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Integrated Marketing Communication

A continuous process aiming for marketing and communication 
targets using various elements in a creative way to its targeted 
audience.

A concept that ensures that all forms of communication care 
carefully linked together. 

Evaluated strategic roles od various marketing elements.

Plays a vital role in informing, persuading and reminding the brand.



Features of IMC
i. Continuous Process – whom to approach – why to approach – what do 

we have – what have we done – what to do - communication techniques –
paisa bolta hai – zara try karke dekh – review

ii. Common Objectives – Awareness – Attitude – Brand image and loyality –
Dushmano ko maza chakao – Corporate Image – Le le bhai, le le

iii. Elements – Fukat ki publicity – Advertisemnet – Sales Promo –
Salesmanship – Sponsorship – PR – Packaging – Trade Fair

iv. CrEaTiViTy

v. Scientific Art

vi.

Arre Bhai Bhai Bhai…!



Elements of IMC





Integrated Marketing STRATEGY



Role of Advertising in IMC

1. Advertisement and Communication 

2. Advertising and Sales Promotion

3. Advertising and Sponsorships

4. Advertisement and Personal Selling

5. Advertisement and Public Relations

6. Advertisement and Direct Marketing

7. Advertisement and Packaging

8. Advertisement and Publicity

9. Advertisement and Trade Fairs





Features of Advertising
1. Systematic Process – Planning – Preparation and Placing

2. Paid Form

3. Public Presentation

4. Promotion of Ideas, goods and services

5. Through Sponsors 

6. Arts, Science and Profession

7. Part of Promotion Mix

8. Influential

9. Facilitates Marketing Objectives

10. Universal Usage

11. Facilitates Consumer Awareness and Choice 















Objectives of Advertising

1. Creation of Awareness

2. Developing Pojitive Attitude

3. Develop Brand Image

4. Product Differentiation

5. Persuade Customers

6. Stimulate Demand

7. Promote Social Welfare

8. Reminder

9. Corporate Image Enhancement

10. Gain Competitive Advantage



Evolution of Advertising



Early Forms of Advertising

Merchant's mark of 
Thomas Horton (1530), 
Wool merchant of  
Wiltshire

Wareham Town Criers Sign Boards on Rock and other objects



Printing

Handbills 
(Since 1477)

Newspaper 
(Boston, 1704) 

Magazine (1700s)



Active Participants in Advertising
1. Advertisers – product sellers – trade intermediaries – retailers –

social organizations – government.

2. Ad Agency – independent organization – contractual basis –
commission and fees. (O&M, Lowe Lintas, Mc Cann Erickson, JWT, 
Dattaram, Leo Burnett, Madison Media)

3. Audience – readers – listeners – viewers – explorers.

4. Advertising Media – Media agency (Mediacom UK, Zenith, Starcom, 
O&M, Madison Media) – media type.

5. Advertising Production Firms – Copywriters, artists, photographers, 
choreographers, singers, designers, editors, producers, screeners, 
testers, researchers, etc. (Abstract Films, Corcoise Films, Equinox 
Films, Flying Saucer)



6. Government Authorities

7. Media Research Firms – (YouGov US, Zappi UK, Ascribe US)

8. Self Regulatory Bodies – Frame codes – content regulation (Ad 
Standards Council of India, Indian Newspaper Society, Doordarshan, Ad 
Agencies Association of India)



Benefits of Advertising
To the Seller

• Product Introduction

• Attitude

• Brand Image, Loyalty

• Market Expansion

• Quality Improvement

• Smooth Sales

• Facilitates Promotion & 
Distribution

• Creates Demand

• Mitigate Competition

To the Consumers
• Information
• Facilitates Consumer 

Decision
• Reminder
• Lowers Pride
• Good Quality
• Higher Standard of 

Living
• Warning about fake 

products
• Education
• Developing Attitude
• Saves Shopping time



To the Salesmen

• Easy Selling

• Commands 
Respect

• Proud Feel

• More Business

• Recognition

• First Hand 
Feedback

To the Society

• Higher SoL

• Development

• Employment 
Generation

• Entertainment

• Social Awareness 
and Public 
Service



Classification of 
Advertising

Area

Local 

Regional 

National 

International   

Audience

Consumer

Industrial

Trade

Professional

Social

Political

Media

Press

Broadcasting

Outdoor

Digital

Functions

Direct

Indirect

Primary

Selective

Product

Corporate

Stages

Pioneering

Competitive

Retentive




































