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aspects of marketing, Advertising, Promotion, and other 
aspects of Integrated Marketing Communications will 
 provide them with a current, rigorous and well-researched 
view of the role and importance of marketing commu-
nications. The text emphasizes the importance of inte-
grated marketing communications (IMC) in enhancing 
the equity of brands and provides thorough coverage of all 
aspects of an IMC program: advertising, sales promotion, 
packaging and branding strategies, digital media (online, 
mobile, and app advertising), social media, direct market-
ing, point-of-purchase communications, public relations, 
word-of-mouth buzz creation, content marketing, event- 
and cause-oriented sponsorships, and personal selling. 
These topics are made even more accessible in this edition 
through expanded use of examples and applications. And, 
of course, the text covers appropriate academic theories 
and research to provide formal structure and support for 
the illustrations and examples.

Advertising, Promotion, and other aspects of Inte-
grated Marketing Communications is intended for use 
in undergraduate or graduate courses in marketing 
communications, advertising, promotion strategy, pro-
motion management, or other courses with similar 
 concentrations. Professors and students alike should 
find this book substantive, but highly readable, emi-
nently current but also appreciative of the evolution of 
the field. Above all, this 10th edition blends marketing 
communications practice in its varied forms with the rig-
ors of research and theory. Throughout its previous nine 
 editions, the attempt has been made to balance cover-
age in examining marketing communications from both 
the consumer’s and the marketer’s vantage points. This 
 edition focuses more than ever not only on managerial 
and  business-to-business aspects of marketing commu-
nications but also on the latest developments in digital 
advertising and social media.

Changes and Improvements 
in the Tenth Edition 
The 10th edition of Advertising, Promotion, and other 
aspects of Integrated Marketing Communications reflects 
many changes beyond those just described. The textbook 
has been thoroughly updated to reflect the following:

 ▪ State-of-the-art coverage of major academic litera-
ture, marcom databases, and practitioner writings 
on all aspects of marketing communications. This 

Responding to an  
Ever-Changing World 
If one thing is certain, it’s that the field of marketing com-
munications is constantly changing. Marketing communi-
cations, or marcom for short, represents the collection of 
all elements in a company’s marketing mix that facilitate 
exchange by establishing shared meaning with its cus-
tomers. Promotion is just one element of the marketing 
mix, but its advertising, sales promotions, public relations, 
direct marketing, personal selling, and social media/digi-
tal marketing tools are performing increasingly important 
and ever-changing roles in achieving a firm’s goals. Since 
our last edition, much has changed, with the appearance 
of programmatic ad buying based on online behavior, 
subsequent ad-blocking reactions, ever-changing digital 
media choices (e.g., online, mobile, apps), the growth of 
“big data” from devices and wearables, pressure to justify 
social media effectiveness, the use of customer relation-
ship management (CRM) software in personal selling, 
major intellectual property and online privacy issues, and 
the blurring of content and advertising. For marcom man-
agers, it’s now a delicate balance navigating such changes, 
as well as doing the best job in successfully integrating 
these marcom and promotional elements to connect and 
solve problems for target audiences.

Also, marketing communicators realize now more than 
ever that they must be held financially accountable for their 
advertising, promotion, and other marcom investments. As 
companies seek ways of communicating more effectively 
and efficiently with their targeted audiences, marketing 
communicators are continually challenged. They should 
use communication methods that will break through the 
clutter, reach audiences with interesting and persuasive 
messages that enhance brand equity and drive sales, and 
assure firms that marcom investments yield an adequate 
return on investment. In meeting these challenges, compa-
nies increasingly embrace a strategy of integrated market-
ing communications whereby all marcom elements must be 
held accountable and “speak with one voice” in delivering 
consistent messages and influencing action.

Focus of the Text
Whether students are taking this course to learn more 
about the dynamic nature of this field or as part of plan-
ning a career in advertising, sales promotion, or other 
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information is presented at an accessible level to 
students and illustrated with examples and special 
inserts— e.g., Marcom Insight features in the text, 
and Insights Online that appear in MindTap.
•	 Marcom Insight—Each chapter opens with a 

Marcom Insight that corresponds to the coverage 
of the chapter, and illustrates an important and 
current issue in the chapter with the intention of 
engaging students’ interest in the material. Many 
of these are new to this edition.

•	 Insights Online—Each chapter includes fea-
tures that illustrate key IMC concepts by using 
real-company situations showcasing how various 
aspects of marketing communications are put into 
practice. Many of these are global in nature, and 
all are placed online in MindTap. This also allows 
the pairing with other online features, such as 
commercials.

 ▪ Most of the 23 chapters in this edition have been sub-
stantially rewritten to incorporate the latest material 
coverage and research. The following updates and 
improvements are reflected in this new edition:
•	 Chapter 1 updates its coverage of IMC examples 

and fundamentals and continues to provide a 
model of the marcom process. The Marcom 
Insight begins the chapter with new IMC tech-
nology—geo-fencing and geo-conquesting 
examples of location-based mobile advertis-
ing. Earned, paid, and owned media are now 
explained, as well as a new brand touchpoint 
matrix.

•	 Marcom’s role in enhancing brand equity and 
influencing behavior receives updated treat-
ment in Chapter 2, including social media brand 
issues. The chapter emphasizes the importance 
of achieving marcom accountability and includes 
discussion of return on marketing investment and 
efforts to measure marcom effectiveness.

•	 Chapter 3 focuses on marcom’s role in facilitating 
the success of new brands. The chapter devotes 
substantial coverage to the role of brand adoption/
evolution, brand naming, brand equity, and intel-
lectual property issues (e.g., patents, copyrights, 
and trademarks). The Marcom Insight now dis-
cusses the brand evolution story of Goodwill Bou-
tiques, and updates brand equity and intellectual 
property examples.

•	 Chapter 4 provides in-depth coverage of envi-
ronmental (green) marketing, marcom-related 
regulatory issues, and ethical issues in marketing 
communications. Updates to green marketing 
and third-party certifications, FTC deception and 
unfairness cases, FDA and Supreme Court label-
ing cases, and ethics examples are made.

•	 Chapters 5 through 8 focus on the fundamen-
tal marcom decisions that are based on the 
 marcom-process model introduced in Chapter 1. 
These chapters include detailed coverage of 
marcom segmentation, targeting, and position-
ing (Chapter 5), the communications process 
and consumer behavior (Chapter 6), the role of 
persuasion in IMC (Chapter 7), and objective 
setting and budgeting (Chapter 8). Chapter 5 
includes new material on online behavioral seg-
mentation and a thorough update of census data 
facts and figures, Chapter 6 provides new exam-
ples and research in marcom communication 
and consumer processing, Chapter 7 updates 
examples and research for major routes to per-
suasion from IMC, and Chapter 8 examines 
challenging decisions in objective setting and 
marcom budgeting.

•	 Chapter 9, in its overview of advertising manage-
ment, examines the role of messages, media, and 
measurement. The chapter now includes all new 
advertising industry statistics and examples.

•	 Chapter 10 describes the fundamentals and 
importance of advertising creativity. Changes 
include new examples and research on the quali-
ties of successful advertising, means-ends-chain-
ing, and alternative creative strategies.

•	 Chapter 11 examines (1) endorser (“source”) fac-
tors that influence the persuasiveness of messages 
and (2) specific forms of creative messages (e.g., 
appeals to fear and guilt, humor, sex) and what 
determines their effectiveness. New insights and 
research on celebrities, endorsers, and emotions 
in persuasion are provided.

•	 Chapter 12 analyzes traditional ad media (news-
papers, magazines, radio, and TV) and updates 
this coverage in comparison to digital media, and 
examines some threats to traditional options (e.g., 
cord cutting, ad blocking, video streaming). New 
statistics and the latest in Nielsen measurement 
also are included.

•	 Chapter 13 covers digital media (e.g., online, 
mobile, and app advertising)—a major overhaul 
of the previous chapter on just online advertis-
ing. This chapter now includes the major aspects 
of mobile ad growth, changes in search engine 
advertising, the online ad process, online video 
advertising and streaming, mobile and app adver-
tising, behavioral targeting, online consumer 
privacy choices, the programmatic ad process, and 
online ad measurement.

•	 Chapter 14 provides a major update to the role 
of social media in IMC programs. This chapter 
now includes new demographic statistics for 
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major social media outlets; updates to Facebook 
and Twitter, with new sections on Instagram and 
Snapchat advertising and revenue models; exam-
ples of social media landscapes in other countries 
(e.g., China); 20 of the most successful social 
media campaigns of all time; and detail on social 
media measurement and effectiveness.

•	 Chapter 15 investigates direct marketing and 
other ad media, including direct response adver-
tising, direct mail and database marketing, 
video- game advertising (advergaming), brand 
placements in movies and TV programs, cinema 
advertising, and a collection of alternative ad 
media. A major update includes CRM’s use of 
databases, direct marketing regulation, and new 
examples of brand placements and advergaming.

•	 Chapter 16 treats media planning and analysis 
in detail and provides a common set of concepts, 
terms, and metrics for describing the specific 
media that are covered in Chapters 12 through 
15. Updates include programmatic ad buying and 
cross-platform media choices, as well as a new 
media plan (FDA’s “The Real Cost” Campaign).

•	 Chapter 17 provides an updated, expanded, and 
improved coverage of measures of advertising 
effectiveness. This includes updated database 
examples (e.g., Starch, MSW*ARS persua-
sion scores, Nielsen Catalina Advantics). Also, 
included is the latest in neuroimaging and bio-
metrics tied to ad campaigns.

•	 Chapter 18 introduces sales promotions and 
explores in detail trade-oriented promotions. New 
to this chapter is a discussion of retailer digital 
media exchanges. Information on slotting fees and 
category management is updated.

•	 Chapters 19 and 20 explore consumer-oriented 
forms of sales promotions and provide a framework 
to categorize such promotions. Chapter 19 covers 
sampling and couponing. Updates to coupon dis-
tribution and redemption rates are included, as well 
as mobile coupon apps. Chapter 20 examines all 
remaining forms of consumer promotions—pre-
miums, price-offs, bonus packs, games, rebates and 
refunds, sweepstakes and contests, continuity pro-
motions, overlay and tie-in promotions, and retailer 
promotions with new examples.

•	 Chapter 21 examines public relations (especially 
marketing-oriented PR), word-of-mouth (viral) 
influence, rumor control, and sponsorships. 
 Content marketing (sponsored content) and native 
advertising concepts now are introduced and 
 contrasted. New negative PR and reactive mar-
keting examples include VW, Subway, Samsung, 
and Wells Fargo. The material on sponsorships 

examines event sponsorships and cause-related 
marketing.

•	 Chapter 22 is a unique chapter that explores topics 
often neglected or receiving minimal coverage in 
most advertising and marcom texts: packaging, 
point-of-purchase communications, on-premise 
business signage, and out-of-home (off-prem-
ise) advertising. Updates to the POPAI study are 
included, as well as digital signage.

•	 Chapter 23 discusses personal selling’s role as 
an important part of the promotional mix and 
IMC, different types of personal selling jobs and 
activities, current technological aids for those in 
personal selling, the basic steps in personal selling 
as applied to a case, and factors accounting for 
salesperson performance and effectiveness. New 
to this chapter is the inclusion of Salesforce.com’s 
CRM platform to aid personal selling relation-
ships with customers.

A Premier Instructional 
Resource Package 
The resource package provided with Advertising, Pro-
motion, and other aspects of Integrated Marketing Com-
munications, 10th edition, is specifically designed to 
meet the needs of instructors facing a variety of teach-
ing conditions and to enhance students’ experience with 
the subject. We have addressed both the traditional and 
the innovative classroom environments by providing 
an array of high quality and technologically advanced 
items to bring a contemporary, real-world feel to the 
study of advertising, promotion, and integrated market-
ing communications.

 ▪ Harvard Business Publishing Case Map. A new Har-
vard Business Publishing Case map ties over 90 Har-
vard cases to the 23 chapters in the text. This case map 
provides the full case identification on the HBP site, a 
case abstract, and its fit into specific chapters in the 
text. These cases represent some of the most recent 
applied issues and problems experienced in the many 
areas of marcom. The IMC Case Map is posted to the 
instructor companion site: www.cengage.com/login.

 ▪ Instructor’s Manual. This comprehensive and valu-
able teaching aid includes the Resource Integration 
Guide, a list of chapter objectives, chapter summa- 
ries, detailed chapter outlines, teaching tips, and 
answers to discussion questions. 

 ▪ Test Bank. The test bank provides testing items for 
instructors’ reference and use. The test bank con-
tains over 2,500 true/false,  multiple-choice, and essay 
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questions in varying levels of difficulty. Cognero soft-
ware makes test preparation, scoring, and grading easy. 
Featuring automatic grading, Cognero® allows you 
to create, deliver, and customize tests and study guides 
(both print and online) in minutes.

 ▪ PowerPoint® Presentations. The PowerPoint® pack-
age, revised by Craig Andrews and Jenna Fanduzzi 
of Marquette University, covers all of the material 
found in the textbook in addition to outside supple-
mental examples and materials, including embedded 
commercials.

 ▪ Bring the experience of advertising to your classroom 
with Ad Age on Campus. Student access to Ad Age 
on Campus can be packaged with new copies of this 
book free of charge, which will provide students with 
access to the following: 
•	 Ad Age weekly edition online
•	 Ad Age data center
•	 Creativity-online.com
Ad Age has been the leading source of news, analysis, 
research, and data on the advertising, marketing, and 
media industry for 80 years. With its daily news feed, 
columns from the brightest thinkers in the industry, 
exclusive industry statistics in the datacenter, and 
breakthrough work selected by the editors of Cre-
ativity, Ad Age on Campus offers students a way to 
enhance their classroom experience with real-world 
knowledge.

 ▪ MindTap: Empower Your Students. MindTap is a 
platform that propels students from memorization 
to mastery. It gives you complete control of your 
course, so you can provide engaging content, chal-
lenge every learner, and build student confidence. 
You can customize interactive syllabi to empha-
size priority topics, then add your own material or 
notes to the eBook as desired. This outcomes-driven 
application gives you the tools needed to empower 
students and boost both understanding and perfor-
mance. One can access everything you need in one 
place. It now also includes the important Insights 
Online, with commercials and other media available 
to students.
•	 Cut down on prep with the preloaded and orga-

nized MindTap course materials. Teach more effi-
ciently with interactive multimedia, assignments, 
quizzes, and more. Give your students the power 
to read, listen, and study on their phones, so they 
can learn on their terms.

•	 Empower Students to Reach their Potential. 
Twelve distinct metrics give you actionable 
insights into student engagement. Identify topics 
troubling your entire class and instantly commu-
nicate with those struggling. Students can track 

their scores to stay motivated towards their goals. 
Together, you can be unstoppable.

•	 Control Your Course—and Your Content. Get 
the flexibility to reorder textbook chapters, add 
your own notes, and embed a variety of content 
including Open Educational Resources (OER). 
Personalize course content to your students’ 
needs. They can even read your notes, add 
their own, and highlight key text to aid their 
learning.

•	 Get a Dedicated Team, Whenever You Need Them. 
MindTap isn’t just a tool, it’s backed by a personal-
ized team eager to support you. We can help set up 
your course and tailor it to your specific objectives, 
so you’ll be ready to make an impact from day one. 
Know we’ll be standing by to help you and your 
students until the final day of the term.
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Part 1 introduces the fundamentals of integrated 

marketing communications (IMC). Chapter 1 

overviews IMC, what is meant by “marketing,” 

and discusses the importance of marketing commu-

nications (marcom). Specifically, IMC emphasizes the 

need for integrating the promotional mix elements 

(advertising, sales promotions, personal selling, public 

relations, direct marketing, and digital marketing/social 

media) with each other and with the brand’s market-

ing mix such that all speak with one voice. The chapter 

describes five key IMC features and presents a model of 

the marcom decision-making process. 

Chapter 2 explains how IMC enhances brand equity, 

influences behavior, and achieves accountability. 

Brand equity is then defined and the Brand Asset 

Valuator (with differentiation, relevance, esteem, 

and knowledge elements) is discussed in providing a 

measure of brand equity. The chapter also presents 

the relationships among brand concept (and how it is 

developed), brand equity, and brand loyalty. 

Chapter 3 examines marcom’s role in achieving 

acceptance for new products and how marketing com-

municators facilitate product adoption and diffusion. 

Chapter 3 also provides detailed descriptions of the 

 1 An Overview of Integrated Marketing 
Communications 005

 2 Enhancing Brand Equity and 
Accountability 025

 3 Brand Adoption, Brand Naming, and 
Intellectual Property Issues 041

 4 Environmental, Regulatory, and Ethical 
Issues 059

The Practice and Environment 
of Integrated Marketing 
Communications (IMC)

Part 1
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brand development process, including the requirements for a good brand name, the steps involved in arriving at 

a good name, and the role of logos. Important aspects of intellectual property (patents, copyrights, and trade-

marks) affecting brands and marketing communications are then discussed. 

Chapter 4 presents the related topics of environmental marketing and regulation, marcom regulation and 

self-regulation, and ethical issues in marcom. Environmental marcom practices and state and national envi-

ronmental marketing regulation are first examined. Then, governmental regulations (e.g., deception and unfair 

practices under the Federal Trade Commission; the Food and Drug Administration) and industry self-regula-

tion of marcom practices are described. Finally, ethical issues involving targeting vulnerable groups and specific 

unethical marcom practices conclude the chapter.
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5

Marcom Insight
Checking in with Mobile Apps: The Creative Use 
of Geo-Fencing and Geo-Conquesting
Have you been spending more time on your mobile phone recently? 
You’re not alone. In the United States, consumers now average over 3 
hours and 8 minutes on their mobile devices, excluding voice activities. 
Increasingly, marketers are able to connect with mobile phone users in 
real time. That means mobile ads and messaging can reach consumers 
when they are most receptive. For example, a Toyota dealer in Mas-
sachusetts felt they were missing opportunities to sell autos to nearby 
New Hampshire customers because these potential customers were 
unsure that they were exempt from Massachusetts sales taxes. Their 
solution? They used a software tool that drew a virtual fence around 
the state of New Hampshire for customers that downloaded their 
dealer-branded app and then let them know they were exempt. This 
locational targeting of customers within designated areas (like the New 
Hampshire example above, but usually near a firm’s location) is known 
as geo-fencing. When companies use promotions applied to their com-
petitor’s location, it is referred to as geo-conquesting. This technique 
has been shown to be effective in generating incremental sales without 
cannibalization of a company’s own brand. Of course, such approaches 
rely on the accuracy of retailer beacons using global positioning system 

An Overview 
of Integrated 

Marketing 
Communications

1C H A P T E R

CHAPTER OBJECTIVES 

After reading this chapter, you should be able to:

1 Understand the practice of marketing communications and 
recognize the marcom tools used by practitioners.

2 Differentiate among the following terms: the marketing mix, 
marketing, communications, marketing communications, the 
promotional mix, and integrated marketing communications.

3 Describe the philosophy and practice of integrated marketing 
communications (IMC) and the five key features of IMC.

4 Recognize the activities involved in developing an integrated 
communications program.

5 Identify obstacles to implementing an IMC program.

6 Understand and appreciate the components contained in an 
integrative model of the marcom decision-making process.
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integrated marketing communications (IMC) programs 
for (1) business-to-consumer (B2C), (2) business-to-busi-
ness (B2B), and (3) a partnership among a government 
agency, a nonprofit organization, and marcom agencies.

Some recent creative marcom efforts in B2C include 
the use of consumer-generated content in social media, 
branded apps (applications), geo-fencing (see Marcom 
Insight), and mining data from selfies, wearables, and 
devices.1 For example, Procter & Gamble’s CoverGirl 
brand’s “A Look on the Dark/Light Side” Campaign is Star 

Wars–themed and is using 
self-generated Snapchat ads 
to build brand awareness and 
drive sales in their Ulta and 
other retail stores. 

This B2C campaign used 
geo-filters (i.e., location-based 
brand graphics placed over 
user-generated photos) so 
that anyone within vicinity 
of certain Ulta stores could 
place a branded CoverGirl/
Ulta filter with their cosmet-
ics line over photos or videos 
posted to Snapchat. Views of 
these self-generated ads, and 
users of these filters, are then 
correlated with in-store sales 
in comparison with control 
stores and product lines not 
using the geo-filters.2

In B2B, gone are the days 
of forced and highly- technical 
selling presentations in favor of 
online product specs and sto-
rytelling via video. For exam-
ple, the 2015 “Agency of the 
Year” BBDO developed a cre-
ative commercial for General 
Electric (GE) called “Child-
like Imagination” that began 

(GPS) or radio frequency identification (RFID) techniques. 
Also,  consumer privacy, with geo-tagging involving other 
users’ actions and postings, can be a concern. 

Sources: “Time Spent Using Media,” Marketing Fact Pack 2016, Adver-
tising Age, December 21, 2015, 21; “Growth of Time Spent on Mobile 
Devices Slows,” eMarketer, October 7, 2015, http://www.emarketer.com/
Article/Growth-of-Time-Spent-on-Mobile-Devices-Slows/1013072; 
Barkholz, David, “Geofencing Identifies Shoppers’ Locations,” Automo-
tive News, July 13, 2015, http://www.autonews.com/article/20150713/
RETAIL03/307139942/geofencing- identifies-shoppers-locations; Fong, 

Nathan, Zheng Fang, and Xueming Luo, “Geo-Conquesting: Competitive 
Locational Targeting of Mobile  Promotion,” Journal of Marketing Research 
53, October 2015, 726–735; Johnson, Lauren, “Does Mobile Marketing 
Actually Work in the Real World?” Adweek, November 4, 2014, http://www.
adweek.com/news/technology/does-mobile-marketing-actually-work- real-
world-161180; Valentine, Scott, “Retail Marketers are Struggling to Integrate 
 Beacons with App Data,” VentureBeat, July 16, 2015, http://venturebeat.
com/2015/07/16/retail-marketers-are-struggling-to-integrate- beacons-
with-app-data/; Henne, Benjamin, Christian Szongott, and Matthew Smith, 
“SnapMe if You Can: Privacy Threats of Other  People’s Geo-Tagged Media 
and What We Can Do About It,” Proceedings of the Sixth ACM Conference on 
Security and Privacy in Wireless and Mobile Networks, 2013, 95–106. 

1-1 Introduction
As you may have noticed, the world has changed dramat-
ically in the last few years, and so has marketing commu-
nications. All firms employ marketing communications 
(marcom) to one degree or another, and it doesn’t mat-
ter whether their efforts are directed at consumers—i.e., 
people like you and me in our day-to-day consumption 
activities—or focused on customers of other businesses 
or organizations. Consider the following examples of 
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  CHAPTER 1 | AN OVERVIEw OF INTEGRATED MARKETING COMMUNICATIONS 7

more than 10 million youth ages 12 to 17 in the United 
States are either open to trying cigarettes or already exper-
imenting with smoking. In addition, 88 percent of current 
smokers begin smoking before 18 years old. To address 
this public health problem among adolescents, the U.S. 
Food and Drug Administration (FDA), in conjunction 
with the FCB and Rescue Social Change agencies, and RTI 
 nonprofit research organization, launched “The Real Cost 
 Campaign.” “Real Cost” is a $115 million effort using paid 
media, the Web, and social media with the objectives of 

during the 2014 Winter Olympics and was nominated 
for an Emmy Award. This commercial told GE’s story 
about B2B equipment like jet engines, turbines, and trains 
through the eyes of a little girl whose mom works for GE 
(https://www.youtube.com/watch?v=Co0qkWRqTdM). 
This powerful narrative transformed B2B machinery into 
a personalized story with the use of emotion.3 

Marcom campaigns also can help address problems 
in society through partnerships among governmental 
agencies, nonprofits, and marcom  agencies. For example, 
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8 PART ONE | THE PRACTICE AND ENVIRONMENT OF INTEGRATED MARKETING COMMUNICATIONS (IMC)

preventing tobacco initiation among youth ages 
12 to 17 who are open to using tobacco and stop-
ping those youth already experimenting with 
tobacco. At-risk youth in general, and those in 
specific vulnerable segments for smoking (e.g., 
teens identifying as “hip-hop,” “ alternative,” 
“rural with smokeless”), are targeted in ads that 
 convey the real cost of smoking (e.g., loss of 
control through addiction, dangerous chemicals 
inhaled, health consequences). In one print ad, 
a girl is clearly winded who smokes and runs 
track with the ad claim that “Smoking as a teen 
can stunt lung growth.” So far, the Real Cost 
 Campaign earned a Gold Effie Award in their 
category for its insightful strategy, outstanding 
creative, and success in the  marketplace. An 
ongoing assessment of knowledge, beliefs, and 
behaviors associated with the  campaign contin-
ues with a panel of 8,000 youth followed over a 
two-year period.4 

1-2  Marketing 
Communications 
Objectives and 
Terminology

Companies have a variety of general objec-
tives for their B2C, B2B, or nonprofit marcom 
programs: (1) informing customers about their 
products, services, and terms of sale; (2) per-
suading customers to choose certain products 
and brands, shop in particular stores, go to cer-
tain websites, attend events, and other specific 
behaviors; and (3) inducing action (e.g., purchase 
behavior) from customers that is more imme-
diate than delayed in nature. These objectives 
usually are accomplished sequentially, although 
they are pitted against one another at times (e.g., 
a government agency whose  mission is to “just 
give the folks the facts” versus another with a 
mission affecting public health). These and other 
objectives can be achieved by using several mar-
com tools, including mobile and TV advertising, 
salespeople, social media (Facebook, Twitter, 
Instagram, Snapchat, Pinterest, and YouTube), 
point-of- purchase displays, interactive packages, 
direct mail literature, group online  coupons (Groupon), 
free samples, publicity releases, and other communication 
and promotional devices.

We now present several marketing and marcom terms 
that will be  useful in providing a foundation for future 
 concepts and chapters in this text. As you may recall 
from your introductory marketing course, the market-
ing mix consists of the specific collection of certain  levels 
of a brand’s “4Ps”—product, price, place (distribution), 

and promotion—all  usually aimed at a specific 
target market. As an example, Mountain Dew 
“Code Red” might be aimed at males 14 to 21, 
 primarily using marcom tools of bright red label-
ing,  flavored soda ingredients, a $1.50 price in a 
vending machine for a 20-ounce bottle, online 
advertising, and snowboarding/skateboarding 
celebrities to generate interest.

Other important marcom terminology includes 
communications, the  process whereby common-
ness of thought is established and meaning is 
shared between individuals or between organiza-
tions and individuals. This idea is illustrated in the 
Social Media Venn Diagram found in Figure 1.1. 
Although there have been numerous definitions of 
marketing over the years,5 one that is concise and 
focuses directly on (customer) needs and wants 
is as follows: marketing is human activity directed 
at satisfying (customer) needs and wants through 
exchange processes.6 Taken together, marketing 
communications represents the collection of all 
elements in an organization’s marketing mix that 
facilitate exchange by establishing shared mean-
ing with its customers. Central to the definition 
of marketing communications is the notion that 
all marketing mix variables, and not just promo-
tion alone, can communicate with customers. The 
definition permits the possibility that marketing 
communications can be both intentional (e.g., as 
with advertising and sales promotion) and unin-
tentional (e.g., a product feature, package cue, store 
location, or price).

1-3  Promotional Mix 
Elements

Promotion management employs a variety of 
methods to meet customer needs and move 
them toward action. The blend of these primary 
promotional elements has evolved over time and 
is known as the promotional mix. Currently, 
the  promotional mix elements include advertis-
ing, public relations, sales promotion, personal 
selling, direct marketing, and digital marketing/
social media.

Advertising is any paid form of nonpersonal 
communication of ideas, goods, or services by an 

identified sponsor.7 This includes mass media outlets such 
as television, magazines, newspapers, and out-of-home 
(billboards). The advertiser is an identified sponsor and 
it is nonpersonal because the sponsoring form is simul-
taneously communicating with multiple receivers (per-
haps  millions) rather than with a specific person or small 
group.

Public relations or PR is an organizational activity 
involved with fostering goodwill between a company 

Marketing mix The 
collection of specific 
elements of a brand’s 
4Ps—product, place 
(distribution), price, and 
promotion—and usu-
ally aimed at a target 
market.

Communication 
The process whereby 
commonness of 
thought is established 
and meaning is shared 
between individuals or 
between organizations 
and individuals.

Marketing Human 
activity directed at 
satisfying (customer) 
needs and wants 
through exchange 
processes. 

Marketing commu-
nications Collection 
of all elements in an 
organization’s market-
ing mix that facilitate 
exchange by establish-
ing shared meaning 
with its customers.

Promotional mix 
The blend of advertis-
ing, public relations, 
personal selling, direct 
marketing, and digital 
marketing/social media 
elements usually aimed 
at a specific target 
market.

Advertising A paid, 
mediated form of 
communication from 
an identifiable source, 
designed to persuade 
the receiver to take 
some action, now or in 
the future.

Public relations 
(PR) An organizational 
activity involved with 
fostering goodwill 
between a company 
and its various publics 
(e.g., employees, 
suppliers, consumers, 
government agencies, 
stockholders).
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and its various publics (e.g., employees, suppliers, 
consumers, government agencies, stockholders). The 
primary focus of public relations in IMC is with the 
marketing- oriented aspects of communications with 
publics (e.g.,  publicity, product releases, 
handling rumors, tampering). For example, 
publicity, like advertising, is nonpersonal com-
munication to a mass audience. Yet, unlike 
advertising, it is not paid for by the company 
and usually comes in the form of news items 
or editorial comments about a company’s prod-
ucts or services.

Sales promotion consists of all promotional 
activities that attempt to stimulate short-term 
buyer behavior (i.e., attempt to promote imme-
diate sales). In comparison, advertising and 
public relations/publicity usually are designed 
also to accomplish other objectives, such as 
developing brand awareness or influencing con-
sumer attitudes. Sales promotions are directed 
at the trade (wholesalers/distributors and retail-
ers), consumers, and at times toward the com-
pany’s own sales force. Trade sales promotion 
includes using display allowances, quantity dis-
counts, and merchandise assistance to activate 
wholesale and retailer responses. Consumer 
sales promotion includes the use of coupons, 
premiums, free samples, contests/sweepstakes, 
and rebates.

Personal selling is paid, 
person-to-person commu-
nication in which a seller 
determines needs and wants 
of prospective buyers and 
attempts to persuade these 
buyers to purchase the com-
pany’s products or services. 
Depending on the situation, 
personal selling outreach 
efforts can range from face-
to-face communication to 
telephone sales to online 
contacts.

Direct  marketing  rep-
resents an interactive system 
of marketing that uses one 
or more advertising media to 
effect a measurable response 
and/or transaction at any 
location. Primary methods 
of direct marketing include 
direct response advertising, 
direct selling, telemarketing, 
and the use of database mar-
keting techniques. Direct-re-
sponse advertising, a major 

form of direct marketing, involves the use of any of  several 
media to transmit  messages that encourage buyers to 
purchase directly from the advertiser. Such media might 
involve TV, direct mail, print, and online efforts. You may 

be familiar with some of the brands that have 
spent the most on direct response TV advertis-
ing recently in a tight  economic climate: Proac-
tiv, Rosetta Stone,  Nutrisystem, Snuggie, Time 
Life, Cash4Gold, ShamWow, and PedEgg, among 
others.8 

Digital marketing is the promotion of prod-
uct and services online (e.g., search engine 
marketing, banner ads, mobile advertising, and 
location-based apps), whereas social media 
marketing  represents a special form of online 
communication through which user-generated 
content (information, ideas, and videos) can be 
shared within the user’s social network.9 The 
use of IMC through social media networks (e.g., 
Facebook, Twitter, Instagram, Snapchat, Pinter-
est, and YouTube) has literally exploded and has 
changed the entire IMC  industry. At this point, 
we expand our discussion to the consideration 
of all  primary marketing communication tools, 
focusing on, but not limited to, the promotional 
mix elements (see  Figure 1.2).

One other set of marcom distinctions that 
have become very popular in the digital market-
ing area today include the terms “earned media,” 

Publicity Non- 
 personal commu-
nication to a mass 
audience. 

Sales promotion 
Refers to all pro-
motional activities 
(excluding advertising, 
public relations, 
 personal  selling, 
direct marketing, and 
digital marketing/social 
media) that stimulate 
short-term behavioral 
responses from 
(1) consumers, (2) the 
trade (e.g., distribu-
tors, wholesalers, or 
retailers), and/or (3) the 
 company’s sales force. 

Personal selling  
A paid, person- to-per-
son communication in 
which a seller deter-
mines needs and wants 
of prospective buyers 
and attempts to per-
suade these buyers to 
purchase the company’s 
products or services.

Figure 1.1 ▸ Social Media Venn Diagram

Illustration by Khalid Albaih -about.me/khalidalbaih
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