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Wk 1 – Defining Integrated Marketing Communications 
 
What is Integrated Marketing Communications? 

• IMC is a research-based, audience-focused, result-driven, communications 
planning process that aims to execute a brand communication program. 

 
Why is IMC Used? 

• To ensure clarity and consistency in the positioning of the brand. 
 
What are communication barriers? 

• A communication barrier  impedes one’s acceptance of a message and decreases 
the probability that one will buy into the brand.  

• Types of barriers are:  
o “Noise and clutter” (too much marketing “noise” from competing brands 
o Consumer apathy (Consumer don’t care) ,  
o Brand Parity (Brand isn’t differentiated from its competition, so people 

buy on price and choose the cheaper brand, no brand preference at all) 
o Weak Ideas 

 
How to use conversion ratios as a diagnostic tool? 

• Communication barriers imply that macros initiatives suffer from a high wastage. 

• The hierarchy of effects model’s estimates depend on a number of assumptions 

• In this model, people move from awareness to purchase in sequential steps. 

• A person moves from the (1) cognitive stage [awareness of knowledge stage], to (2) 
the affective stage [liking and preference stage], then to (3) the conative stage 
[conviction and purchase]. 

• The second assumption is that the attrition rate itself. 
 
How ‘synergistic’ effects are achieved by coordinating different communication 
disciplines. 

• Each communication discipline has its own strengths and weaknesses. This means 
that when we try to coordinate our macroms activities, we aim to select disciplines 
that complements each other. In this way, the strength of one discipline makes up 
for any weakness in other. 

 
The difference between, and relationship of, media and creative integration. 

• Media integration  The combination of various media to achieve a synergistic 
effect. 

• Creative integration  creative unity in a branded message across the media. 

• Relationship [Harmonisation]  the medium and creative content are not 
independent, but rather, in the content of integration, must support each other so 
that they harmonise  [and integrate] well with each other. 

 
 
 
 
The Integrated Marketing Communications planning process. 
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WK 2 – Generating Consumer Insights 
 
What is insight? 

• Insight  unexpected observations/findings about consumer behaviour, which a firm 
can capitalise into profitable solutions either by creating opportunities or solving 
problems. 

 
The difference between creative development research and evaluative/confirmatory 
research? 

• Creative development research  strives to translate ideas into profitable business 
solutions 

• Evaluative/confirmatory research  Seeks to conform or evaluate an outcome 
 
How to combine qualitative and quantitative research effectively 

• When we have little/not idea about the focal topic, we should always start with 
qualitative research and then conduct a large-scale quantitative survey. 

 
Techniques to obtain insights [Deprivation Studies] 

• Deprivation studies are extremely useful when studying consumers who automatically 
buy the same product every time.  

• By suddenly depriving these consumers of their favourite products, the researcher 
hopes to bring to the surface any inner feelings consumers might have. This is usually 
carried out with a panel of consumers. 

 
Sources of Insight? 
 
 
Levels of accessibility of the human psyche and how it affects the way consumers 
respond. 
 

• Culture  consumers’ response are reflected in the culture they belong. E.g. Japanese 
avoid 

• Standard  giving responses based on what is expected. 

• Gaming  Giving whack responses, because they don’t know until they see, or they lie. 

• Reflective  This level is where consumers reflect more deeply and where qualitative 
research techniques become useful. Using various questioning techniques (e.g. gentle 
probing and pausing), the moderator hopes to directly elict responses that come from 
this deeper level. Means-end laddering technique is also and example. 

• Repressed level  At this level, consumer repress feelings, which they themselves may 
not know they have. This means that consumers are not sufficiently cognisant to 

express their innermost thoughts and feelings (simply because they are unable to do 
so). 

Techniques to obtain insights [Means-end laddering] 

• A way to understand the real reason why consumers are buying a certain brand. To go 
deeper than surface level answers, this model helps to go deeper by asking “why”? 

Projective techniques, their characteristics and why they can be useful in uncovering 
“deeper” issues? 

• Projective techniques are a class of techniques that encourage or enable participants to 
spontaneously express their thoughts or feelings without any fear of repercussions 
such as embarrassment or retribution.  

• Useful for sensitive issues.  

• This is accompanied b: 
o  minimising anything that might lead participants to censor their thoughts 
o allowing participants to freely transfer their thoughts and feelings (called 

projections) to a 3rd party.  
 

• The 5 kinds of projective techniques are: 
1. Association (words and picture association, thought or speech bubble completion) 
2.  Completion (sentence completion) 
3. Construction (projective questioning, stereotype imagery and shopping list 

completion) 
4. Expression (psychodrama and role-playing) 
5. Choice or ordering (timelines and ordering by degrees of intensity). 
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WK 3 – Brand Positioning 
 
What is brand positioning? [done] 

• Brand positioning is the creation of strong and favourable associations in the mind 
of the target audience, so that the brand comes to represent something different 
and relevant and hence stands apart from competition.  

• Successful positioning means being able to achieve a ‘monopoly’ of the desirable 
mind-space for the chosen audience. 

 
Why is it important to segment first before positioning the brand? [done] 

• One way of representing where a brand sits in the "mental space' is to compare it 
with other brands using a perceptual map'. 

•  Perceptual map of brands changes with different segments.  

• Hence, it is important to decide which segment(s) to target before contemplating 
how the brand should be positioned for the chosen segments. 
 

The link between strategic and promotional branding [done] 

• Lower level promotional decisions are dictated by higher-level strategic decisions. 
 
The different tactics for brand positioning and its advantages and disadvantages 
 
Suggestive brand name and logo 

• One option is to create a ‘semantic embed’ in the name – a word that clearly 
connotes the benefit (i.e. distinctive) 

• This will produce a higher recall of the benefit.  

• But it may limit the introduction of a new benefit later on. 
 
Brand image, personality and celebrity 

• Positioning should make the brand the hero by emphasising its brand image or 
personality. 

• One way of quickly instituting a brand personality is to use a human symbol or real 
human representation. 

 
Attributes, consequence (benefit or emotions) and values (A-C-V( 

• Consistently communicating that a brand possesses a special attribute is one of the 
oldest methods of positioning a brand.  

• However, this tactic will only work if the attribute is superior in some ways to 
others. 

 
Competitor Comparison 

• Positioning through comparison can be direct or indirect. It works by encouraging 
consumers to reflect more on the attributes being compared.  

• This tactic only makes sense if the advertised brand is smaller than the referent 
brand it is compared to, which is usually the leading brand. 

• Smaller brands can benefit from a ‘sleeper’ effect, meaning that consumers 
become more favourable to the brand over time.  

 
User Imagery 

• User imagery refers to the image of the brand users. 

• It can be used to reposition the competition. 

• E.g. Apple campaign. 
 
Reputation cues 

• If a brand already has a good reputation then we should capitalise on it. 
Reputation is one of the most important drivers of purchase as it serves as a 
heuristic for quality. 

• In consumer-packaged goods, people tend to buy strong brands, and they tend to 
do so more frequently. The greater the reputation, the higher the purchase 
intentions and eventual consumer loyalty. 

• One way is to emphasise the heritage value of the brand. 

• The reputation of the brand can also be inferred by the quality and quantity of 
advertising. 

 
Country of origin, region and cultural icons 

• Another approach to position a brand is to communicate its country of origin. 
Some countries tend to be positively associated with certain product categories. 

• If the country of origin effect is positive, the cue can also be primed to influence 
decision-making. This is especially useful is the brand is new or when the buyer is a 
novice. The country of origin serves as a heuristic for quality 

• The country of origin effect can be enhanced further by presenting a competing 
and more inferior brand side by side. The use of a particular region of a country 
can be just as effective. E.g. wine business. 

• Many products that original in one country may no longer be made in that country. 
To solve this problem, use cultural symbols. Many airlines use this strategy. E.g. 
Qantas and kangaroo. However, what happens if the country falls out of favour? 

 
Price, quality and status cues 

• The higher the price, the higher the quality. 

• Consumers tend to adopt this heuristic when they do not have any other 
information to independently verify the intrinsic qualities of the brand. As a result, 
they rely on an extrinsic cue to infer its quality. 
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Occasions, usage and applications 

• Marketers need to understand how consumers are not using the product in order 
to address limitations in order to expand the usage occasions of a brand. 

 
The challenges of repositioning a brand [done] 

• Repositioning a brand becomes important during the later stages of a life cycle, 
when new competitors enter the scene or when consumers’ tastes change. 

• Repositioning is harder than just positioning 

• It is more difficult if the current brand associations are strong.  

• When this happens, the new position may not be acceptable. 

• Repositioning can occur in one of two ways. 
o Staged repositioning  Repositions a brand in intermediate steps en 

route to a new identity. This often happens in mergers and acquisitions. 
o Complete Overhaul  This involves wholesale changes in pricing, 

advertising, distribution, product range, customer services, store location, 
shopping experience and so on. The name is the only thing unchanged.  
 

The concepts of ‘point-of-difference’, ‘point-of-parity’, and ‘frame-of-reference’. [done] 

• Point-of-difference  Something uniquely important that can be used as a source 
of competitive advantage in communications. 

• Point of parity  Qualities that are not unique to the brand and that other brands 
may share. Such points of parity are necessary to compete successfully in a 
category. 

• Frame of reference  It defines who the competitors are. And this helps pin down 
the point of difference we should use to differentiate the brand, and the point of 
parity we will need to break even. 

 
The different ways of conceptualising brand equity. [done] 

• Brand equity  The value that attaches to a brand, and it often forms the basis of 
the firm's financial health.  

• This approach forms the basis of the firm’s financial health. 

• This approach is attractive because these 4 factors can be used to compare brands 
across different product categories. 

 
1. Finance 

• The financial perspective is driven by the need to put a value on a brand in order 
to account for the goodwill a firm enjoys. 

• In accounting terms, goodwill is essentially all the intangible assets (including the 
brand name) that allow the firm to earn cashflow beyond its return from tangible 
assets (such as plant, property and inventory). This is needed in a merger-and-
acquisition situation. 

• One assessment is the future growth valuation approach, which requires two 
steps. The first is to assess the profitability of a brand, above and beyond what a 
generic product will earn.  

• The second is to adjust this profitability figure by a multiplier based on a series of 
factors accounting for future growth. 

• The advantage of this approach is that it is appealing to an accountant or chief 
financial officer because it provides a number that signifies a value for the brand. 
The disadvantage is that the estimation of the multiplier (in this case, 18) based 
on a weighted index of the seven factors can be subjective.  

 
2. Price elasticity [done] 

• In the traditional pricing model, when a brand cuts its price, the customers are 
more likely to buy more and sales go up. 

• Conversely, if the brand increases its price there will be fewer sales.  

• A brand with high equity should be able to (1) maintain sales even when prices 
increase (inelastic response to price increase), (2) be less vulnerable to price 
cutting by its competitors (equivalent to a price increase), and (3) increase sales 
quickly with a price cut since customers will see it as a bargain (an elastic 
response to price decrease). 

 
3. Revenue Premium 

 
• If a brand has high equity, then the result of multiplying its volume and price 

should be significantly higher than that of a private (or generic) label brand.  

• The ideal situation is for a brand to not only sell more but also be able to 
command a higher price. 

• By combining volume and price and comparing the results to those of another 
brand, it provides a convenient way of conceptualising value. 

• Although both the price elasticity and revenue premium perspectives provide two 
ways of conceptualising brand equity, they do not give specific clues about what a 
manager should do next.  

• The advantage with these two perspectives is that data on sales volume and price 
is readily available (at least in an area such as consumer packaged goods). 

 
4. Consumer Perspective 

• It simply means whether knowing the brand – usually the brand identity – will make 
any difference to how people feel or what they do about the product or service.  

• The notion of a differential effect that comes from knowing the brand compared to 
an unknown one is powerful because it enables very quick assessment. 

• The disadvantage with this perspective is that it requires consumer surveys or 
experiments) to evaluate brand equity. This can be cumbersome, and it produces 
no final number to signify the financial value of a brand. 


