(Definitions of integrated
marketing communications)

4As Schultz (Kitchen,

Brignell, Li, & Jones, 2004)

" (Schultz,
1993b)
(Eagle & Kitchen, 2000; Kallmeyer & Abratt, 2001)
Schultz (1993b)



(One voice marketing communications) (Nowak &

Phelps, 1994)

(Promotion mix)

(Schultz,
1991) (Kitchen & Schultz, 1998)
Schultz Kitchen (1997)
Schultz
"Target market)
Duncan (2002)
1
G. Belch M. Belch (2004)
Gould (2004)
2 @
)

(Theoretical analysis)

Shimp (2000)

11



Whalen (2000)

Liano (1993)

(Zero-based budgeting)

(Communication tactic)

communications strategy)

(One consistent voice)

Cooper (2000)

(2000)

Banayan (2000)

Bluth (2000)

Bertin (2000)

Cooke (2000)

12

(Single

Gonzalez (2000)

Finestack



(Nowak & Phelps, 1994)
Reid (2003)
@
@

©)

4)
©)
©6)
(Brand equity)

Caywood (19911as cited in Phelps, Harris, & Johnson, 1996)
Duncan Everett (1993)

(Management philosophy)
Stewart (1996) (One-Stop shopping)
Duncan Everett (1993)

(Orchestration) Ogilvy & Mather
(Seamless communication)

(Duncan & Everett, 1993)

13
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Nowak  Phelps (1994)
3
(The creation of one voice)

(The integration of
both product image and relevant aspects of consumer behavior in promotion
management)

(The
coordinated management of promotion-mix disciplines)
4
Nowak  Phelps
(Gould, Grein, & Lerman, 1999)
Nowak
Phelps (1994)
Cathey Schumann (1996)
3 (1)
@)
(©)
Nowak Phelps Cathey Schumann
Nowak Phelps
Cathey Schumann
Cathey

Schumann

Nowak Phelps



(Swain, 2004)

15

(Duncan & Everett, 1993; Kitchen,

1999)

(Cornelissen & Lock, 2000)

(Schultz & Kitchen, 1997)

Phelps  Johnson (199)

Eisenhart (1989, as cited in Duncan &Everett, 1993)

Stewart (1996)

1990 "
(Integrated)"
(One voicel
(Completeness) (Holistic)
2004)
Cathey
Schumann (199)

0

(Cook,
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(Build positive relationships with customers and other stakeholders)
Banayan (2000), Bertin (2000), Bluth (2000), Duncan (2002), Finestack
(2000), Gonzalez (2000), Reid (2003), ~ Whalen (2000)
(Collect information about customers' wants and needs)
Cooke (2000), Cooper (2000), Gonzalez (2000), ~ Shimp (2000)
(Data-driven) Cooke
(2000), Cooper (2000),  Duncan (2002)
v
(Coordinating all aspects of marketing
communications) G. Belch M Belch (2004), Bertin (2000), Bluth
(2000), Cooper (2000), Duncan (2002), Duncan ~ Everett (1993), Nowak  Phelps
(1994), Schultz (1993h), Shimp (2000),  Whalen (2000)
(One voice) Cook (2004), Cooke
(2000), Duncan (2002), Hare (2000), Gonzalez (2000), ~ Nowak  Phelps (1994)
s
(Provide maximum impact)
G. Belch M Belch
(1998), Bluth (2000), Gonzalez (2000), Schultz (1993b), ~ Whalen (2000)

@

@) ()
(©)
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(The development of

integrated marketing communications)

1970

(van Reil, 1995) Pickion  Hartley (1998)

1980

(Tedlow, 1990) 1930
(Kitchen et al., 2004)

Cook (2004) Schultz
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1930
Gronstedt  Thorson (1996)

Gronstedt  Thorson
(Sales promotion) (Event marketing)
(Retail management) Zinkhan  Watson (1996)

1980 (Schultz, 1996h, 1999)
Blackwell
.. 1987

(Hutton, 1996h) Schultz (1991)
.. 1990

Caywood,
Schultz, ~ Wang (1991, as cited  Kitchen &Schultz, 1999)
Medill School of Journalism
Northwestern University Caywood
American Association of Advertising Agencies (4As)  Association of
National Advertisers (ANA)

.. 1990
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(Schultz &Kitchen, 1997) Eagle (1999, as cited

Kitchen & Schultz, 1999) 1990

1993h)

2000)

wisdom)

1999)

Schultz .. 1993
(Schultz,

(Pre-paradigm) (Schultz, 1996b)
(G. Belch &M Belch, 2004; Kotler, 1997; Shimp,
(Academic

(Schultz &Kitchen, 1997)
(Early maturity)

(Kitchen &Schultz,

(Schultz &Kitchen, 1997)
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Kitchen (2004) ..2002

(Gould, Lerman, &Grein, 1999) Kitchen  Schultz (1999)

Duncan  Everett (1993)

Dilenschneider (1991)

(Kitchen &Schultz, 1999)

(Schultz &
Kitchen, 1997)



(Return on investment  ROI)

(Schultz &Kitchen, 1997)
Kitchen  Schultz (1999)
3

Gronstedt  Thorson (1996)

(Zero-based media selection)
(Mix of media)

(Senge, 1990)

1990 (SMEs)

(Kitchen &

Schultz, 1999) Duncan  Everett (1993)

Nestle, Kellogg's,
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Coca-Cola (Kitchen & Schultz,
1999) Wentz (1988, as cited in Duncan &Everett, 1993)
General Motors .
1990 .. 1988
Nestle
Nestle
0
1BV
Reilly IBV
IBV
1BV 1BV
1,000 McArthur
Griffin (1997) (Business firms)
(Consumer firms) ~ Duncan  Everett (1993)
(Marketing public relations) (Kitchen &Schultz,
1999)
Moriarty (1994)

Schultz (1993b)



| 0
©

(Brand contact)

u

Schultz (1993a), Schultz ~ Barnes (1995),  Schultz, Tannenbaum,
Lauterborn (1993)
4

(Outside-in approach)
(Inside-out)
Schultz

Haytko (1996)

(Deighton, 1996, as cited in Comelissen & Lock,

2000)

(4
(Moore &Thorson, 1996)

23



Duncan  Everett (1993)

Duncan
Caywood (1996)

Schultz ~ Kitchen (1997)

(Low, 2000)

.. 1995 Schultz

(Schultz, 1996a) . 1999 Kitchen  Schultz

24



(Introdction)

personality)

..2001 Kallmeyer

(Marketing public relations)

(Growth)

(One voice, one

3

(Kitchen &Schultz, 1999)
Abratt

25
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(Above the line)
(Below the ling) Schultz (2001)

3 (Kim, Han, &Schultz, 2004)
Arlar]_fl@chart (2001, 2003f’ 2003)

(Globally integrated marketing
communications  GIMC)
Grein - Gould
(1996)
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(Vertical)
(Horizontal) (Tortorici, 1991)

(Gould, Lerman, &Grein,
1999)  Grein Gould (199)

Schultz ~ Kitchen (20000)
“Integrated global marketing
communications”  Schultz  Kitchen

(2) (Create global processes and
standardization)

u

(Start with customers, not products or geographies)

© (Identify
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and value customers and prospects)

(4)
(Identification of customer and prospect contact paints)

(5 (Align the
organization's interactive response capabilities)
(Interactive communication)

(6) (Manage multiple systems)
(7 (Value the Brand)
(Brand creation) (Growth)
(Maintenance)
(Brand communication) ©

(Focus cn financial measures)

(Return on investment) (9
(Create horizontal organizational structures)

Schultz  Kitchen (2000h)
8 (The eight-step integrated
global marketing communications planning process) 21
(1) (Global
customer/ prospect databases)

¥ (Customer/ prospect
valuation)
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3

(Contact points and preferences) ?

@ (Brand or
organization relationships)

®)

(Message and incentive development and delivery)

6) (Estimate of retum
on customer investment)

(" (Investment and allocation)

(Marketplace measurement)

(Integrated communications)
(Integrated marketing)
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21 ?

~ Customer Data | Demographics | Psychographics BehavionUsage | Geography |
o g [ owammcmo ]
T =

vermeoancs [ roserve | rovaromer | [ rovave | e ] [ ruav | pewarome |

and Share of Requirements

v e o

Increase Special
-Behawvioral Objectives Retain Grow Migrate Trial Usage Total Program

Share Usage

Step 3: Contact Points/Preferences
~Brand Contacl Audit I Contact Points Contact Prelemncesl I Contact Poinls ConlaclelevencesI r Conlact Points Contact Prelerancasl
Step 4: Brand Relationships

:
g

~Brand Knowledge [ Brand Netwok | BrandE ce | | BrandNework | BrandExp | [ BrendNemok | BandEx ence |
Step 5: M g ive D and Delivery

-Strategy r Messages/Incentives l | Messages/Incentives I I Messages/Incentives ]
—~Marketing Tools Ii""" | pice | ot LCommA I [ Pod. | price | Oist | Comm. | [ Prod. [ Pice | Dist. [ Com:L,I
~Communication l Extemal/intemal I Iﬁ Extemal/intemal I L Extemal/intemal I
Step 6: Estimating ROCI

“Time Frame [ Business Buidng | Brand Burgng | [ Busiess Buiang | BranaBuidng | [ Busness Buidng | _Brand Buidng |
~Forecas! Estmated ROC! Estimated ROC! Estimated ROC!

Step 7: Investment and Allocation

~Local/Regional/Global I Delivery of Messages/Incenlives I I Delivery of Messages/incentives I l Delivery of Messages/Incentives J

Step 8: Market Place Measurement

Ao 705
-Incremental Returns Recycle Recycle
Recycle to Step 1

: Schultz, D. E, &Kitchen, P. J. (20000). communication globally: An integrated
marketing approach. Lincolnwood, IL: NTC Business Books, Pp. 88-89.

1960

1990 (Figueroa, 2000) ,
.Grunig L Grunig (1998)

" " (Marketing)



3l

J.Grunig L Grunig

(Stakeholders)
(Consumers) Gronstedt (1996h)
.Grunig L Grunig (1996)
Hutton (1996a)

Foreman (2004)
(Building synergy between multi-media activities)
Bill (2001)
Caywood
Lepley (2000)
(Holistic
communications package)
Figueroa (2000)
?
Figueroa
(Build

brands with a more unified message and tone) Barnes (2001)
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Lawder  Tourelle (2002)

1920
(Levinson, 2001)
Schmidt  Porteus (2000)
(Integration of the
" marketing and operations functions)

Crain (2002)

(The process of reaching target audiences
with a variety of marketing techniques) Levinscn (2001)

Sheth (2001)
(International
marketing) 2
Gatti (2004)
(Outside-in

planning)

Duncan  Moriatry (1997a)
Duncan  Moriatry

Duncan ~ Moriatry
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(Integration) (One voice)
(Zero-
based planning)
B
(Modernity) (Postmodernity)
1970 (Firat &Dholakia, 19%)
(van Reil, 1995) Firat
Dholakia Vallega (2001)
1970 1990

(Globalization) Firat - Dnolakia (1995)
(Global competition)

(Kitchen et al., 2004; Kitchen & Schultz, 1998, 1999)

Bulmer  Buchanan-Oliver (2000)



(Firat & Dholakia, 1995) Bulmer
Buchanan-Oliver (2000)

(Consumers will no longer

buy products but rather lifestyles and the stories, experiences and emotions that
products convey)

(Rational product benefit) Bulmer  Buchanan-Oliver
(Context)
(Social and cultural structures)
Firat  Dholakia (1995)

(Fragmentation)
30
1960
N /il 5
Fischer (2003) (Post-modern
paradigm)
(Customizing)
(Finished product)
(Firat & Dholakia, 1995)
(Ledgerwood & Broadhurst, 1999) Gronsteat

Thorson (199)



(Diversity rather than Unity)

rather than simplification)
rather than causality) (Maxwell, 1996)

soclety)

(Fragmentation)

1970
(van Rell, 1999)

Hartley, 1998)
(Kitchen et al., 2004)

Schultz

.. 1987
Blackwell (Hutton, 1996h)

35

(Complexity
(Look to the unique
Malaska (2001)
(Conscious technology

(Schultz, 1996, 1999)

1930
(Pickton &

1980
(Gronstedt & Thorson, 19%)

(Cook, 2004)

.. 1990
(Schultz, 1991)



Caywood
1991 (Kitchen & Schultz, 1996) Northwestern
(“IMC professor...,”

2001) .. 1993
(Schultz, 1993p)  Schultz (1996b)
.. 199
.. 1999
(Kitchen &Schultz, 1999)
.. 2001
(Kallmeyer &Abratt, 2001) } (Schultz,

2001) .. 2002

(Kimeet al., 2004)
22

I (Factors
stimulating IMC usage)
(Social context)
Kitchen  Schultz (1999)
(Media

fragmentation)
(Database marketing)

36



(Duncan &Everett, 1993)
Garber ~ Dotson (2002)

2 (1)
(Fragmentation of mass media)
Y
8 (Relationship marketing)
(4
(Marketing
communications mixes) ()
Kitchen  Schultz (1998)
(0
2 8
(Database marketing) { (4
()
(7 )
®)
(10) (k)

31



1987

1990

1991

1993

1995

1999

2001

2002

2004

2.2

1970

1980

1980

IMC (ven Rl, 1995

IMC (Fidkion & Hartley, 198)
(Kichenet ., 2009)

IMC
(Qoset&Thosn 1999 Schultz
IMC Cxx 209

IMC  Blackwell (Hitn

38

19989
IMC (Sthuitz, 1901
Caywood IMC
(Kitchen &Shiitz, 1908) Northwestern
IMC ¢mMC

IMC

Shitz, 199%)

IMC (Sthuiz, 19%69)
IMC
IMC
(Kitchen &Sz, 1999)
IMC (Kallmeyer &Art.

2001) (Schuitz 2001)
IMC (Ktdhenet ., 009)

IMC (Kmet dl. 2004)
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Kitchen  Schultz (1998) Eagle  Kitchen
(2000) g
Y 8
Caywood (1997, as
cited in Kimet al., 2004)

3 (1) (The corporate or
client side)
¥ (The media and market side)
8 (The consumer side)
1990
(0
Y &)
(@
o
(Kitchen et al., 2004) Kim (2004) ,
Duncan (2002)
(Trends driving integration) 2.3
(External trends)
(Internal trends)
(Brand relationship)

g (Brand and
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product proliferation)

(Product commoditization)
L

2.3

External

1. Brand and product

proliferation

8. Rising costs and

accountability

commoditization

Internal

1. Departmentalization

2. Expertise

7. Service 3. Decreasing

3. Hollow corporate missions

economics brand loyalty

4. Misuse of new communication

technologies

4. Price sensitivity

6. Message clutter

5. More demand,

less trust

: Duncan, T. R (2002). MC: Using advertising & promotion to build brands.
Boston, MA Irwin-McGraw Hll, p. 28,
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8 (Decreasing brand loyalty)

(4) (Price sensitivity)

(More demand, less trust)

(6) (Commercia message clutter)

" (Service
economics) ¢

©
(Rising cost and
accountability)

(Structural characteristics)
Kitchen  Schultz (1999)
2.4



42

(Client ariven) 3
Client and Ad
Agency Change Client
Importance Agent Driven
Client-strong Practicality Measurement and
Internal Support Focus Evaluation Issues

: Ewing, M1, De Bussy, N M, &Caruana, A (2003). Perceived agency politics
and conflicts of interest as potential barriers to IMG orientation. Journal of
Marketing Communications, 6, . 114

4 Kitchen  Schultz (1999)
(Database marketing) 5
6
(Measurement and
evaluation)
Kitchen  Schultz (1999) Duncan

(2002) Kitchen  Schultz
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Duncan
1
1
2
3
4
B
6.
1
1
(Kitchen &Schultz, 1999) (Video on demand)
(Personal video recorder — P\P)
(Schultz, 1996b) (New forms of

information technology)
(Kitchen &Schultz, 1998, 1999; Schultz, 1996b)
in Kimet al., 2004)

Caywood (1997, as cited
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(Kitchen et al., 2004)
Kim (2004)

(Cook, 2004)
(Kitchen et al., 2004)

(Garber & Dotson, 2002)

(Fragmentation of mass media) (Beard, 1996;
Eagle & Kitchen, 2000; Kitchen & Schultz, 1998, 1999)

(Garber & Dotson, 2002)
(Kitchen et al., 2004)

(Kimet al., 2004)
(Kitchen & Schultz, 1998)

(Duncan, 2002; Kitchen & Schultz, 1998, 1999)



(Rising cost and accountability)

(Commercial message clutter) 1

(Duncan, 2002)

3

Caywood (1997, as citec in Kimet al., 2004)

(Eagle &Kitchen, 2000; Kitchen &Schultz, 1998, 1999) Duncan (2002)

(More demand, less trust)

(Cook, 2004; Kitchen &Schultz, 1998, 1999)
(Database marketing) (Duncan &Everett, 1993)

45
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(Kim et al., 2004)

(Outside-in)
.
Duncan (2002)
(Brand relationship)
(Retailers) (Kitchen &
Schultz, 1998, 1999) (Market demassification)
(Beard, 199%)
(Eagle &Kitcher, 2000)
(Local)
(Global) (Glooal and regional coordination)
(Kitchen et al., 2004; Kitchen &Schultz,
1998, 1999)

(Service

economics)



(Duncan, 2002)

(Gronstedt & Thorson, 1996)

(Garber &Dotson, 2002; Kitchen &Schultz, 1998, 1999}
(Price sensitivity)

(Brand and
product proliferation)

(Product commoditization)

(Decreasing brand loyalty)

(Duncan, 2002)
(Kitchen & Schultz, 1998)

(Kitchen et al., 2004) ?
(Client desires for
interaction/synergy)

(Kitchen & Schultz, 1998)

41
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(Schultz & Kitchen, 1997) Caywood (1997, as cited in
Kim et al., 2004)

(The corporate or client side)

Kitchen  Schultz (1998, 1999)
(Lack of rule of
marketing)

(Marketing communications mixes)

(Garber &Dotson, 2002)

(Integrated marketing
communications models)



L
(IMC
strategic planning process)  Percy (1997) 25
(Target market)
(Target audience) (Marketing strategy)

(Communication strategy)

(Communication Objectives)

(Creative brief)

49



25

Step One

Step Two

Step Three

Step Four

Step Five

 Percy, L (1997). strategies for implementing integrated marketing
communications. Lincolnwood, I NTC Business Books, p. 11

integration) ~ Brannan (1995)
Percy (1997)
Brannan (1995)

Percy (1997)

Brannan (1995)

(Positioning)
(Audience)

Establish Target Market

a

Link to Marketing strategy

tr

I

-Q.

Link to Comrrunication Strategy

Establish Comrrunication Objectives

Select Communication Options

{1

'y

Select Appropriate Media for Delivering

2.6

Communication

«

(Planning for

50
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(Planning matrix)

Brannan

The Brand

(Feedback)
1 26
(1995)
needs delivery
The Customer
Positioning
Audience(s) Message(s)

Planning Matrix

Campaign Strategy

Execution

Review and Revise

: Brannan, T. (1995). A practical guide to integrated marketing communications.
London: Kogan Page, p. 22.



(Integrated marketing communications planning model) ~ G. Belch M Belch
(2004) 21

(Marketing plan)
(Promotional strategy)
(Analysis of
communication process)
(Budget determination)

(Develop integrated marketing communications program)
G. Belch M Belch (2004)

8 (Interactive/ internet marketing)

52



21
Belch M Belch (2004)

> Review of Marketing Plan
4
A
> Analysis of Communications Program Situation
> Analysis of Communications Prccess
A
A
> Budget Determination
J N
> Develop Integrated Marketing Communications Program
y A 4 y
Direct- Interactive Sales PR/ Personal
Advertising Marketing /internet Promotion Publicity Selling
Marketing
A h 4
A v y
Advertising Direct- Interactve Sales PR/ Personal
Objectives Marketing hhx Promotion Publicity Selling
Marketing
Objectives Obrectves Objectives Objectives Objectives
h h A
A \ 4 v y
Advertising Direct- Interactive Sales PR/ Personal
Strategy Marketing o Promotion Publicity Selling
Marketing Stralegy
Strategy Strategy Strategy Strategy
A A A A
A \ 4 A A Y A
Advertising Direct- Interactive Sales PR/ Sales
Message and Marketing Nntemet Promotion Publicity Message and
Media Strategy and Message and Message and Message and Message and Media Strategy
Taclics Media Strategy Med:a Strategy Media Strategy Media Strategy and Tactics
and Taclics and Taclics and Tactics and Tactics
A A 4 A
Integrate and Implement Marketing Communications Strategies
Monitor, Evaluate, and Control Integrated Marketing Communications Strategies

 Belch, G. E, &Belch, M A (2004). Advertising ard promotion: An integrated
marketing communications perspective (6th ed.). Boston: McGraw-Hill, p. 26.
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0
(5 (Public relations/ publicity)
(6) (Personal selling)

(Integrate and implement
marketing communications strategies)
(Integrate promotional mix strategies)

(Monitor, evaluate, and control integrated marketing

communications program)
(IMC process
model)  Duncan (2002) 28
(Brand equity)
(Customer relationships)
(Brand value)
Duncan

(Cross-functional process)
(Stakeholders)



28
2002)

IMC Process Model

Database and

SWOT Analysis, Zero-
based Planning

(MC functions and

media neutral)

55

(Data-dlriven)

Duncan

A 4

Information

Technology

A

Cross-Functional
Organization
Monitoring and

evaluating brand

® Advertising

® Customer Service

® Direct Response

® E-commerce Events
® Packaging

® Personal Selling

® Public Relations

® Sales Promotion

| | creative idea)

Y

Brand Messages
(Strategic consistency of

brand positioning, big

!

Media-Mass, Niche, and
Interactive
(Intrinsic and created

brand contacts)

Brand Relationship
(Customer acquisition,

retention, growth)

Sales, Profits, and Brand
Equity

A

: Duncan, T. R (2002). MC: Using advertising & promotion to build brands,
Boston, MA' Irwin-McGraw Hil, p. 9.
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(Integrated
marketing communications planning model)  Schultz (1993)
29 (Customer)
(Prospects)
(Demographics) (Psychographics)
(Purchase history)
Schultz (1993)
(Consumer)
Percy

(1997)  Brannan (1999)
(Segmentation/classification)  Schultz
(1993) (Loyal users)
(Brand network)
(Contact management)

(Communications strategy)
(Messages)

(Marketing objectives)

(Competitive user)
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(1 v
8
(Marketing tools)
(Product) ~ (Price) (Distribution)
(Marketing communications tactics)
(In-store activities) (Trade shows)
(Managing IMC
Creative executions)  Percy (1997) 2.10
(Secondary communication) (Primary
communication)
1



2.9 Schultz, Tannenbaum, Lauterborn (1993)

Customer/ Prospect Database

Database Demographics _{ Psychographics Purchase History Category Network
Segmentation / ; 1
Classification LoyallUsers Competlitive Users SwinglUsers
Contact Management Contact Management Contact Management Contact Management
. J: [ |
Communications ]
.. Communications Strategy ' Communications Strategy Communications Strategy
Objective and Strategy : : ]
Brand Network Brand Network Brand Network
Brand Network - |
: " [ | [ |
Marketing Objectives i : . : .
9> Maintain Usage Build Usage Trial J’e':me Build Gain / Extend
Marketing I — Loyalty Usage
Tools ProcLet Price Dist Gonm ProcLet Rice Dist Gomm Proclt Rice Dist Grmm |
1 4 | T | T | I h |
Marcom T L ProdLt Rice Dist Grrm Rt Rice it Grm Praciot Rice Dist G
] oM ADV R BV DM ADV R BV
TaCtICS DM-~Direct Marketing ADV=Advertismg SP-Sales Promotion I I J r I I r r n I r
PR=Public Relations EV=Fvent Marketing NJ\/SD DVI SD Dvlm/ SDAD\/DVI S:) DVI m E\/ m/

: Schultz, . E, Tannenbaum, . 1, &Lauterborn, R F. (1993). The new marketing paradigm: Integrated marketing communications.
Lincolnwood, IL: NTC Business Books, p. 54.



2.10

Primary Communication

Creative Brief

Step 1
Develop Primary
step 2 IMC Option
Creative

Insure Compatibility
With Overall

Marketing

Step 3

Step 4

Initiate
Secondary IMC

Option Creative

Provide Primary
Creative to Vendors

for Reference

Finalize Secondary

IMC Option Creative

Ensure Compatibility

V/ith Primary Creative

Secondary Communication

Creative Brief

Initiate
Any Additional

IMC Creative

Provide Primary
Creative to Vendors

for Reference

Finalize Secondary

Communication Creative

Ensure Compatibility

with Primary Creative

: Percy, L (1997). Strategies for implementing integrated marketing
communications. Lincolnwood, IL: NTC Business Books, p. 91.

59



(21)

Duncan (2002)
211 (Integration

component) Duncan

(1) (Employees)
(Internal marketing)

¥ (Customers and business partners)

(Stakeholders) (Suppliers)

(Vendors) (Dealers) (Distributors)

8 (Database)

() (Corporate mission)

(Corporate culture and learning)

60



211

(Customers)

(Business partners)

(Employees)

(Corporate mission)

I (Databases)

(Corporate culture) (Corporate learning)

: Duncan, T. R (2002). mc: Using advertising & promotion to build brands.

Boston, MA' Irwin-McGraw HIl, p. 23,

(2.2)
Smith (1998) 212
1 (Corporate identity)
(Packaging) (Merchandising)
(Selling) (Advertising) (Scies promotion)
(Direct marketing) (Publicity &public relations)

(Sponsorship) (Exhibition)
(Word of mouth)

61
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2.12

Fackage / ~.

Anuap|
ajesodio)

'/ Exhibitions

Word of Mouth
Merchandising \‘

The

, Sponsorship

Marketing

Communications

\  Publicity &

‘\\Public Relations

Word of M—V
Advertising

Direct
" g
*«.  Marketing ERR
\\‘ g
=)

~~~~~~
---------

: Smith, P. R (1998). Marketing communications (2rd ed.). Dover, NH Kogan
Page, p. XV

(Elements of the promotional mix: the tools for IMC) 3. Belch M Belch (2004)

2.13
(Promotional mix)

(Personal selling)
(Interactive media)



Smith (1998) Smith

G. Belch M. Belch

The Promotional Mix
Advertising Direct Interactive Sales Publicity/ Personal
Marketing /internet Promotion Public Selling
Marketing Relations

: Belch, G. E,, &Belch, M A (2004). Advertising and promotion: An integrated

marketing communications perspective (6th ed.). Boston: McGraw-Hill, p. 16.

(2.3)

Schultz

Ill
(The IMC view of commun cation measurement)
(1993) 214

Schultz (1993)
(Behavior)
7 (Transactions)

(Commitment)

63
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(Network brand and category)

Network
Brand
Behavior Relationship Brand and
Category
, Partial o _
Transactions Affiliations Attitudes Network

Transactions

: Schultz, D. E, Tannenbaum, . 1, &Lauterbom, R F (1993). The new marketing
paradigm: Integrated marketing communications. Lincolnwood, IL: NTC
Business Books, p. 111,

(IMC
communiacation effects model)  Schultz (1993) 2.15
(Consumer hehavior) 4
214
(1) (Transaction)
@ (Partial transactions)

Y
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(Affilations)
2
@
(Feelings)
2.15
Attitudes
| Relationship and
Network
Transactions Partial Transactions Affiliations Feelings

: Schultz, . E, Tannenbaum, . 1, &Lauterbom, R F. (1993). The new marketing
paradigm: Integrated marketing communications. Lincolnwood, IL: NTC
Business Books, p. 117,

(IMC circular

model of communication)  Schultz (1993) 2.16
2.14 2.15

(Mass communication)
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2.16

Information and Experience

Behavior Attitudes

Information and Experience

: Schultz, D. E., Tannenbaum, . I, &Lauterborn, R F. (1993). The new marketing
paradigm: Integrated marketing communications.  colnwood, IL: NTC
Business Books, p. 113,

(24)
Peltier, Schibrowsky,
Schultz (2003) 211
(Database management
components) 3 (1)
v 8
(Interactive marketing) (Electronic media)

(Relationship marketing)
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Data
Collection

« Traditional and
Online Surveys

* Website
Tracking

¢ E-malil
Responses

« Warranty Cards

* Internal
Records

* Appended Data

¢ Other Data

Database Management

Database
Development

Customer

Database

« Demographics
« Psychographics

* Behavioral Data

Customer Relationship
Management Development

Segment 1
Form Profiling and
Relational Prioritising the
Segments Segments
Segment 3

IMC Strategy
Development

Qustorrised IMC
Royame

« Traditional Media
« Direct Marketing
« Internet Marketing
« Permission e-mail
« Interactive TV

« Telemarketing

» Other Media Tools

New Information

Interactive IMC Plan

Communications

Campaigns

IMC Plan for Segment 1

IMC Plan for Segment 2

IMC Plan for Segment 3

IMC Plan for Segment

Customer
Response

Response by Segment 1

Response by Segment 2

Response by Segment 3

Response by Segment

: Peltier, J. ,, Schibrowsky, J. A, &Schultz, D. E (2003). Interactive integrated marketing communication: Combining the power of IMC
the new media and database marketing. International Journal of Advertising, 22(1), p. 97.
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(Customer relationship management ~ CRM)

Peltier
Duncan (2002) 2.18
Peltier (2003) Duncan
Peltier
Duncan (2002)
(Analysis)
(Planning) (Contact) (Response) (Follow-up)
(Monitoring) (Functions)

5 (The five models) ~ Gronsteat  Thorson (1996)



2.19

2.18

Managing IMC Campaigns

Planing
® Statistical

Segmentation
® Campaign Planning

® Response

Contact

® Qutbound
Telemarketing

® Direct Mail

® Scoring and
Selection

® Neutral networks for

mailshot generation

e

Response

® |nbound

1

Analysis
® Campaign Analysis
® (IS (Sales Territory

Rationalization)

A

A

Marketing

Database
y

i

Telemarketing
A e birect Mail

® Response Scoring
® Coupon Scanning

® Order Processing

.

Follow-up
® Qutbound

4  Telemarketing

: Duncan, T. R (2002). 1MC: Using advertising & promotion to build brands.

Monitoring

® Campaign
Performance
Monitoring

® Telemarketing
Performance

Monitoring

® Direct Mall

Boston, MA Irwin-McGraw Hil, p. 296.
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2.19

5

Model 1: The Consortium Model 2: The Consortium with One Dominant Agency

Advertising/PR Agency

Main Advertising Agency

N——
DM-agency RM-agency

PR-agency
Packaging Design

Agency

DM-agency

Packaging Design
Agency

Model 3: The Corporation with Autonomous Units

Media

Depanment Research

Department

Package/Design

Account Team

Deparntment

CcP-

Cepartment

Model 5: The Integrated Organization

Model 4: The Matrix Organization Creative

Generalists

Creative Dept. Account 1 Account 2 Account 3 Research

Media Dept.
Research Dept.

Genzralists

Strategic

Generalists
PR-Dept.
CP-Dept.

DM-Dept. Media

DM = Direct Marketing Generalisis

CP = Consumer Promotion
RM = Retail Marketing
PR = Public Relations

: Gronstedt, A, &Thorson, E (1996). Five approaches to organize an integrated
marketing communications agency. Journal of Advertising Research, 36(2), p.
50,



n

Gronstedt ~ Thorson
(The consortium) 1
(Sales promotions agency)

(Direct marketing agency) ! (Public relations
agency)
2
(The consortium
with one dominant agency) 1
1
3 (The
corporation with autonomous units) "
(In-house)
3
4 (The matrix organization)

5 (The integrated organization)
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G'onstedt (1996a)
(Business unit)
2.20
'2.20
Horizontal Integration
BUl BU2 BU3 BU4 BUS
Advertising: Single Advertising Agency
Sales Promotion; Single Sales Promotion Agency
Public Relations: Single Public Relations Agency
Direct Marketing; Single Direct Marketing Agency
Vertical Integration
BU1 |BU2 BU3 |BU4 |BUS5S
Advertising:

Sales Promotion:

Public Relations:

Aouaby pajesbaju 8|buig
Aoueby pajesBaju| 8jbuig

Direct Marketing:

Aouaby pajesbaju; ajbuig
Kouaby pajesbaju| 8|6uig
Aouaby pajesbaiu) oj6uis

: Gronstedt, A (1996a). How agencies can support integrated communications.
Journal of Business Research, 37, pp. 204-205.



Schultz  Barnes (1995)

Schulz ~ Barnes

Gronstedt (1996a)
(Marcom manager) 221
1
221
Marketing Employee
Public
Manager Communication
Relations
Writing
Market
Production

Product >
Marcom = o=

Manager < »
Manager | Sales Support

Executive /
Support
Advertising Direct
Sales Marketing and

Promotion Database

: Schultz, . E, &Barnes, B E (1995). strategic advertising campaign (4th ed.).
Lincolnwood, IL: NTC Business Books, p. 43.



2
(Participants inthe integrated marketing
communications process)  G. Belch M Belch (2004) 2.22
(Advertiser)
(Client) [

(Advertising department)

(In-house agency)
Participants in the Integrated Marketing Corrmunications Process
Advertiser Advertising Media Marketing Collateral
(Client) Agency Organizations Communication Services
Spec:alist
Organizations

Direct-Response
Agencies

Sales Promotion
Agencies

Interactive Agencies

Pubiic Relations

Fims

: Belch, G. E, &Belch, M A (2004). Advertising and promotion: An integrated
marketing communications perspective (6th ed.). Boston: McGraw-Hill, p. 69.
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(Advertising agency)
(Mediia organizations)
(Specialized marketing communications services)
(Collateral
Services)
Duncan (2002) 2.23
G. Belch ~ m. Belch (2004 G. Belch
m. Belch
Duncan
Duncan
Duncan

(Profit or nonprofit organization)
(Golden
triangle)



2.23

The Golden Triangle

Organization

&

Customers

Agencies Media

The Bigger Picture of Marketing Communication Players

Organization

Manufacturer/service firms,

retailers, suppliers, nonprofits,

channel members \

Customers

Marketing research

Agencies

Full service agencies and Content providers, national

boutiques, MC suppliers, and local media

freelancers

: Duncan, T. R (2002). imc: Using advertising & promotion to build brands,
Boston, MA Irwin-McGraw Hil, p. 83



1

(Film artist) (Freelance artists)
(Photographers) (Typesetters) (Printers)
(Advertisers)

(Business) (Press releases) (The community)

(Duncan,
2002)

3

(Stages in

IMC development)  Kitchen  Schultz (1999) 2.2

(Tactical coordination of

marketing communications)
2
(Redefining the scope of marketing communications)

3
(Application of information technology)



(Financial and strategic integration)

4th

Financial
and Strategic

Integration

Application of Information

3rd
{} Technology
U Redefining the Scope of Marketing
Communications
2nd

| Tactical Coordination of Marketing

Communications
1st

Baseline

w1 Kitchen, P. J., & Schultz, D. E (1999). A multi country comparison of the drive for
IMC. Journal of Advertising Research, 39(1), p. 32

Duncan  Caywood (1996) 2.25

(Awareness integration)
2 (Image

18
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Integration)
(Traclemarks)

2.25

Relationship Management Stage

Functional

/ ﬁn@e
Awareness Stage

NS

: Duncan, T. R, &Caywood, C. (1996). The concep:, process, and evolution of
integrated marketing communications.  E Thorson, &J. Moore (Eds.),

Integrated communications: Synergy of perspective voices (pp. 13-34).
Hiildale, NJ: Earlbaum, p. 22

3 (Functional integration)



(Coordinated integration)
5 (Consumer-based
integration)
6

(Stakeholder-based integration)

(Relationship management integration)

- (2004) 226

(Socioculture)

(Organizational factors) A

80
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2.26

Development Path for IMC-Type A

Fast Development

Socioculture and Socioculture and

Institutional Institutional

T

—>
Agencies of Vanous Disciplines
Market Market
Environment Environment

(Infomretion Techrdagy. Media Segveriation, Indviduelized Gonaunre)

Development Path for IMC-Type B

Slow

Development

Socioculture and Socioculture and

Institutional Institutional
— <
< —>
< —>
Agencies of Vanous Disciplines
Market Market
Environment Environment

(Information Technology, Media Segmentation, Individualized Consumer)

. Kim |, Han, , &Schultz, . E (2004). Understanding the diffusion of integrated
marketing communications. Journal of Advertising Research, 44(1), pp. 42-43.
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A
A
B
(Conceptual
model) (Operationalized model)
Schultz (1993) ,
(Problems and

barriers of integrated marketing communications)

(Developing academic theory) (Schultz & Kitchen, 2000a)

(Integration)
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(Shocker, Srivastava, & Ruekert, 1994, as cited in Schultz & Kitchen, 1997)

, Abrahamson (1996, as cited in
Comelissen & Lock, 2000)

Comelissen ~ Lock (2000)

Hutton
(1996a)

(Comelissen & Lock,
20000  Gould (2000)
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Eagle, Kitchen,
Hyde, Fourie,  Padlisetti (1999, as cited in Kitchen &Schultz, 1999) 1

(Coordinated promotion)

(Kitchen, 1999)
Sloan (1994, as cited in Schultz &Kitchen, 1997)

(" ightman, 1999)
Gould (2000)

(Product life cycle) (Brand equity) "

(Total quality management) Drobis (1999, as cited in Wightman, 1999)
(Integrated marketing

communications is dead)

Cornelissen  Lock (2000)
Schultz  Kitchen (2000a)
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Cornelissen  Lock

(Preparadigm stage of development) Schultz
Kitchen (1997)

Kitchen  Schultz (1999)
5
(Managerial fad)

10
(Management fad) (Cook, 2004)

(Schultz &Kitchen, 1997)
Kitchen  Schultz (1998)
(Snort-term managerial fad)
Zinkhan  Watson (1996, as cited in
Low, 2000)

Grein Gould (1996)

Moriarty (1994) Rust Varki (1996)



(Schneider, 1998)
(Nowak &

Phelps, 1994)

(Schultz &Kitchen, 1997)

(Pre-

paradigm) (Schultz, 1996b)

(Phelps & Johnson, 1996)

(Gronstedt, 1996a)

(Kitchen & Schultz, 1998; Schultz &

Kitchen, 1997)
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(Grain &Gould, 199)  Schultz (1996h)

Duncan  Everett (1993)

(Potential barriers to IMCorientation) ~ Ewing, Bussy, ~ Caruana (2002)
2.21
(Conflict of interest)

(Increased responsibility)

A Rosenshine (1991, as cited in Duncan &Everett, 1993)
WFP

Duncan  Everett (1993)
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One Voice

1
'
'
'
1
1

Direct

88

Marketing

Qur advertising influences both
Unethical

Behavior

/ consumer purchases &
T

Increased

Responsibility PR is being given increased

priority in our company

Conflicts of

Interest Advertising is being given

Response

increased priority in our company
Goals

!
'
' 1

I
1
I
!
1
1

Potential Barriers to IMC Dimensions of IMC Items Loading on “Increased
Implementation Orientation Responsibility Dimension

: Ewing, M T., De Bussy, N M, &Caruana, A (2000). Perceived agency politics
and conflicts of interest as potential barriers to IMC orientation. Journal of
Marketing Communications, 6, p. 114,

Schultz (1993) (The role of
functional specialists)

(Kimet al., 2004; Kitchen &Schultz,1998; Schultz &Kitchen,
1997)  Schultz (2000)
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Schultz (1993)

3 (1)
Y
(Vertical organizational structure) ()
Duncan (2002)
(1)
(Departmentalization)
1
2.28 "
) (The two-edged sword of
expertise)
) (Hollow
corporate missions)
4 (Misuse
of new communication technology)
Duncan  Moriatry (19973, 1997b)
15
(1) | |
) (Message theme) (3)
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0
()
(7
) 9)
(10)
(10) (12)
(13)
(14)
(15)
2.28
1940s Sales
1950s Sales Marketing
y /\
1960s Product/brand Management Marketing Services
19705 Advertising Sales., Event | Direct Response Marketing.; Public

: Duncan, T. R (2002). IMC: Using acvertising &promotion to build brands.
Boston, MA Inwn McGraweHill, p. 30.



Kitchen ~ Schultz (1998)  Schultz  Kitchen (1997)

Eagle  Kitchen
(2000)

(Kallmeyer &Abratt, 2001)
(Eagle &Kitchen, 2000; Kitchen &Schiitz, 1998; Schultz &Kitchen,
1997) Wightman (2000)

Moriarty (1994)
(Cross-discipline management ski [)

Kim (2004)

Kallmeyer  Abratt (2001)
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s
Liano (1993)
(1) (Reorganize intenally)
V) (Plan internally) (3)
(Know influential segments) (4)
(Spend money against
behavioral research, not demographics) Eagle  Kitchen (2000)

Schultz ~ Kitchen (1997)

(Separate) (Reduce)
(Individualize activities and events)

Schultz  Kitchen (1997)

(Holistic)
(Integration)
(Segmentation)



(New advertising)

(Duncan &Everett, 1993)

Duncan  Everett (1993)

(Orchestration)

(Kitchen & Schultz, 1999)
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