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Study material:
 Chapter 1-8 and 13-14!  everything between these chapters is study material (even if Prof.
dr. De Pelsmacker doesn’t talk about it)!!
No study material:
 Boxes with examples, results, research, …
 Case studies at the end of the chapters
Closed book exam (50%)
 Multiple choice and open-questions (50/50)  4 answer options, no giscorrection!
 With the multiple choice, sometimes you have to explain your answer (in English or Dutch!). If
you are not sure which answer is right, but you definitely know that 2 out of the 4 answers are
not right, you explain why and you will earn some points!

Chapter 1: Integrated communications
1.1 Introduction
Integrated Marketing Communications (IMC) lead to a more homogenous and more effective
communications effort, but has never been into practice much earlier. This chapter explains why and
also the practical and organizational consequences.

1.2 Marketing and the instruments of the marketing mix
Marketing = the process of planning and executing the conception, pricing, promotion and
distribution of ideas, goods and services to create and exchange value, and satisfy
individual and organizational objectives
Given the objectives and goals, the target segments, the market position and the tools of the marketing
plan have to be decided. The marketing plan is a marketing strategy with long term objectives.
Tools of the marketing plan are based on the marketing mix with more short term objectives. The
marketing mix is divided in the 4Ps (Product, Price, Place, Promotion) or 4Cs (Customer need, Cost to
the customer, Convenience, Communication).

Product: consists of 3 layers
1. Core product = the unique benefit that is being marketed, the position in the mind of the
consumer that will be focused upon
2. Tangible product = the core product has to be made tangible through product features, level
of quality, available options, design, packaging
3. Augmented product = gives the tangible product more value and customer appeal (service
layer) through prompt delivery, installation service, after-sales service, complaint
management
Price: the only instrument that does not cost anything, provides resources to spend on production and
marketing activities
 List price = ‘official’ price of a product
 Discounts, incentives, systems of down payments/payment periods combined with attractive
interest rates can be used
 Ambiguous tool: price cuts attract consumers, but also mean losing margin and profit and the
consumer gets used to discounts and will buy on the price and switch brands if needed
 Good marketing = avoiding the price tool as much as possible
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Place/distribution: bringing the product from the production to the customer
 Involves transporting the product, keeping an inventory, selecting wholesalers/retailers, types
of sales points, …
 Distribution strategy: co-operation between company and distribution channel, new ways to
distribute products (infomercials and e-commerce)
Promotion: most visible instrument
 All instruments the company use to communicate with its target groups and stakeholders
A solid marketing strategy = the integration of diverse instruments of the marketing mix

1.3 The communications mix
Marketing communications = A process through which organizations and audiences engage with one
another. It can inform and persuade audiences, differentiate the
offering from one company or brand from those of others, reinforce
the relationship between an organization and its audiences.
Difference between marketing and corporate communications in terms of goals and the group with
who you communicate:
 Marketing = talking about products and brands to customers and potential customers
 Corporate = communicate about the company in
order to improve the reputation to customers,
stakeholders
(employees,
shareholders,
suppliers, media, …)
o Internal: within stakeholders groups
(employees, labor unions)
o External: with external stakeholders
groups (banks, media, suppliers)
The classical tools are presented in the last column (promotion) of the table above of the marketing
mix.

1.3.1 Advertising







Non-personal mass communications
Using mass media: one-to-many (TV, radio, newspapers, magazines, billboards, banners on
websites, pre-roll ads in online videos, …)
Monologue: no interaction
Content is determined and paid for by a company
Long term: advertising does not directly sell products, it doesn’t change the behavior of
people, but only the mind
Intermediairy effects: changing the mind of people)

Problem of persuasion knowledge! You know that somebody is trying to convince you to buy
something, so you will see through the advertisements.
→ This is the main reason why marketers look for different ways of marketing! Hybrid forms are
used, such as product placement (= the brand is integrated in the movie, song, book, game, …
there is no clear distinction between the content and the brand).
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1.3.2 Brand activation











Make people do something with the brand (brand experience)
Sales promotions (price cuts, coupons, loyalty programs, competitions, free samples)
Point-of-purchase communications (POS): communications (activation/branding) at the point
of sales, in the shop (displays, advertising in the shop, merchandising, article presentations,
store layout, …)
o E.g. An advertisement of Red Bull at the fuel nozzles. Talk at the target group at the
moment they need you (people who has to drive a long way), and it is important that
they can act and buy the drink immediately in the store. People cannot avoid it, you
have to look at it!
o Clutter = the percentage of advertisements: in a magazine, on television
Short term
Incentive-based: you give people something when they buy it
Image destroying?
o Type of promotion/reward
 Direct Price Cut On Shelf is bad, because people lower their price
expectations!
 Saving/free promotions are better
Measurable
E.g. offering a test drive to car buyers

It can’t be combined with advertising, because they are totally different. You cannot say buy this car,
because it is the best car and this week you get a discount of this car.

1.3.3 Sponsorship






Sponsor provides funds, goods, services, know-how
The organization will help the sponsor with building brand awareness, reinforcing brand image
Sports, arts, media, education, science, social projects, institutions, TV programs
Strong imago carry over effects
Monologue

Similar to advertising, but the difference is that you sponsor something. There is a close link with what
you sponsor or the sponsor and the brand.

1.3.4 Public relations





All the communications a company instigates with its audiences or stakeholders
Mainly corporate communications tool
Building and maintaining goodwill and reputation
Generate positive publicity: press releases/conferences, blogs, …
o Publicity = impersonal mass communications in mass media, but not paid by a
company and the content is written by journalists (can be negative!)

1.3.5 Exhibitions and trade fairs



In business-to-business and industrial markets
Important for contacting prospects, users and purchasers
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1.3.6 Direct marketing communication




Direct mailing, telemarketing (calling), catalogue selling
Personalized
Measurable and you know the results very quickly

1.3.7 Personal vs. mass communications






Visiting a customer, talk to them and trying to sell something
Very interactive
One-on-one
Very measurable
Promotional tools: direct, interactive and personal selling (all the other tools are mass
marketing communications)

↔ Mass communications = the message is transferred to a number of receivers who cannot be
identified, using mass media to reach a broad audience

1.3.8 Online communication
Does not has to be a separate bullet!
 New ways to be interactive with customers and stakeholders
 Websites, advertising on websites/social media, e-mail, mobile marketing, interactive digital
television (IDTV), Web 2.0: Facebook, Twitter, Blogs, Fora, …

1.3.9 Image/theme versus action communications
Image communications: “above the line”
 Brand awareness
 Brand preference
 Customer satisfaction
 Customer loyalty
 Relationship with target group
 E.g. advertising, sponsoring, …

Action communications: “below the line”
 Buying behavior
 Stimulate purchases
 E.g. sales promotions

There is not a one to one relationship with the “line” concepts! This division (line) refers to the fee an
advertising agency used to earn. Above-the-line tools used to lead to a 15% commission fee on media
space purchased, they are a synonym for mass media advertising (TV, radio, magazines, newspapers,
cinema, billboards, …) Below-the-line tools were tools for which the 15 rule was not applicable.
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The line principle had lost their importance because most agencies charge a fixed fee or hourly fee
rather than using the commission system.
These two are not always that easy to distinguish! Advertising can have the goal to sell (announcing
promotions, direct response ads), and visits of sales teams can have the goal to create goodwill rather
than selling.

1.4 Integration of marketing communications
“IMC is the process of developing and implementing various forms of persuasive communication
programs with customers and prospects over time. The goal of IMC is to influence or directly affect the
behavior of the selected audience. IMC considers all sources of brand or company contacts which a
customer or prospect has with the product or the service as potential delivery channels for future
messages. Further, IMC makes use of all forms of communication which are relevant to the customer
or prospect, and to which they might be receptive.” (Don Schultz, 1993)






Starts at communications the way the consumer sees it: as a flow of information from
indistinguishable sources
Combine and use marketing communication instruments consistently
Synergetic effect between tools and instruments
o The combinations of two tools is better than both apart
Seamless, homogeneous communications
360 degrees communications: trying to reach your public by as many touchpoints that you can
think of

“IMC is a process for managing customer relationships that drive brand value. It is a cross-functional
process for creating and nourishing profitable relationships with customers and other stakeholders by
strategically controlling or influencing all messages sent to these groups and encouraging data-driven,
purposeful dialogue with them.” (Duncan)




Focus on customer-orientedness and building dialogues and relationships between brands and
customers, stakeholders and prospects
Using multiple touchpoints and communications methods
Need for customer-insights (data-driven)

IMC is not just communicating, it is a strategic business process. It is not just promoting products, but
taking a customer-centered view and operationalizing it for profitable brand building. It is important
for all the levels of the company.
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Many organizations have been working on the basic level of the IMC pyramid, but it is important that
they work their way through to the stages, with focus on building, monitoring and measuring the
profitability of well-integrated marketing communications (top of the pyramid).
The essential characteristic of IMC is that marketing communications are built on deep customer
insights and profitable customer relationships. So the focus of a company should be to learn to know
target markets thoroughly and build marketing communications programs that are profitable. ROMI
(return on marketing communications) becomes of crucial importance! Only then the IMC is
strategically and financially integrated.
Two principles are important for designing and implementing and integrated marketing
communications mix:
 Consistency across channels and over time = all marketing instruments have to work in the
same direction, see the same image/brand (how do you want to be?, how do you want to
present yourself?)
 Synergy = the effect of the tools are mutually reinforcing, the combined effect of two tools is
bigger than the two apart
o Sales team has easier job when brand is well-known through advertising or
sponsorship.
o A promotional campaign that is supported by advertising is more successful.
o Websites have to be supported by off-line campaigns.
The consumer does not see any differences between advertising, sponsorship, direct mailing, … So it
is very confusing and less persuasive to be confronted with inconsistent messages. It is important that
integration occurs at the consumer level, so the messages need to be presented in an integrated way.
In this figure we see an overview of various elements of the communications mix and the potentially
integrating role of marketing communications.
(a)
(b)
(c)
(d)

(e)

(f)

Corporate advertising
Sales force and channel communications, trade shows,
packaging, direct marketing, sales promotions
Distribution, logistics, pricing, new-product development
Investor relations, community relations, employee
communications, public affairs/government relations, most
media relations, crisis communications and corporate
identity, executive communications, charitable contributions
Product publicity, brochures and other collateral materials,
parts of media relations, crisis communications and
corporate identity, sponsorships
Traditional mass-media advertising

IMC do not happen automatically, the elements have to be planned in a consistent and coherent
integrated communications plan. IMC can only be implemented successfully if there is a strategic
integration of the departments that are responsible for the communication with one communications
manager (advertising, public relations, sales promotions, personal selling).
This will ask a radical change in the structure of a company, and that might be the reason why IMC
have not been implemented in most companies.
The figure below links 16 communication tools to the 5 stages of the new-product adoption model
(awareness, interest, evaluation, trial, adoption). All mass communication tools are located on the left
side, close to the first stages. Even if ICM needs consistency in all the tools, each tool still has his own
specific role to play in the strategy of launching a new product.
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Legal: allowed under the current regulations and laws of the county in which the company
operates
Decent: not contain anything that is likely to cause widespread offence, fear or distress (e.g.
using shocking claims or images to create attention should be avoided, unless a valid and
acceptable reason is given)
Honest & truthful: not exploit inexperience or lack of knowledge of consumers, no claims that
are inaccurate, ambiguous or intended to mislead whether through explicit statement or
through omission

Rules of thumb for marketers when facing an ethical dilemma:







Golden rule: act in a way that you would expect others to act towards you when faced with a
decision that appears to have ethical implications
Professional ethics rule: only take actions that would be viewed as proper by an objective panel
of your professional colleagues
Outcomes rule: judges the ethical quality of a decision in terms of performance, rewards,
satisfaction and feedback (similar to teleological principle)
TV test: a manager should always ask if he/she would feel comfortable explaining the action
on TV to the general public
Categorical imperative: act in such a way that the action taken under circumstances could be
a universal law of behavior for everyone facing those same circumstances (similar to
deontological stance)

14.4 Unethical marketing communications practices
14.4.1 Stereotyping
= automatic perceptual bias enabling people to construct simplified images of reality
→ Men and women are often depicted as their gender roles
→ The elderly are often depicted as ignorant and helpless
→ Other cultures and/or ethnic groups are often portrayed in a way that may offend them and
stimulate prejudices in society
→ Childless women may be offended by ads directed to mothers
→ The use of models in marketing often supports the stereotype that happiness depends on
physical attractiveness
Stereotyping is perceived differently by different consumers. Images of thin women and buff men
negatively impact mood and bodily perceptions of women and men.
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14.4.2 Controversial messages
‘Shock advertising’ = intentionally rather than accidentally startles and offends its audience, by means
of:
 Deliberate norm violation
 Transgression of law or custom (obscenity) or moral/social code (vulgarity)
 By showing things that outrage the moral or physical senses (e.g. provocative or disgusting
images)
Why?  To break through the clutter, facilitate recall and have a positive (or not negative) impact on
advertising and brand attitudes
2 categories:
 Advertising for offensive products or ideas: politics, female hygiene products and alcohol
 Controversial advertising executions: sexual appeals
6 reasons why advertising can be offensive: racist, anti-social behavior, sexist, too personal a subject,
indecent language, nudity
Disgust appeals in a congruent commercial setting (e.g. AIDS awareness campaigns) can generate
attention and memory of the message, but in less congruent settings, it has a negative effect on ad
and brand attitudes.
Scantily dressed or erotic appeals elicit a negative affective reaction and result in decreased brand
recall. Scantily dressed models in advertising also appear to affect the body esteem of both men and
women.

14.4.3 Covert marketing
= a firm’s marketing actions whereby consumers believe that the activities are not those of the firm
→ Sometimes referred to as stealth marketing, buzz marketing, masked marketing or word-ofmouth marketing (see chapter 5)
Stealth marketing = use of marketing practices that fail to disclose or reveal the true relationship with
the company that produces or sponsors the marketing message
Buzz marketing = giving people a reason to talk about the company’s products/services and making it
easier for that conversation to take place
Many forms of brand placement or native advertising (see chapter 5) are covert techniques and thus
considered to a certain extent unethical.
Another example: flog (fake weblog) = when firm develop a fake consumer blog about the
consumption of some product/service without stating the company’s role in the communication.

14.4.4 Targeting vulnerable groups
Marketing to children is one of the most debated ethical issue. Children are exposed to TV ads, online
commercial content, sales promotions, brand placement in movies, apps and games, integrated
merchandising plans and in-school marketing.
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Schools accept and display brand messages, disguised as educational materials, in exchange for money,
free equipment, curriculum materials, classroom videos, …
Argument against advertising to children: it is inherently unfair and deceptive, because children lack
the cognitive skills and life experiences needed to resist persuasive claims and because marketers take
advantage of a child’s inability to weigh evidence and make an informed decision.
→ 5 years old: ability to distinguish between commercial and non-commercial content
→ 8 years old: ability to recognize the persuasive intent of advertising and to use this knowledge
to interpret selling messages
→ 10-12 years old: acknowledge that advertising does not always tell the truth and they become
skeptical about advertising (actively using the defense mechanism)
Using promotions as entertainment makes it harder for children to use their defense mechanisms, so
it is an ethical issue. Children are more susceptible to placements than adults!
Also elderly and people in developing countries are sometimes victims of marketing fraud.

14.5 Unethical use of marketing communications instruments
14.5.1 Advertising
Receives the most criticism, because its alleged untruthful, deceptive and manipulative nature.








Overly persuasive
Offensive
Bad taste
Creating and perpetuating stereotypes
Playing upon people’s fears and insecurities (fear appeals)
o Manipulative
o Expose a person against his/her will to harmful or seriously offensive images
o Fear may induce reactance, defensive avoidance and fatalism
Subliminal and supraliminal advertising
o Subliminal messages are received subconsciously, below a person’s perceptual
threshold
o Supraliminal messages are above the noticeable perceptual threshold, but consumers
are often unware of their presence

In general, advertising is expected not to be deceptive or misleading, exploit fear or superstition,
further violence or discrimination, plagiarize, misuse quotations, statistics or research, or omit material
facts (e.g. health side effects of medication).
→ A special form of potentially deceptive and misleading is puffery = the use of hyperbole or
exaggeration of attribute and benefit claims to promote a brand (e.g. calling a product ‘the
best’)
If no harmful behavior follows from an ad, nothing blameworthy has happened. So advertising should
be judged by its consequences (teleologically). An ad cannot be considered to be ethically wrong if a
‘reasonable person’ comprehends it correctly.
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14.5.2 Public relations




Half-truth, insincerity and manipulation
Distract and obfuscate rather than inform
Corporate hospitality (= entertainment and hospitality offered by the selling organization to
the buying organization)  Bribery?

14.5.3 Personal selling and direct marketing
Personal selling:
 Questionable sales techniques
 Overselling
 Over-promising
 False promises
Direct marketing:
 High-pressure sales techniques
 Intrude on personal privacy
 Concern about the large amounts of personal data being collected

14.5.4 Packaging





Incorrect label information
Incorrect representation of product
Unsafe for children
Environmental implications

14.5.5 Sales promotion



Overestimate chances of winning a prize
Insufficient availability

14.6 Regulation of marketing communications practices
Advantages of regulation: consumer choice is improved, product quality is improved and prices are
reduced
Regulation of deceptive marketing communications:
→ When there is a claim-fact discrepancy and the false claim is believed by the consumers
→ The message must be misleading (representation, omission or practice that is likely to mislead
the customers, from the perspective of a ‘reasonable customers’)
o Reasonable customers = by a reasonable number of the group to which the practice is
targeted, and the deceptive practice must be material
 Material = important and likely to impact on consumers’ choice or conduct
regarding the product and thus relate to a central characteristic
Regulation of unfair practices: for acts or practices that (are likely to) cause substantial injury to
consumers, are not reasonably avoidable by consumers and not outweighed by countervailing benefits
to consumers or competitors
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Each country has its own laws and regulations. A detailed discussions is beyond the scope of this book!

14.6.1 Self-regulation of marketing communications practices
The advertising industry in many countries has started to regulate its industry by establishing codes of
practice or sets of guiding principles.
Pros and cons of self-regulation:

They all share the same goal: ‘ensuring legal, decent, honest and truthful advertising, prepared with a
sense of social responsibility to the consumer and society and with proper respect for the rules of fair
competition’
The ICC (International Chamber of Commerce) was the first to publish its International Code of
Advertising Practice (ICC code) in 1997. All the codes around the world in use today are based on this
code.
Self-regulatory organizations (SROs) ensure that the rules are applied. If an advertiser refuses to
comply with the rules, media may be refused for future advertising, negative publicity may be used or
the case can be referred to the appropriate statutory authority.

14.6.2 ICC codes
Codes: International Code of Advertising Practice (1997), Sales Promotion (2002), Direct Marketing
(2001), Sponsorship (2003), Children and Young people (2003), Electronic Media (2004), …
If these codes are used correctly, marketing communications should not contain statements or visuals
which offend, denigrate, mislead or abuse the trust of consumers or another party.




Ability to recognize the communication as a marketing tool
No testimonials should be used (unless they are genuine, verifiable, relevant and based on
personal experience or knowledge)
Avoid imitation of competitive and non-competitive actions if this might mislead or confuse
consumers
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Sales promotions:
 Clarity about how to obtain the promotional offer
 The value and nature of the promotion should not be misrepresented
 Any geographic, age, quantity or other restrictions should be clearly indicated
Children and young people:
 Not frame in a way that takes advantage of their youth or lack of experience or that strains
their loyalty towards their parents or guardians
Direct marketing:
 No products should be delivered for which consumers have to pay unless consumers have
requested the supply of these products
 No offers that could be perceived as bills or invoices for unordered products should be made
 Data can be collected ‘for specified, explicit and legitimate purposes only’
 Consumers should be provides with the opportunity to ‘opt out’ from marketing lists or to
require that their data cannot be handed over to third parties

14.6.3 European Advertising Standards Alliance (EASA)
= Europe’s single voice for the advertising industry and acts as a co-ordination point for the selfregulatory bodies of the respective European countries.
→ This does not imply that Europe will come under one general system for all its member states!
Markets have the freedom to develop a system which responds to the EASA’s Common
Principles as well as the needs of that particular county, advertising concerns and consumers.
E.g. It is forbidden to have more than 12 minutes of commercial messages an hour, to advertise
tobacco and to associate alcohol consumption in advertising with driving, physical performance, social
or sexual success or therapeutic qualities.
3 major goals of EASA:
1. Promoting self-regulation
2. Supporting existing self-regulatory systems
3. Ensuring that cross-border complaints are resolved speedily and effectively
Evolution of complaints received by EASA members: it remains relatively stable
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The countries with the highest ad spend also received most complaints. In 2010, 1/3 of all the
complaints were based upon the alleged misleading character of the ads, 25% were deemed to be
offensive, 9% were based on the inappropriateness for children, 9% had to do with discrimination and
denigration and 7% were related to gender portrayal.
Percentage of complaints received by EASA members in the ‘taste and decency’ category (2010):

On average in Europe, the electronic and information industry, the food and non-alcoholic beverages
industry and the leisure and entertainment industry were the most complained about
products/services.
Outcome of complaints received by EASA members (2010):

14.7 Corporate social responsibility (CSR)
Also referred to as ‘corporate citizenship’
= Idea that includes the social, economic and environmental aspects of business activity (‘triple
bottom line’)
= Integration of social and environmental values within a company’s core business operations and
an engagement with stakeholders to improve the well-being of society
E.g. Embodying the product with socially responsible attributes (e.g. pesticide-free, non-animal testes
ingredients) or signals (e.g. fair trade label) that convey to people that the company is concerned about
certain social issues.
Why?  To create a positive image and reputation and consumers will support and reward them by
buying their products
Well-known CSR areas:
 Cause-related marketing: support of a social cause that a firm generates through financial
interactions with its customers (e.g. donating a certain percentage of its income or profit to a
specific non-profit cause)
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Green marketing: development and promotion of products that are environmentally safe
Socially responsible or fair trade marketing: selling products that embody certain social ethical
values, such as products free of child labor, produced in companies where trade unions are
allowed, in decent circumstances and at fair wages

46% of European consumers are willing to pay more for ethical products! But people does not always
put their money where their mouth is: there is often a ‘attitude-behavior’ gap (people like the idea of
ethical products, but they do not always buy them).
Building an ethical reputation: do’s and don’ts:
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