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IMC





IMC Tools



The specific blend of promotional 
tools that the company uses to persuasively 

communicate customer value and 
build customer 
relationships.

Promotional Mix



❖Advertising
◦ Any paid form of non personal presentation and 

promotion of ideas, goods, or services by an 
identified sponsor.

❖Sales Promotion
◦ Short-term incentives to encourage the purchase or 

sale of a product or service

❖Personal Selling
◦ Personal presentation by the firm’s sales force for the 

purpose of making sales and building customer 
relationships.

Promotional Mix



❖Public Relations (PR)
◦ Building good relations with the company’s various 

publics by obtaining favorable publicity, building up a 
good corporate image, and handling or heading off 
unfavorable rumors, stories, and events.

❖Direct And Digital Marketing
◦ Engaging directly with carefully targeted individual 

consumers and customer communities to both obtain 
an immediate response and build lasting customer 
relationships.

Promotional Mix



The Changing 
Communications Environment

Two factors are changing the face of today’s 
marketing communications:

Vast improvements in information technology

are speeding the movement toward segmented

marketing



Conflicting messages from different sources or 
promotional approaches can confuse company or brand 
images

The problem is particularly prevalent when 

functional specialists handle individual forms of 
marketing communications independently

The Need for IMC



IMC Concept

Using IMC, the company carefully

integrates and coordinates its many

communication channels to deliver

a clear, consistent, and compelling 

message about the organization

and its products



The Changing Marketing Landscape



The Changing Marketing Landscape

➢The Changing Economic Environment

➢The Digital Age

➢The Growth for Not-for-Profit Marketing

➢Rapid Globalization

➢Sustainable Marketing- The Call for More 
Social Responsibility 



Think Global

Act Local



International Advertising



AIDA Model



AIDA Model

The AIDA Model, which 

stands for Attention, Interest, 

Desire, and Action model, 

is an advertising effect 

model that identifies the 

stages that an individual 

goes through during the 

process of purchasing a 

product. It includes 

material cost, direct or 

service.



AIDA Model important for 
Advertising…
▪Yet the basic principles behind advertising copy remain – that it must 
attract attention and persuade someone to take action. ... The 
acronym AIDA is a handy tool for ensuring that your copy, or other 
writing, grabs attention

▪The AIDA strategy revolves around a focus on the four elements built 
into the AIDA name: Attention, Interest, Desire and Action. Careful 
attention to each of the elements that comprise the AIDA name can 
maximize the success of your marketing efforts.

▪The AIDA model helps the copy writer to present the elements of a 
print ad, Headline, Subhead, Body copy, slogan and contact 
information in a format that makes the viewers read in a flow and 
understand about the product easily.









BRAND LOVEMARKS
Lovemark is a concept created by Kevin Roberts that refers to a marketing positioning strategy based 
on generating an emotional bond or connection between the consumer and the brand. The love of 
the brand or lovemark must transmit its differential value and create experiences for its consumers.



LOVEMARKS

Lovemarks is a marketing 
concept that is intended to 
replace the idea of brands. 

The idea was first widely 
publicized in a book of the 
same name written by Kevin 
Roberts, CEO of the 
advertising agency Saatchi & 
Saatchi. In the book Roberts 
claims, "Brands are running 
out of juice



Beyond AIDA…



















5 ways a brand can 
generate more love…



The Big Idea
The Big Idea is the bridge between the brand's inner DNA and the 
brand's consumer reputation. ... The Big Idea is the bridge between the 
internally driven brand DNA and the externally driven brand reputation. 
It is the connection point between consumers and the brand

Source: Brand Strategy Roadmap | Long-range strategic plan | Templates (beloved-
brands.com)

https://beloved-brands.com/brand-strategy-roadmap/














Strong Positioning





S = simple, easy to understand

M= memorable, stick to consumer’s mind, 

measures by a day after recall

I = interesting, employ new story, has new 
information to tell

L= linked to the brand, cannot be mistaken to other 
brands/products

E = emotionally involving

How to evaluate good 
advertising?
The “SMILE” APPROACH



LET’S PRACTICE “SMILE”

Good Ads vs. Bad Ads



Plan Your Marketing Communications 

Strategy in Six Simple Steps

1.Identify Your Target Market. ...

2.Identify Your Target Customers. ...

3.Identify Your Unique Selling Proposition

4.Match Your Audience Problems to Your 

Product Solutions. ...

5.Match Your Messaging to Channels You 

Choose. ...

6.Set Your Goals and Identify a Way to 

Measure Them.

•

Speak directly to your ideal 
customer’s pain point instead of 
addressing a vague audience.
•Align your messaging to each 
channel based on what your 
target customers already expect 
on it.
•Build an easy-to-reference 
marketing communications 
document, so your team, other 
teams, and future hires can use it 
with ease.




