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IMC (integrated marketing communications) 

The Evolution of IMC 
During the 1980s, many companies began taking a broader perspective of marketing 
communication and seeing the need for a more strategic integration of their promotional 
tools. The decade was characterized by the rapid development of areas such as 
sales promotion, direct marketing, and public relations, which began challenging 
advertising’s role as the dominant form of marketing communication. These firms 
began moving toward the process of integrated marketing communications (IMC), 
which involves coordinating the various promotional elements and other marketing 
activities that communicate with a firm’s customers. As marketers embraced the concept of 
integrated marketing communications, they began asking their ad agencies 
to coordinate the use of a variety of promotional tools rather than relying primarily on 
media advertising. A number of companies also began to look beyond traditional 
advertising agencies and use other types of promotional specialists to develop and 
implement various components of their promotional plans. 
 

         the American Association of Advertising Agencies (the “4As”) developed 

one of the first definitions of integrated marketing communications: 
          a concept of marketing communications 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 public 
relations—and combines these disciplines to provide clarity, consistency, and maximum 
communications impact. 
                                          Don Schultz of Northwestern University has    developed what many 
think is a more appropriate, definition of IMC, as follows: 
Integrated marketing communication is a strategic business process used to plan, develop, 
execute and evaluate coordinated, measurable, persuasive brand communications programs 
over time with consumers, customers, prospects, employees, associates and other targeted 
relevant external and internal audiences. The goal is to generate both short-term financial 
returns and build long-term brand and shareholder value. 
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Definition:  The concept under which a company carefully integrates and coordinates its many 

communications channels to deliver a clear, consistent, and compelling message about the 

organization and its products. Integrated marketing communications (IMC) is the coordination 

and integration of all marketing communication tools, avenues, and sources within a company 

into a seamless program, which maximizes the impact on consumers and other end users at a 

minimal cost. This integration affects all of a firm’s business-to-business, marketing channel, 

customer focused, and internally directed communications. 

The IMC mix includes: 

• Advertising 

• Direct marketing:    Direct marketing is the distribution of products, 

information and promotional benefits to target consumers through interactive 

communication in a way which allows response to be measured. It covers a wide 

array of methods, including the following: 

 • Direct mail; • telemarketing (Telemarketing is a marketing communications 

system where trained specialists use telecommunications and information 

technologies to conduct marketing and sales activities.) • Direct response 

advertising (coupon response or ‘phone now’); • electronic media (internet, 

interactive cable TV); • catalogue marketing; • inserts (leaflets in magazines); • 

door-to-door leafleting; • text messaging. 

• Public relations programs:  Public relations is a strategic communication 

process that builds mutually beneficial relationships between organizations and 

their publics.” 

• Sales promotions (including consumer and trade promotions) 

• Internet marketing 



• Sponsorship marketing 

• Database marketing :  Database marketing is defined as an interactive 

approach which uses individually addressable marketing media and channels 

(such as mail, telephone and the sales force) to: (a) provide information to a 

target audience; (b) stimulate demand; (c) stay close to customers by recording 

and storing an electronic database memory of customers, prospects and all 

communication and transactional data.3 

• Personal selling activities:  Personal selling is also known as face-to-face 

selling in which one person who is the salesman tries to convince the customer in 

buying a product. It is a promotional method by which the salesperson uses his 

or her skills and abilities in an attempt to make a sale. 
 

 
An Integrated Marketing Communications Plan  
 

 The primary steps required to complete a marketing plan. They include: 
 

1.  Situational analysis (examining problems and opportunities in the organization’s 

external environment and strengths and weaknesses in the firm itself). 

2. Defining marketing objectives (sales, market share, competitive position, and                            

customer   actions desired). 

3. Budget preparation. 

4. Finalizing marketing strategies. 

5. Evaluation of performance 

 

 

The Value of IMC Plans 
 
The trends impacting integrated advertising and marketing communications. 
 
Information Technology 
 
The challenge for marketers in the future is not so much related to gathering information, 
but rather sifting through an avalanche of statistics, ideas, and messages and putting them 



together in an intelligible format for company leaders to study. Technology allows instant 
communications between business executives and their employees, even when workers are 
disbursed throughout the world. Marketers can quickly determine who is buying a company’s 
products and identify the best communication channels to reach those customers. 
 
Changes in Channel Power 
The Internet and the availability of information technology have shifted more power to the 
consumer. Both individual customers and businesses can shop online and even place orders 
without ever visiting a retail store. 
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