airplanes)

· Contests/Sweepstakes

Trade Promotions:  

Goal of trade promotions: “Push” the product through to the end user

(Get the store to: carry the item, increase the amount they’re carrying, display/advertise the item, lower the price)

· Slotting allowances: paying to “rent” shelf space from retailer

· Cooperative Advertising – Manufacturer pays X% of retailer’s advertising cost

· Floor Planning – Manufacturer finances the inventory of the retailer for XX time

· Temporary Price Cuts

· Volume Discounts

· Contests

Other communications vehicles

· Event marketing sponsorships

· Mostly sporting events (think the Pac Bell Arena in San Fran)

· Objective: desirable image of the product or the company

· Publicity/PR

· Objective: people think “real” articles are more authentic/less biased than ads

Formulating the right Integrated Marketing Communications (IMC) Program

1. Market – to whom should the communication be addressed?

2. Mission – what is the objective?

3. Message – what are the specific messages to be communicated?

For these first three (strategy/tactics) – it’s helpful to analyze consumer purchasing and consumption behaviors.  This is one model to use (there are many variations, though):
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4. Media – which vehicles to use?

5. Money – how much $$ to spend?

Typically a function of:

· Size, diversity of audience (how much to spend to reach everyone)

· Nature of the message (is it complicated and therefore better communicated in person?)

· Receptivity of the audience (how receptive are they to this message?)

· Amount of clutter (what are my competitors spending/doing?)

6. Measurement – how will the impact be assessed afterwards?

· To measure, have to know what original objectives were 

Note: There are several examples in this reading – they’re not that important: Saturn, Southwest Airlines, M&M/Crunchy, Oldsmobile/Superbowl ads, Chrysler, Valvoline Oil

Addressable/Customized



































For the 


Masses





Broadcast – 			Two-way with time lag		Two-way


One-way message						Instantaneous





How much interaction w/customers does this communications vehicle allow?
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