KA3IPI'l SAMAHF bl MEHEOXMEHT XXOHE MAPKETUHITIH ©3EKTI
MOCEJENEPI

AKTYAJbHbIE NPOBJIEMbl COBPEMEHHOIO MEHEOXMEHTA U
MAPKETUHT A

ACTUAL PROBLEMS OF MODERN MANAGEMENT AND MARKETING

UDC 339.138

A.T. Tleuberdinova, Z.S. Sabdenbekova

Ye.A. Buketov Karaganda State University, Kazakhstan
(E-mail: tat404@mail.ru)

The concept and content of integrated marketing communications

Effective communications of the company are one of the main conditions for its competitiveness on the mod-
ern market. Its relevant application and management causes significant opportunities for influencing the
consumers: and building relationships with them. Along with the traditional tools of marketing communica-
tions, we have studied modern approaches to the company's message delivering, making it more client-
oriented and personalized. We considered the main components of the integrated marketing communications
concept, outlined its role and objectives in the system of marketing of enterprises. The basic tools of market-
ing communications and also modern possibilities of their effective application are also considered. This ap-
proach allows to provide more qualitative interaction and to achieve results in communications with consumers.

Keywords: marketing; integrated marketing communications; marketing communications tools; personaliza-
tion; synergy; internet advertising.

Current development of market relations requires use of marketing techniques in the company’s activi-
ty. Due to the necessity to compete on non-price term on the market, where the communications factor is
involved, the role of communication environment building is expanding fundamentally.

In today’s market it is important to build relations and communications with the internal and external
audiences, employees and clients, for the promotion on product and services markets. One of the most signif-
icant factors in achieving its comprehensive coverage is marketing communications as an element of the
marketing mix, providing the most impact on the company’s target audience.

The marketing communications are at the core of promotion process of the company, which is aimed at
the development of sustainable links with the market. That links are formed to inform, persuade and remind
of the company and to promote sales of gods or services, creating positive image of the company. The means
of promotion are the advertisement, PR, direct marketing and sales promotion.

There are four main marketing communications roles according to the Chartered Institute of Marketing
(CIM):

1. Differentiate - a product/brand (to make it different from a competitor’s one or seem different
through effective positioning).

2. Remind — and reassure a target audience with regard to the benefits (to encourage initial or subse-
guent purchase).

3. Inform — a target audience by providing new information (about a product/brand).

4. Persuade — an audience to take a particular set of actions (e.g. purchase a product or services) [1; 35].

Studies on marketing communications theory and practice were conducted by such foreign authors as
E. Blake, A.Bond, J. Burnett, E. Dihtl, T. Harris, P. Kotler, Lambin, C. Larson, S. Moriarty, L. Percy,
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J.R. Rossiter, W. Wells. In this field were carried out considerable researches that have become the basis for
the implementation of marketing communications policy.

The first author who introduced the idea of integrated approach to marketing communications was
T. Levitt in 1962 as a concept of centralized marketing. According to this concept the company is to asset all
its commercial efforts, which include promotional messages, product design, packaging, design of the sale
places and etc. All the messages should be coordinated, mutually reinforcing, to communicate fully a con-
sistent corporate image [2].

The development of the concept of the integrated approach has led to the establishment of the integrated
marketing communications concept. However, most of the works focus the general theory of marketing
communications and its components such as PR, advertisement. Some studies addresses theoretical and prac-
tical problems of integrated marketing communications implementation, in particular, its components, organ-
ization and planning process.

Significant contribution to the development of IMC (integrated marketing communications) concept
have been made by American (R.F. Lauterborn, S.I. Tannenbaum, D.E. Schultz) and European (P.R. Smith,
C. Berry, A. Pulford) scholars, who fist applied systematic approach in designing the company’s promotion
policy. Among Russian authors this area of marketing communications has been studied by E.N. Holubkova,

A.A. Romanov, A.V. Panko, E.A. Sotnikova, E. Popova, T.O. Primak, E.VV. Romat, S.V. Kozlov.
There are different interpretations of IMC in the conceptual advances of foreign authors as well as
views on its components (Table 1).

Definitions of integrated marketing communications

Table 1

Author

Definitions of integrated marketing communications

Components of IMC

1

2

3

D.E. Schultz [3]

- Concept of marketing communication planning that
combine and evaluate strategic role of different communi-
cation discipline to get the clarity, consistency and greater
impact (1993).

- All consistent interactions a stakeholder has with an or-
ganization (1998)

Concept of MC plan-
ning, interaction in co-
ordinated manner with
all parties concerned

of all elements of marketing communications which effi-
ciently (best use of resources), economically

(minimum costs) and effectively (maximum results) in-
fluence transactions between an organization and its exist-
ing and potential customers and clients (1999)

T.A. Shimp - An organization’s unified, coordinated effort to promote | Coordination of brand
[4; 5] a brand concept through the use of multiple communica- | promotion, use of mar-
tion tools that «speak with one voice» (1997). keting communications
- Integrated marketing communication represents the | tools for unified mes-
planning, creation, integration and implementation of all | sage
contact points which a consumer has with a certain brand,
as potential distribution channels, for messages which
may influence directly or indirectly the purchasing pro-
cess (2010) [5]
P.R. Smith [6] The strategic analysis, choice, implementation and control | Strategic analysis  of

marketing communica-
tion, its economical effi-
ciency and effectiveness
in transaction with all
parties involved.

P. Kotler [7; 114]

The concept under which a company carefully integrates
and coordinates its many communications channels to de-
liver a clear, consistent and compelling message about the
organization and its products (2006)

Coordination and inte-
gration of all channels,
delivering unified mes-
sage

D. Pickton, The coordination of all promotional activities to produce a | Coordination of all ad-
A. Broderick unified, customer-focused promotional message (2001) vertisement, client ori-
[4; 5] ented marketing
C. Fill [4; 5] The harmonization of customer-orientated promotional | Harmonization of mes-
messages (2002) sages, client oriented
marketing
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End of Table 1

O.C. Ferrel [9]

and other marketing related efforts to satisfy the maxi-
mum persuasive and informative impact on customers.
The eventual role of the IMC is to convey a consistent
message to customers (2006)

1 2 3
K. Raman, An IMC program plans and executes various marketing | Consistency and syner-
P.A. Naik [8] activities with consistency so that its total impact exceeds | gy of marketing
the sum of each activity (2005)
W. Pride, A process where the organization of promotional aspects | Organization of market-

ing activities for achiev-
ing maximum influence
on customers

S.K. Jones,
D.A.V. Schee
[10]

A combination of direct marketing, general advertising,
sales promotion and public relations (2008)

Combination of market-
ing activities

S.1. Tannenbaum
[11]

Concept of marketing communication planning that rec-
ognize the added value of the comprehensive plan that
evaluate the strategic roles of variety of communication
disciplines(general advertising, direct response, sales
promotion and public relations) and combine these disci-
plines to provide clarity, consistency and maximum com-
munication impact (1993)

The planning, analysis
of marketing communi-
cations

T. Duncan,
C. Caywood [12]

The process of managing all sources of information about
a product/services to which a customer or prospect is ex-
posed which behaviorally moves the consumer toward a
sale and maintains customer loyalty (1996)

The information man-
agement in order to
achieve loyalty

M. Ots,
G. Nyilasy [13]

An audience driven business process of strategically man-
aging stakeholders, content, channels, and results of brand
communication programs (2015)

An audience driven stra-
tegic management of all
communications

and other communication tools and integration of all sepa-
rate messages (2006)

E.A. Sotnikova, | The planning and realization of all MC forms needed for | The MC planning, uni-
M.E. Zyikova brand, service or company promotion in order to support | fied positioning

[14] unified positioning (2009)

A.A. Romanov, The kind of communication and marketing activity that | Synergy in communica-
A.V. Panko differs in its synergetic effect, emerging as a result of op- | tions and marketing,
[15; 11] timal combination of advertisement, sales promotion, PR | optimal combination of

all company messages

E.N. Holubkova
[16]

The integration of all the MC elements that effects all the
transactions between organization and its present and po-
tential customers (2003)

Integration of all MC
elements, efficiency in
all transactions

T.O. Primak [17]

Identifies the integration of components of marketing
communications. It distinguishes three levels of the syner-
getic effect: the effect of the interaction of the structural
elements of a single marketing message, the effect of the
integrated use of marketing communication tools, the ef-
fect of the communication resources of all elements of the
enterprise's management system (2003)

Integration of MC, its
synergetic effect, com-
plex use of MC tools for
maximum efficiency

tion and public (2013)

E.V. Romat The concept of marketing communication planning, pro- | Concept of MC plan-

[18; 294] ceeding from the necessity of the assessment of strategic | ning and the strategic
role of MC separate tools (advertisement, PR, sales pro- | assessment of its tools
motion, direct marketing) (2002)

S.V. Kozlov The independent management function on establishment | The establishment and

[19; 13] and maintenance of communications between organiza- | maintenance of commu-

nications

Note. Complied by the authors.
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The reviewed definitions led to determination of main conditions of IMC formation. However, there is
no unified approach to the scientific definition on IMC concept. According to the mentioned authors the fol-
lowing main components of IMC can be highlighted:

— Planning and coordination of marketing communications;

— Consistency of marketing activity;

— The developing communications between all parties involved,;

— Combined application of marketing communications;

— Synergy of marketing communications; unified positioning;

— Strategic analysis of marketing communications;

Therefore, the scientific literature analysis shows that IMC are based on following principles:

— IMC integrate the business strategy as a whole for the formation of the unified and consistent mes-
sage;

— Coordinate all the marketing activities of the company in complex application of marketing commu-
nications;

— Establish a contact with customers and all audiences, creating a dialogue;

— Build communications in a way that influences the individual customer in order to build loyalty.

In the formation of IMC the main components appears to be the mutual support and integration of all
elements. Joint communication activities cause an effect exceeding its simple addition. IMC aim is to
achieve the synergy, which is one of the ways to increase the efficiency of marketing activities. Synergism is
the excess of cumulative effect of communications used for company’s product promotion over the effect of
separate communication components [15; 33].

According to P. Kotler synergetic effect is the effect of cooperation of the integrated marketing activi-
ties of different kind united by one purpose. A. Broderick adds that synergy is achieved with the use of mar-
keting communication elements by their mutual support. In the result the general effect of cooperation can
exceed the effect caused by its separate components [20; 6] (Fig. 1).

The reviewed IMC formulations resulted in identification of its following aims:

Communication P , . L.
S Econommic efficiency Strategic efficiency
efficiency - = /
i N
Ensuring clarity, Promotinga brand,
consistency and ‘x\chie‘!ing maximum || =ervice or CO]]]P any to
maximuin economic efficiency ensure a unified
communication impact positioning
N 7
Providinga clear, 4 . h
consistent and Evaluation ofthe
persuagive message _ strategic role of ;
about the organization =] lscpa ate_ means o
and its products marketing
communications.
. >

Figure 1. Integrated marketing communications aims formulations

In our view, the focus on the specified aims defines its essence. The achieving of communication effi-
ciency implies qualitative, persuasive transmission of a unified message about the product or company to the
target audience. The main criteria for communication effectiveness are the increasing consumer awareness,
strengthening intention to purchase and direct support in the acquisition of goods. The company's economic
efficiency means maximizing profits as a result of marketing activities in the framework of IMC. By strate-
gic efficiency we define the ability to strategically plan and analyze marketing activities of the company by
combining and integrating various elements of marketing communications.

Therefore, integrated marketing communications (IMC) constitute a system of information and com-
munication impact on the target audience, which results in a synergy from the integrated application of mar-
keting communications tools and the integration of all separate messages of the company.
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Traditionally, there are several elements in the marketing communications, which are in constant inter-
action between company and its external and internal environment. These elements include according to ad-
vertising, sales promotion, sponsorship, public relations, direct marketing, and personal selling (D. Pickton
and A. Broderick, P. Kotler, K.L. Keller, J-J. Lambin). According to S.l. Tannenbaum it also includes logis-
tical support [21; 37].

Some additional tools can be added due to development of means of communications as well as the di-
vision of traditional tools into several elements to distinguish the difference. These tools are packaging, word
of mouth, point of sales, E-marketing and exhibitions, sponsorship.

The Figure 2 shows the most important marketing communications tools.
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Figure 2. Tools of the integrated marketing communications system

The use of these tools allows defining some integrated system of marketing communications of company.

The basic tools (the basic means of goods and services promotion) of the integrated marketing commu-
nications system in accordance with the mentioned definitions are:

— advertising - is any paid form of non-personal communication, presentation and promotion of ideas,
goods or services by an identified sponsor [22];

— public relations is an indirect promotional tool whose role is to establish and enhance a positive image
of an organization and its products/services among its various audiences;

— sales promotions is the use of short-term incentives to encourage the purchase or sale of a product or
service. Achumba I.C. adds that the displays, trade fairs and shows are the vital tools of sales promotional
activity;

— personal selling is personal presentation by the firm’s sales force for the purpose of making sales and
building customer relationships [23].

Supporting marketing communications (promotion of the company in the marketing environment) are:

— sponsorship - the activities that the company finances in order to create daily or special contacts with
the brand,;

— corporate identity expressed through all of company contact with public: including the design, exhibi-
tions, point of sales, documents, packaging;

— most of the marketing communications influence potential consumers through informal opinion, word
of mouth, by positive feedback sent by customers to their closest associates.

Some marketing communication tools cause an immediate reaction in a measurable market (e.g. personal
sales). Other instruments are difficult to measure, but effect for a prolonged period of time (e.g. PR) [24].

A consistent dialogue with the target audience is also achieved though the Internet that includes web
pages, social networks, mobile applications. Table 2 presents the features of traditional and online advertising.

As shown in the Table 2 there are differences between channels and means of promotion, which include
traditional and those developing in the Internet. The use of advertising tools in the Internet provides company
an immediate response from targeted and other audiences to ongoing communications and product promo-
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tion. It gives opportunity to communicate the way it meet the expectations and preferences of consumers
within the framework of integrated marketing communications strategy. That strategy is focused on estab-
lishing interaction with potential consumers and assumes the parallel use of various communication chan-
nels, which also include online communication. According to K.L. Keller there are many ways to combine
different traditional and new communication options available today [25].

Table 2
Comparative characteristics of the traditional and Internet advertisings
Traditional advertising Internet advertising
Non-personal information Personalized content; dialogue between company
and target audience
On-way communication Immediate response
Uncertainty in terms of the effect meas- | Measurable effect
uring
Noticeable and aimed to persuade High level of trust
Advertiser is known Advertiser is known
Addressed to the public at large Messages for target audiences

Note. Complied by the authors.

Hence, electronic or online word of mouth (eWOM) has become an important factor in consumer buy-
ing decisions along with traditional recommendations. eWOM is an interpersonal communication in which a
sender spreads a message to receivers by the Internet. Consumers trust eWOM more than advertisements, as
they regard their peers as more reliable than companies. As such, companies receiving favorable eWOM
have a better chance to increase sales. Although eWOM is implemented by consumers, companies can initi-
ate eWOM campaigns for marketing communications. It has become increasingly important for companies
to utilize electronic word of mouth (eWOM) in their marketing campaigns for desired product sales [26].

In our view, there following trends in the development of integrated marketing communications:

— extension of relationship marketing strategies within the IMC;

— coordination of tools of marketing communications with technologies, especially through Internet;

—shift in the concept of a communication aimed at several different audiences with the consistent posi-
tioning of the product /service /brand;

— evaluation of the efficiency of a IMC complex;

—most of marketing communications influences potential consumers through informal opinion, when
consumers give positive feedback to their associates.

Communications should be considered as forming part of a marketing mix. Communications have cer-
tain information impact through which the company maintains communication with consumers. The impact
is a complex one and involves two levels: communications of goods/services promotion and communications
of company’s image formation (Table 3).

Table 3
Types of marketing communications
Types of marketing Means of formation of integrated
No. S . L Result
communications marketing communications

Communications of Advertising, sales promotion, Formed for distribution of the infor-

1 goods/services promo- direct-marketing, word of mouth mation in order to increase sales and at-
tion tract new clients

Communications of PR, sponsorship, corporate Formed for creating a positive image

2 company’s image for- identity, online promotion. of the company in the opinion of clients of
mation competitors and employees.
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The use of communication influence at all levels allows company to cover the most of existing and po-
tential customers, advertise the services provided, maintain a positive image among employees, competitors,
suppliers, thus creating a system of integrated marketing communications.

The analysis of researches in the field of integrated marketing communications determined their main
components, objectives, and identified various opportunities in the application of marketing communica-
tions. There are some main tools of the IMC system in accordance with existing approaches. However, we
can add according to the studies such components as increased involvement of employees in conveying mes-
sages to consumers and using the opportunities of the Internet. Current market conditions and the level of
information technologies development determine the further development of the IMC theory.

The use of IMC helps company to gain a competitive advantage, increase profits, and positively influ-
ence consumers, due to the strengthened communications with them and at the same time effectively, in the
use of funds and information resources, as the result of the application of marketing communications tools
increases. IMCs require complex approach; however, it brings significant benefits by influencing customers
and increasing the company effectiveness on different levels.
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A.T. Tney6epaunona, 3.C. CabnenbexoBa

Keme}mik MapKeTI/IHFTiK KOMMYHHUKANUAJAP TYKbBIPbIMAaMaCbl MEH Ma3MYHBbI

3amMaHayH HapbIK JKarAaiiblHIa KOMIIAHMSHBIH THIMII KOMMYHHKAaLUMsUIapbl OHBIH 09CeKeKaOLIeTTiNiriHIg
Heri3ri mapTrapbIHbly 6ipi 6okl Tabbutaael. OHBI THICTI MalianaHy MeH 0acKapy TYTBHIHYIIbIFA dCep eTYIIH
MYMKIHAITH Herizzer, COHBIMEH KapbIM-KaThIHAC KypyFa  KeMeKTecesi. MapKeTHHITIK
KOMMYHHKalUAJIapAbIH JOCTYPJi KYPBUIFBUIAPBIMEH KaTap, KOMIAHHUSHBIH Xa0apiamachiH KiGepyniH
3aMaHayd oJiCTepi KapacThIpJbi, oyapiasl kebipek «client-oriented» »xome «personalized» Goybina
MYMKIHIIK TYFbI3a[bl. ABTOpJap HHTETpalMsIaHFaH MapKETHHITIK KOMMYHHKALHSIAP TYXKBIPHIMBIHBIH
HETi3ri KypaylibUIapblH KapacThIPbIIl, OHBIH KOCIIOPBIHHBIH MapKETHHT JKYHECIHIer1 pelli MeH MaKcaTTapblH
AHBIKTa/1bl. MapKETHHITIK KOMMYHUKAIMSUIAP/IbIH HETI3ri KYPBUIFBUIApbl, COHBIMEH Karap oJapibl Kazipri
TaHJAa THIMAI NaiiflayaHy MYMKIHIITi 3eprrenreH. bynm omic TyTeIHymBDIapMeH aepOec e3apa KapbIM-
KaThIHACTBHI KAMTAMaChI3 €Till, 0JIADMEH KOMMYHHKALMs OPHATY/a )KOFAphl HOTHKEre KOJDKETKI3Yre CenTirin
THTi3eai.

Kinm  co30ep: wmapkeTuHr, OIpiKKeH MapKeTHHITIK KOMMYHHKAaUWsUIap, KEHICHIIK MAapKeTHUHITIK
KOMMYHHKaIUIApAbIH TETIKTEPi, CHHEPTHs, HHTePHET-)KapHaMa.

A.T. Tney6epaunona, 3.C. Cabnenbexoa

Konuenuust u CoAECpKaHUEC KOMIIVICKCHBIX MAPKETHUHIOBbLIX KOMMyHl/IKaIIl/Iﬁ

D¢ peKTUBHBIE KOMMYHHKALUM KOMIIAHUHU SIBJISTIOTCS OJJHUM M3 OCHOBHBIX YCIIOBHH €€ KOHKYPEHTOCIOCOOHO-
CTH B YCJIOBUSIX COBPEMEHHOTO PbIHKA. X 0IKHOE NPUMEHEHHE U yNpaBlieHne 00yCIOBINBAET 3HAUUTEIIbHBIE
BO3MOKHOCTH BO3JICHCTBMS Ha MOTPEOMTENs M BBHICTPaUBAHME C HUM B3aUMOOTHOLIeHWH. Hapsnmy
C TPaJIUIIMOHHBIMA HHCTPYMEHTaMH MAapKETHHIOBBIX KOMMYHHMKAIMH B CTaTbeé PAaCCMOTPEHBI COBPEMEHHEIE
HOJXO/bI K Mepeaue COOOLICHHsT KOMITaHHH, MO3BOJISIONINE caenaTh ux Ooiee «client-oriented» u «personal-
ized» (KIMEHT-OPUCHTHPOBAHHBIMU H IIEPCOHAIN3MPOBAHHBIMY). BBUIH PacCMOTPEHBI OCHOBHBIE COCTaBIISIO-
Iyie KOHIENTHl MHTETPHPOBAHHBIX MapKETHHIOBBIX KOMMYHHKAIW, BBIIENICHBI HX POJIb M IIEJIH B CHCTEME
MapKeTHHIa MPEeNpUATHNA. PaccMOTPEHbI Takke OCHOBHBIE MHCTPYMEHTBI MapKETHHIOBBIX KOMMYHHUKAIUN M
COBPEMEHHBIC BO3MOXKHOCTH HX 3((EeKTUBHOrO mprMeHeHus. Takoil moaxon mo3BossieT obecreduts Oonee
NEPCOHANTM3UPOBAHHOE  B3aUMOJCHCTBME W JIOCTMTHYTh OOJNBIIErO  pe3ysibTara B KOMMYHHKALHAX
C IOTPEOUTEISAMH.

Knrouesvie cnosa: MAapKETUHI, HWHTECTPUPOBAHHBIE MAPKETUHIOBbIE KOMMYHUKAIIUHA, WHCTPYMEHTBI
MapKETUHI'OBBIX KOMMyHI/IKaHI/IIjI, nepcoHaimsanus, CMHEPIrus, UHTCPHET-pECKIIaMa.
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