
Chapter 1

The World of Integrated 

Marketing Communication
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1. Define promotion and integrated marketing 

communication (IMC).

2. Discuss a basic model of communication.

3. Describe the different ways of classifying 

audiences for promotion and IMC.

4. Explain the key role of IMC as a business 

process.
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Promotion via Integrated Marketing 

Communication 

ÅPromotion The communications process in marketing that is used to create 

a favorable predisposition toward a brand of product or service. 

ÅPromotional Mix A blend of communications tools used by a firm to carry 

out the promotion process and communicate directly with audiences. 

ÅAdvertising A paid, mass-mediated attempt to persuade. 

ÅCommon Promotional Tools Advertising is the most widely used 

promotional tool, but it is still just one part of the promotional mix. For 

example, it may be combined with contests and websites.
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Advertising

Sales promotions 

Direct marketing

Personal selling

Event sponsorships

Contests

Social media

Branded entertainment



To remind consumers that Heinz ketchup is a product the company has ñcared for 

from seed to plate,ò the companyôs advertising combines the ñNo one grows Ketchup 

like Heinzò slogan with images of fresh tomatoes.

Promotion via Integrated Marketing Communication, Continued
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Promotion via Integrated Marketing Communication, Continued
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Exhibit 1.1 Is it an Ad?



Promotion via Integrated Marketing Communication, Continued

ÅIntegrated Marketing Communications (IMC) The process of using 

a wide range of promotional tools working together to create 

widespread brand exposure.

ÅThe focus in IMC is on building brand awareness, identity, and 

eventually preference. IMC is a process rather than an immediate 

tool to drive sales. 

ÅIMC uses a well-coordinated promotional mix to target customers in 

different ways and to achieve broad exposure for the brand while 

keeping a consistent brand message.

ÅAdvertising Campaign A series of coordinated promotional efforts 

that communicate a single theme or idea about the brand.
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Notice the similar look and consistent feel of these two Altoids ads in this 

well-connected and well-executed advertising campaign.

Promotion via Integrated Marketing Communication, Continued
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Mass-Mediated Communication 

ÅMass-Mediated Communication Communication delivered 

through a medium designed to reach more than one person, 

typically a large numberðor massðof people. Advertising is 

mass mediated. 

ÅMass communication has two major components, each 

representing quasi-independent processes: production and 

reception. These components are not entirely independent 

because the producer and receiver have a sense of each other 

although they do not have direct contact. Between production 

and reception are the mediating (interpretation) processes of 

accommodation and negotiation. 

1-8



ÅProduction The creation of the message content. This involves:

1.  the companyôs message

2.  expectations and assumptions about the target audience

3.  the rules and regulations of the medium used

ÅAccommodation, Negotiation, and Reception Audiences 

accommodate competing meanings and agendas to negotiate a 

meaning. This is the process of interpreting the message. Reception 

means acceptance and understanding of the message, although not 

necessarily agreement with. 

ÅLimitations Any mass audience will have different contexts, 

background knowledge, and goals. Therefore, no ad contains a single 

meaning for all audience members; although, they generally yield 

similar meanings.
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Mass-Mediated Communication, Continued



Mass-Mediated Communication, Continued
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Exhibit 1.2 Mass-Mediated Communication



Audiences for Promotion 

Å Audience A group of individuals who may receive and interpret promotional messages. 

Å Target Audience A particular group of consumers singled out for an advertising or 

promotion campaign. 

Å Household Consumers The most conspicuous audience for advertising. Under the very 

broad heading of ñconsumer advertising,ò companies can make very fine audience 

distinctions. 

Å Members of Business Organizations An advertising audience that buys business and 

industrial goods and services. While products and services targeted to this audience 

often require personal selling, advertising is used to create awareness and a favorable 

attitude among potential buyers.

Å Members of a Trade Channel An advertising audience that includes retailers, 

wholesalers, and distributors. The promotional tool used most often to communicate with 

this group is personal selling, because this target audience represents a relatively small, 

easily identifiable group.

Å Professionals An advertising audience that includes workers with special training or 

certification. Advertising to professionals is predominantly carried out through trade 

publications.

Trade Journals Magazines that publish technical articles for members of a trade.

Å Government Officials and Employees Advertising audience that includes employees 

of government organizations at the federal, state, and local levels. Promotion to this 

target audience is dominated by direct mail, catalogs, and web advertising.
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Audience Geography

Å Global Promotion This is typically used for brands that are considered citizens of the world 

and whose manner of use does not vary tremendously by culture. 

Å International Promotion This occurs when firms prepare and place different messages in 

different national markets outside their home market. Often, each international market 

requires unique or original promotion due to product adaptations or message appeals 

tailored specifically for that market. 

Å National Promotion This reaches all geographic areas of one nation. It is the kind of 

promotion we see most often in the mass media in the U.S. market. 

Å Regional Promotion This is carried out by producers, wholesalers, distributors, and 

retailers that concentrate their efforts in a relatively large, but not national, geographic 

region.

Å Local Promotion Like regional promotion, this is directed at an audience in a single trading 

area, either a city or state.

Å Cooperative Promotion This is a team approach to promotion in which national companies 

share promotion expenses in a market with local dealers to achieve specific objectives.
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Audiences for Promotion, Continued



Audiences for Promotion, Continued

Daffyôs is a clothing retailer with stores in the New York/New Jersey 

metropolitan area. It services a local geographic market so it 

communicates through local advertising.
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