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 Advertising and promotion define the two components of marketing 
communication, regardless of the medium used to deliver the message. 
Advertising-like messages are designed to  ‘ turn ’  the target audience is 
toward the brand, building brand awareness and positive brand attitude, 
and promotion-like messages aim to  ‘ move ahead ’  the brand by stimu-
lating an immediate brand purchase intention. 

 In our discussion of advertising and promotion in the last two chap-
ters we talked about each in terms of the traditional mass media generally 
associated with them. In this chapter we turn to some of the other ways in 
which advertising-like messages and promotion-like messages can reach 
their target audience. This will include the so-called  ‘ new media ’  as well as 
other more non-traditional media, personal selling, and public relations. 

 In November of 2005, the  Wall Street Journal  reported on ten trends 
they felt were reshaping the advertising industry ( Vrancia, 2005 ). The 
first is mobile marketing, which we shall address later, where adverts as 
text messages are sent directly to individual cell phones. Elaborate online 
campaigns now marry brand pitches with high-tech entertainment. For 
example, they describe a scenario where someone opens an e-mail that 
presents a fictional newspaper with a headline reading:  ‘ Another slaying 
at Datadyne HQ ’ . There is a link that sends you to a video of an autopsy, 
and the camera pans down to a tag on the toe of the body with the per-
son ’ s name. A video game from Microsoft ’ s Xbox is then advertised, with 
an invitation to send the link to a friend. If the link is forwarded, the per-
son ’ s phone rings and a recorded message from the video game ’ s heroine 
announces, ‘ The job is done ’ . An e-mail then arrives from the heroine with 
a picture of another dead body, but with their friends name on the toe tag. 

 Product placements are now finding their way into the plots of enter-
tainment programming. Innovative ways are being used to involve 
consumers in games or contests. Packaging and design are becoming 
more important. Adverts are now appearing in videogames. Spending 
on video game advertising was expected to grow from US $100 million 
in 2004 to more than US $500 million by 2007 ( Interactive Advertising 
Bureau, 2004 ). Niche marketing is being directed to specific cultures and 
beliefs, with one executive of a firm that deals with predicting trends 
suggesting that ‘ the culture is the new media ’  ( Vrancia, 2005 ).

 New ways that are targeting consumers will permit customizing adver-
tising, if not to individuals, at least to some common household denomin-
ator. Advertising is incorporating innovative new ways of delivering 
adverts, everything from single-advertiser issues of magazines to adverts 
with microchips embedded in them allowing for sound. And finally, as 
a result of all the changes in media, companies are looking outside of trad-
itional marketing communication agencies, working with more groups, and 
giving assignments to smaller firms. This, of course, makes integrated mar-
keting communication (IMC) even more important for effective communi-
cation of a brand ’ s message; and, unfortunately, more difficult ( Figure 6.1   ). 

 It is interesting to note that most of these trends in advertising 
involved non-traditional media; and those that do involve using more 
traditional media do so in very unique ways. 
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   ■    New media 
 There is no question that technology is changing the way in which people 
live. Inevitably this means new opportunities for marketing communi-
cation and how it might be used in an IMC campaign. As this section is 
being written, the world of Internet advertising has moved well beyond 
banner adverts; and mobile marketing has begun to make an impact. As 
you read this, things may have moved well beyond what we are about 
to discuss; just as what we are talking about here would not have been a 
part of a textbook written just 5 years ago. 

 Nevertheless, the really important point to bear in mind is that while 
 ‘ new media ’  will continue to evolve and new means of delivering messages 
will be introduced, those messages will still be made up of text, audio, and 
visuals. Media changes, but how the mind processes the message remains 
the same. The strategic planning process remains the same. New media is 
only that; new ways of delivering a message to a brand ’ s target audience 
that may or may not make sense as part of the brand ’ s IMC program. 

  Internet 
 Global spending for advertising on the Internet was around US $18 bil-
lion in 2005, up over 28% from the previous year. This compared with 
around US $147 billion for television advertising, up about 4% ( Wall 
Street Journal , 28 August 2006 ). Estimates are that online expenditures 
could grow to US $150 billion by the year 2015 ( Guth, 2005b ). Much of 
this growth is expected to come from web video adverts. While currently 

1. Sponsoring content and sending text messages directly to cellphones

2. Elaborate interactive e-mails integrating advertising-like messages and high-tech
entertainment

3. Weaving product placement into plots of entertainment programming

4. Engaging consumers in games or contests

5. Attention to importance of product and package design, even for low- and mid-priced
brands

6. Advertising in video games

7. Marketing to a specific culture and its beliefs

8. Better targeting: ‘addressability’

9. Innovative ways of presenting advertising in print

10. Using more specialized agencies

 Figure 6.1 
    Advertising industry 

trends. Source : 
Adapted from the 

Wall Street Journal , 
21 November, 2005    



129New media and other IMC options

accounting for only a small proportion of web-adverts (around 2% in 
2005), it is expected to grow significantly over the decade. 

 Yet, while Internet advertising shows strong growth, overall advertis-
ing spending has not experienced much growth over the same. If budgets 
experience the kind of cuts seen in the late 1990s and early 2000s, online 
advertising is likely to get hit just as hard as more traditional advertising 
( Guth, 2005a ). Another potential roadblock to growth is the dislike of pop-
up adverts. Users dislike pop-up adverts more than any other format, yet 
it is also the fastest-growing type of online advertising ( Oser, 2004 ). 

 Despite the fact that the Internet is huge, the top 50 web companies 
account for nearly all Internet advertising spending, with most going to 
Yahoo, Google, AOL, and MSN. Like other media, this is largely a func-
tion of size, and the number of visitors they deliver. Daily user visits in 
2005 ranged from 2.9 million at Google to 4.0 million a Yahoo ( Angwin
and Delaner, 2005 ). Google is testing the idea of offering diversified 
advertising, which would put them in direct competition with news-
papers and online classified listing services. They now automatically 
scan the e-mail of their Gmail users (a free service Google offers), making 
money by charging advertisers each time a user clicks on their advert. 
Advertisers bid against each other in an online auction to have their 
adverts appear when a certain word appears in a search query. 

 Widgets, which are small computer programs that allow people to 
incorporate professional-looking content into their personal web pages 
on desktop computers, are seen by many major marketers as the next 
generation of advertising on the Internet. They see sponsoring widgets 
as a promising way to reach consumers because they integrate advertis-
ing onto their web pages. Widgets are considered a better approach than 
banner adverts and less annoying than video that takes over the screen. 
As of this writing, widgets are the only way a brand can get inside My 
Space pages. Reebok, for example, created a widget that allows users to 
display customized RBK shoes for others to critique ( Steel, 2006 ).

 Some other ways in which the Internet is being used to deliver online 
advertising include delivering advertising-like messages via video 
games; online radio where listeners can respond to an advert by clicking 
on a box at the station site to be directed to the advertised brand ’ s Web 
site; entertainment programming created for the Web that weaves prod-
uct endorsements into the storyline; the ability to stop video and click 
to purchase clothing worn by the actors; and in-text advertising, appear-
ing on some mainstream journalistic Web sites, where a pop-up advert 
appears when the cursor is moved over a keyword. 

 Streaming video is also used to offer mini-movies where a brand fea-
tures prominently. These videos are often cutting edge, and can quickly 
create an incredibly strong  ‘ buzz ’ . BMW, on their BMWfilms.com site 
(separate from their home page), offer short streamed films produced 
by well-known producers and directors, and with well-known actors 
( Silberer and Engelhardt, 2005 ).

 In addition to advertising on the Internet, promotion-like messages 
and specific incentive promotions are delivered on the Web sites such as 
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Fatwallet.com send out daily early-morning e-mail alerts for online bar-
gains; sites like GottaDeal.com provide information about mail-in rebate; 
and sites such as CouponMountain.com and CouponCraze.com make it 
possible to print out coupons for both store and online retailers.  

  Mobile marketing 
 The new millennium saw an expanding use of Web-enabled mobile 
handsets. This was especially true in Scandinavian and Asian countries. 
While banner adverts appeared on cell phones as early as the year 2000 
on the Pacific Rim, it did not immediately catch on in other areas because 
major carriers in the US and Europe feared it would not be acceptable 
to their customers. A recent study ( Katsukura et al., 2005 ) reported that 
in the early 2000s, for example, roughly 55% of people in Japan had 
signed up for Internet access on their cell phones compared with only 
12% in the US. But by the mid-2000s, major cell phone networks in the 
US (Sprint Nextel and Verizon) and the UK (Vodafone Group) had intro-
duced advertising on their wireless information and entertainment ser-
vices ( Yuan and Bryan-Low, 2006 ). This was encouraged by advances in 
phone technology. Early cell phones were designed solely for calling, not 
downloading. But cell phones now offer large colour screens and data 
connections making them much like small computers. 

 The  Mobile Marketing Association (2005)  in the UK has defined mobile 
marketing as:  ‘ The use of the mobile medium as the communications and 
entertainment channel between a brand and an end user. Mobile market-
ing is the only personal channel enabling spontaneous, direct, interactive 
and/or target communications, any time, any place. ’  But as pointed out 
by  Vittet-Philippe and Navarro (2000) , mobile marketing involves much 
more than simply mobile telephoning. The key is the target audiences ’
willingness to receive adverts on their mobile devices. 

 Advertising on mobile devices such as cell phones appeals to marketers 
because they can tightly targeted their messages, as well as control message 
environment and time of exposure. Additionally, the potential exists for bet-
ter tracking of message exposure, and the construction of a database. Much 
like direct marketing (which is discussed in the next chapter), effective 
mobile marketing must be driven by consumer data ( Peltier et al., 2003 ). 

 An interesting application of mobile advertising involves one of the 
oldest forms of advertising, outdoor. Outdoor advertising, in fact, has 
become the second fastest-growing form of advertising, behind the 
Internet. Billboards now have the ability to electronically beam informa-
tion to cell phones. 

   ■    Sponsorships and event marketing 
 Sponsorships play an important role in IMC, and involve a company 
or brand providing support for an event, organization, cause, or even a 
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particular individual. In return, the company has the right to display its 
brand name or logo, linked to the sponsored activity or individual, and 
to use the sponsorship in their other marketing activities. This makes 
sense for the company ’ s brand because it enables them to be presented 
in a favourable environment where it has the potential of benefiting from 
an already favourable attitude toward the sponsored activity. Of course, 
the sponsored activity or individual must be viewed positively by the 
brand ’ s target audience. Otherwise, it makes no sense. 

 Event marketing is similar to sponsorships, differing only in that with 
event marketing a company supports a specific event rather than an 
on-going relationship. In effect, event marketing is a one-off sponsorship. 
For example, supporting a Tsunami Relief Concert would be event mar-
keting, compared with sustained support of an organization dedicated 
to helping victims of natural disasters, which would be sponsorship. 
Sponsoring the World Cup would be event marketing; supporting a par-
ticular team throughout the season, sponsorship. In Europe especially, 
brands are major sponsors of football teams. In fact, worldwide most 
sponsorships involve sports ( Meenaghan, 1998 ).

 Unfortunately, while there are obvious potential benefits to spon-
sorships and event marketing, there is very little evidence that they 
have a measurable effect upon sales or a company ’ s stock price. With 
sponsorships, there is always the risk of negatively perceived over-
commercialization, or a negative association resulting from problems 
tied to the sponsored activity or individual. 

 The Olympic Games, perhaps the most  ‘ sponsored ’  event in the world, 
illustrate these potential problems. In the run-up to the games, one is 
inundated with messages from  ‘ official sponsors ’  of the games, as well as 
tie-ins with specific athletes that are participating in the games. If there 
are incidents that lead to negative publicity with a sponsor or Olympic 
athlete, it could dampen enthusiasm for the games. A disappointing per-
formance by a country ’ s team could re-bound negatively upon a spon-
soring brand. Many studies have in fact shown very little positive lift 
from Olympic Games sponsorships ( Crimmins and Horn, 1996 ; Kinney
and McDaniel, 1996 ;  Miyazaki and Morgan, 2001 ).

 Nevertheless, if well conceptualized, sponsorships and event market-
ing can make a positive contribution to IMC. The key here is the same 
as with all other marketing communication: establish brand awareness 
and effectively build positive brand attitude. With brand awareness, 
the event or individual should have a clear association with the product 
(ideally), or the category need should be immediately linked to the brand 
name or logo. 

 To facilitate building positive brand attitude, there must be a clear 
association between the sponsored activity or individual and the primary 
brand benefit. Beer and sporting events make sense together because 
beer is associated with sports, and those attending sporting events are 
likely to be beer drinkers. The positive emotional benefits associated with 
sporting events by their fans will transfer to the brand. Tea and sport-
ing events would not make sense. Nor would high-fashion brands like 
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Channel or Gucci make sense sponsoring sporting events, but a sports-
wear brand like LaCoste, perhaps. LaCoste would certainly fit with golf 
or tennis, but not formula one racing or NASCAR. The brand manager 
must ask if there is a good  ‘ fit ’  between the brand and the event; just as 
the event manager should ask if there is a good  ‘ fit ’  between the event 
and the brand ( Gwinner and Eatin, 1999 ).

   ■    Product placement 
 Product placement may be defined as the reference to or actual inclu-
sion of a product or service within some context in return for payment 
or other consideration. That context may be anything from movies and 
television programs to video games or even books. While generally 
referred to as product placements, in actuality, of course, one is talking 
about brand  placement. Nonetheless, we shall use the more common 
term, product placement. 

 There are many issues surrounding the use of product placement, 
including ethical concerns and whether or not they are effective.  Rossiter
and Bellman (2005) , for example, take a strong stance against the use 
of product placement, going so far as saying they are  ‘ ethically con-
temptible ’ ; because there is no guarantee the audience will understand 
an attempt is being made to persuade them. Even if the audience does 
understand, they argue it is unethical because there is an  intention  to 
deceive on the part of the marketer. 

  Sutherland (2006)  expresses concern that regulatory agencies such as 
the Federal Communications Commission in the US and the Independent 
Television Commission in the UK are paying less attention to prod-
uct placements, even as their use increases. His point is that product 
placements could warp the public image of what brands are popular 
(among other things) because people are not likely to make the con-
nection between a brand appearing in a movie or video game and the 
fact that the marketer paid to have it there. He fears a  ‘ slippery slope ’  
where this lack of attention by regulatory bodies will see us move from 
the correct  ‘ communication in camouflage ’  to  ‘ persuasion by proxy ’  to 
 ‘ cash for comment ’ . It was not until the mid-2000s that the European 
Parliament ’ s culture committee gave approval for product placements. 
Yet despite this, not all the EU countries are keen to adopt it. In the UK 
product placement has long been a controversial issue, and even with EU 
approval adoption is not expected in the near term. Even though many 
US television shows are seen in the UK, product placement in that pro-
gramming is pixilated (digitally blurred out) ( Hall, 2007 ). 

 Beyond the ethical concerns, there is an issue of whether or not product 
placement works. There are certainly many anecdotal stories about the 
effectiveness of product placements. An oft-told story concerns the 1986 
movie Top Gun  where Tom Cruise is wearing Rayban Aviator sunglasses. 
It is said that this led to a turn-around in the company ’ s fortunes, which 
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before the release of the movie was in financial difficulties ( Fischer, 1996 ). 
Nevertheless, there are few empirical studies of product placement, and 
those that have been conducted are not encouraging ( Johnstone and 
Dodd, 2000 ).

 Assuming product placement can be effective,  how  the brand is placed 
will have an obvious impact. If a brand is clearly seen being used by a 
celebrity or specifically talked about, the potential effect will be greater 
than if it is simply part of the background ( Semenik, 2002 ). If well placed, 
the most likely effect will be raising brand awareness and salience. But 
even this will require  conscious  attention to the brand. 

 The likelihood of product placement positively effecting brand attitude 
for significant segments of a brand ’ s target audience is much more prob-
lematic. Even though the actual cost of a product placement in absolute 
terms is likely to be less than that for other forms of marketing commu-
nication, it is difficult to predict whether or not any positive effect will 
offset the cost of the placement. The key to effectiveness is the number of 
people consciously  aware of the brand and positively associating it with 
the environment within which it is placed. While there may be implicit 
processing of the brand ’ s placement, this will have  no  effect upon brand 
attitude or behaviour ( Percy, 2006 ).

 To be effective, product placements must stimulate explicit positive 
associations in memory with the celebrity or environment linked to the 
brand, and within the correct emotional context. If this occurs, the place-
ment should contribute to brand attitude, because the audience may feel 
as if it has had a personal experience with what is going on. But this is 
a lot to ask of all but the most rabid fan of the principle actor or setting 
involved.

 In any event, product placement does have the potential to build brand 
awareness and contribute to brand attitude. But it must be seen within a 
context consistent with the brand ’ s positioning, attended to consciously, 
and positively linked to the appropriate emotional and explicit mem -
ories, as with any other effective marketing communication. 

   ■    Packaging 
 Packaging is a critical element in IMC. Even though there is evidence 
that marketers are coming to realize that packaging is an important part 
of a brand ’ s identity ( Walczyk, 2001 ), the powerful role packaging can 
play in building and reinforcing positive brand attitude and equity is 
often underestimated by managers ( Southgate, 1994 ).

 In a study among brand managers,  Chareonlarp (1997)  identified 
a number of key emotional and psychological benefits associated with 
packaging. Basically, the findings may be summarized as the ability to 
attract attention and providing an expression of a brand ’ s image: in other 
words, brand awareness and brand attitude, the key communication 
objectives for all marketing communication. And as with all other forms 
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of marketing communication, the visual elements of a package, its ‘ mes-
sage ’ , should differentiate it from competitors. 

 Well-designed packages can attract attention at the point-of-purchase, 
a critical attribute for any product where the brand purchase decision 
follows from recognition brand awareness. Studies by the  Point-of-
Purchase Advertising Institute (2000)  have shown that over 70% of brand 
awareness decisions in supermarkets are made in the store. A package, 
if effectively linked to the brand in the consumer ’ s mind as a result of 
other marketing communication for the brand (especially advertising), 
and if visually impactful and unique relative to competitors, will be eas-
ily recognized at the point-of-purchase. Given the large number of pack-
age facings in a store vying for attention, packaging must be able to  ‘ cut 
through ’  the competitive clutter. 

 But there is much more packaging must do. It should help reinforce 
the brand ’ s image and key benefit. For many products the package is 
always there when the product is being used, providing an on-going 
reminder of the brand and an opportunity to reinforce its primary bene-
fit. Products ranging from cold remedies to breakfast cereal to toothpaste 
to washing-up powder are used  from the package . In a sense, pack -
aging operates as post-purchase advertising.  Rossiter and Bellman (2005) 
capture this idea in their definition of packaging, suggesting it may be 
thought of as ‘ take-away or leave-behind ’  communication vehicles. The 
advert shown in Figure 6.2    for Wyke Farms cheddar offers a very good 
example of how a product ’ s package can be used to reinforce the brand ’ s 
benefit. The advert underscores the brand ’ s key benefit: it ’ s  Just Delicious . 
The package clearly reinforces this benefit. Every time the package is 
seen or handled, from the store to the refrigerator to serving, the con-
sumer is reminded that Wyke Farms cheddar is  ‘ just delicious ’ .  

   ■    Trade shows and fairs 
 Trade shows and fairs fall somewhere between promotion and personal 
selling. Promotional incentives of some kind are often used to encourage 
attendance at trade shows and fairs, they are advertised through various 
media, and direct contact is made with customers and potential custom-
ers at the company ’ s booth. Literally every industry has a trade show of 
some kind. They can be especially important for small marketers unable 
to advertise, and they play a significant role in the marketing communi-
cation for industrial companies. It has been estimated that between 20% 
and 25% of an industrial marketer ’ s communication budget is spent on 
trade shows ( Gopalakrishna and Williams, 1992 ). 

 Because of the personal interaction afforded by trade shows and fairs, 
they offer marketers a number of opportunities ( Shipley et al., 1993 ). They 
provide a chance to identify and meet new customers, as well as entertain 
old ones. New products can be introduced, and existing products dem-
onstrated. They also help raise the salience of a company and to enhance 
its image: brand awareness and brand attitude. The key advantage is that 
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 Figure 6.2 
    A very good example of how a package can be used to reinforce a brand ’s benefit, in this 
case ‘Just Delicious ’. Courtesy : Wyke Farms    
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this may be all done in a relatively short period of time, and among nearly 
all of one ’ s existing and potential customers. But as with all other forms of 
marketing communication, the trade show or fair, as well all of the adver-
tising and promotion associated with it, should be consistent with other 
on-going IMC efforts. 

 There is some debate about the effectiveness of trade shows and fairs, 
even though there is no question that they provide a good opportunity 
for marketers and customers to meet in an environment where the one 
is imparting information and the other seeking it. Some have shown that 
they generate awareness and interest, leading to sales ( Gopalakrishna
and Williams, 1992 ), while others have questioned their value altogether 
( Sashi and Perretty, 1992 ). 

 Many define effectiveness in terms of leads generated that result 
in sales ( Sharland and Balogh, 1996 ). This is certainly in line with one 
way managers who are heavily involved in trade shows and fairs look 
at it ( Blythe and Rayner, 1996 ). Yet  Shipley et al. (1993) , as well as others, 
have found that the non-selling aspects of trade shows and fairs are 
highly valued by the managers involved with them. The problem would 
seem to be that there frequently are no set criteria for success, and this 
is complicated by no good measure of cost effectiveness. Additionally, 
when assessing trade shows and fairs managers are apt to look at them 
in isolation rather than as part of an overall IMC program.  

   ■    Personal selling 
 In this section we are not so much interested in personal selling as such, 
but rather with the role of the salesperson in delivering and reinforcing a 
brand ’ s positioning and marketing communication. How to be an effect-
ive salesperson is a subject for another book (e.g.  Cialdini, 2001 ). 

 Personal selling may be looked at in terms of direct contact with con-
sumers or a link to resellers or dealers in business-to-business marketing. 
In fact, personal selling is often the primary (if not only) form of market-
ing communication for industrial marketers. In either case, the message 
delivered must be consistent with that of the overall marketing commu-
nication program. It will differ from most other forms of marketing com-
munication in an IMC program because the message moves  directly  from 
the marketer to an individual member of the target audience, providing 
an opportunity for interaction and modification of the basic message to 
address specific target audience concerns. 

  Rossiter and Bellman (2005)  talk about personal selling in terms of 
six basic types: regular retail selling, small business selling, trade sell-
ing, high-end retail selling, technical selling, and telemarket ing. The first 
two they describe as ‘ passive ’ , where the sales exchange is largely ini-
tiated and controlled by the customer. The other four are  ‘ active ’ , initi-
ated by the salesperson and where both the customer and salesperson 
are involved in controlling the exchange (see  Figure 6.3   ). It is only these 
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 ‘ active ’  types of selling where marketing communication messages are 
involved.

 The principal advantage of personal selling, from a marketing com-
munication standpoint, is that it involves a two-way interaction between 
the salesperson and the customer, unlike the one-way communication of 
other marketing communications (with the exception of that involving 
interactive media). Personal selling provides an opportunity for custom-
izing the message for an individual customer, and as mentioned above, 
the opportunity to adapt the message during the customer–salesperson 
interaction. Because of this, attention to, and involvement with, the mes-
sage is likely to be high. Personal selling also offers a chance to dem-
onstrate product benefits that might be difficult or even impossible to 
effectively convey with other forms of marketing communication. 

 The key advantage of personal selling in marketing communication 
unfortunately leads to its primary disadvantage, especially for IMC. 
Because of the flexibility and multiple delivery sources (the different 
salespeople) it is difficult to maintain message consistency. And given the 
nature of personal selling, relative to other ways of delivering a message, 
it is expensive and has a low reach. These advantages and disadvantages 
associated with personal selling in IMC are summarized in  Figure 6.4   . 

Passive selling Where the sales experience is initiated and controlled
by the consumer

Active selling Where the sale is initiated by the salesperson, and
both customer and salesperson are involved in
controlling the experience

 Figure 6.3 
    Passive versus active 
personal selling    

Advantages • Two-way interactions and the opportunity to adjust message
during presentations

• Opportunity to customize message
• Ability to demonstrate product

Disadvantages • Difficult to maintain message consistency
• Expensive relative to other forces of marketing communications
• Low reach  Figure 6.4 

    Advantages versus 
disadvantages of 
personal selling    

 Integrating personal selling into the development of IMC strategy 
can be difficult, for in many companies the sales force is not part of the 
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marketing department, especially for consumer packaged goods. As 
 Dewshap and Jobber (2000)  point out, in packaged goods companies 
retailers are the brands for the sales force, unlike for marketing man-
agers where the product is the brand. The focus is different, and they 
have separate budgets. Nevertheless, personal selling must be considered 
part of IMC planning, using a message that is consistent with a brand ’ s 
other marketing communication. 

 In recent years there has been a realization that retaining existing cus-
tomers is a more profitable strategy for the sales force than seeking new 
customers (not that a company should quit trying to gain new custom-
ers). This is what relationship marketing  is all about. It also means that, 
with more long-term relationships in mind, there is a greater opportunity 
for personal selling to be used in reinforcing a brand ’ s message. 

 While the ultimate objective of personal selling is to convince the tar-
get customers to stock or purchase the brand, like all marketing commu-
nication the message must address brand awareness and brand attitude 
objectives. With personal selling, the brand awareness objectives will be 
recognition. For brand attitude, there is a key difference. As already dis-
cussed, one has the opportunity of adjusting the message to maximize 
interest in the brands ’  benefit for a specific target customer. 

 Much personal selling is directed to the trade or in straight business-
to-business situations, where the purchase motive is likely to be nega-
tive and an informational brand attitude strategy required. Additionally, 
the purchase decision is likely to be high. This means the salesperson 
must understand the target customer ’ s  initial attitude  toward the brand 
because that understanding will be critical to framing the message for 
acceptance. The personal, interactive nature of personal selling allows for 
a certain amount of probing to ensure a good understanding of how the 
target audience sees the brand. 

 Interestingly, in these high-involvement cases, even if objectively a 
brand can deliver its key benefit better than the target customer believes 
it can, the salesperson should not try to convince them it will. They are 
not likely to believe the stronger claim, even if it is true. As long as the 
prospect is generally positive about the brand, talk about the benefit at 
the customer ’ s level of belief. Research has shown that if when used a 
product turns out to deliver a benefit better than anticipated, overall 
brand attitude will increase  ( Kopalle and Assuncão, 2000 ). This results 
from the difference between the anticipation and actual delivery of the 
benefit.

 But one must be careful here in the case of the trade. While getting the 
trade to stock a brand will likely involve negative motives, and an infor-
mational message strategy to ‘ close the sale ’ , this may not be the case for 
the brand. When talking about the brand itself  and its key benefit, if the 
purchase decision by consumers for the brand reflects positive motives, 
the message about the brand must incorporate a transformational strat-
egy consistent with its overall marketing communication brand attitude 
objective. In other cases, especially when personal selling is direct to the 
consumer (e.g. with high-end luxury goods), when the motive driving 



139New media and other IMC options

the purchase decision is positive, the message strategy should be transfor-
mational. Here one need not be as concerned with the target customer ’ s 
initial attitudes toward the brand, and the salesperson should feel free to 
present the brand in the best possible light. 

   ■    Public relations 
 Where public relations, or as it is more commonly referred to, PR, fits 
within IMC is not an easy question to answer. Part of the reason is that 
neither academics or practitioners seem to offer a consensus as to the 
role PR plays with regard to an organization and its marketing activities. 
 Rossiter and Bellman (2005)  talk about PR as a ‘ general term now for all 
forms of manufactured publicity ’ , but that does not get us very far. Many 
would argue, for example, that  ‘ publicity ’  is only one part of PR. Is the 
advice a PR agency provides corporate management  ‘ publicity ’ , or the 
speeches they write for a CFO to give to the financial community? What 
about help with employee relations, or lobbying activities? 

 From a marketing standpoint, the word  ‘ publicity ’  is perhaps a good 
choice. But many PR practitioners would like to distance themselves 
from any association with  ‘ marketing ’ . They like to see what they do as 
more concerned with enhancing the image and reputation of an organiza-
tion. The Institute of Public Relations defines PR as ‘ the planned and 
sustained effort to establish and maintain goodwill and mutual under-
standing between an organization and its publics ’ . While this defin -
ition would seem to distance PR from consumers and marketing, with 
an emphasis more upon the organization, obviously one of a company ’ s 
most important ‘ publics ’  is the consumer. And as we saw in Chapter 3, 
an organization ’ s image and reputation cannot be separated from the 
marketing of its products or services. 

 Regardless of how one chooses to define PR, it plays an important 
part in the marketing communication mix, and the messages it delivers 
to various ‘ publics ’  must be consistent with the message delivered by 
more traditional marketing communications. While some PR activities 
are clearly outside of the normal strategic planning for IMC, whatever 
activities are undertaken on behalf of an organization should take cog-
nizance of the overall marketing communication program for that com-
pany ’ s brands. While in this chapter we are only concerned with those 
areas of PR that have a direct effect upon marketing issues, we must 
still keep this in mind. Regardless of the PR activity, to the extent that it 
reflects upon the image and reputation of an organization or its products, 
it should be consistent with the overall IMC program. 

  Public relations strategy 
 One might think about public relations strategy in terms of being either 
proactive  or  reactive. Proactive  PR involves planned activity designed to 
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draw positive attention to a company and help build a positive image. 
This could include such things as cause-related marketing or  ‘ green ’  mar-
keting. The BP (British Petroleum) campaign from the mid-2000s focus-
ing upon alternative energy sources is a good IMC example. Not only 
was PR involved in its traditional role, but corporate advertising was 
also used to underscore the company ’ s activities in seeking energy alter-
natives to petroleum.  Reactive  PR results when a company experiences 
negative publicity and must deal with ‘ damage control ’ . This reflects 
what in social psychology is known as impression management, where 
one seeks to protect one ’ s self by maximizing positive associations while 
minimizing negative associations.  

  Advantages and disadvantages 
 There are both advantages and disadvantages to using PR in market-
ing. Advantages include such things as low cost, the ability to reach 
very specific target audiences, avoiding  ‘ clutter ’ , and message credibil-
ity. (see  Figure 6.5   ) Compared with other forms of communication, PR is 
much less expensive to use both in an absolute as well as relative source. 
Primarily, this is because there are no direct media costs involved. By 
its nature, PR activity can be directed to very specific target groups, and 
has the ability to reach highly segmented publics effectively. Because 
PR messages are not delivered via traditional media, they avoid the 
clutter associated with advertising-like messages. And because they 
are not seen as  ‘ advertising ’ , PR messages are likely to be seen as more 
credible. 

Advantages • Low cost
• Reach highly specific targets
• Avoid clutter
• Message credibility

Disadvantages • Lack of control over message
• Target audience may not link message to brand

 Figure 6.5 
    Advantages and 

disadvantages of PR    

 On the other hand, there can be disadvantages associated with using 
PR. Perhaps the greatest potential problem with PR is the lack of con-
trol. There is rarely a guarantee that a message will be exposed; and if it 
is, that it will necessarily be presented in the way the company desired. 
Also, owing to the fact that PR is not seen as ‘ advertising ’ , the target 
audience may not make the desired link between the message and the 
brand or company. 
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    Marketing public relations 
 In the mid-1990s it was estimated that 70% of PR activities were related 
to marketing ( Harris, 1993 ). It was at this time that Thomas Harris intro-
duced the term marketing public relations (MPR) to describe PR activ-
ities in support of marketing objectives. There is every reason to believe 
that the proportion of PR activities that could be described as MPR is 
even greater today. Harris specifically defined MPR as  ‘ the process of 
planning, executing, and evaluating programs that encourage purchase 
and consumer satisfaction through credible communicators of informa-
tion and impressions that identify companies and their products with 
the needs, wants, concerns, and interests of consumers ’ . In a sense, MPR 
helps define and communicate a brand ’ s positioning, and Harris ’  defin-
ition outlines just this point. 

 When we discuss positioning in Chapter 11, we will see that effective 
positioning requires linking a brand with a need (defined as  category  need, 
a perceived need for a product in a particular category); and also linking 
the brand with a desired benefit. MPR, by identifying a company and its 
products with particular needs is helping to provide the link between a cat-
egory need and the brand; and by identifying a company and its products 
with a want, links the brand with a desired benefit that satisfies that want. 

 This understanding of PR as MPR becomes even more important for 
companies that utilize source or endorser branding strategies. With such 
branding strategies, the company name is part of the brand name and 
acts as an endorser or guarantor for the product, as we have seen. When 
Nestlé adds its name to its Crunch bar, in a very real sense it is contribut-
ing Nestlé ’ s image and reputation to the brand. The potential importance 
of MPR here is obvious. Any PR that helps build and nurture Nestlé ’ s 
image and reputation enhances the image of the Crunch brand. On the 
other hand, PR for Mars is unlikely to effect the image of Snickers unless 
one knows that it is made by Mars. Snickers is what is known as a  ‘ stand-
alone ’  brand, as discussed in Chapter 2. 

 In any event, MPR must be seen as consistent with a brand ’ s overall 
marketing communication, and ideally reflect the same visual and verbal 
 ‘ feel ’ . This is why MPR must be considered within IMC strategic plan-
ning. When these objectives are achieved, the link between the MPR 
messages and the brand will be easily recognized, and help build posi-
tive brand attitude. The coordination between MPR and other elements 
of a brand ’ s marketing communication is critical. 

 Some of the ways in which MPR can contribute to achieving a brand ’ s 
overall communication objectives is through such activities as: media 
relations, corporate communication, sponsorships, events, and perhaps 
its most important activity, publicity. Maintaining good  media  relations 
helps to ensure a more likely acceptance for things like company press 
releases and feature stories, but it requires an on-going nurturing of edi-
tors and journalists. Corporate communication  involves much of what was 
discussed in Chapter 3, and includes not only corporate advertising and 
directed communication to specific stakeholder groups, but also things 
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like internal communication and company newsletters. Both sponsorships
and events  may be initiated as part of MPR, just as discussed earlier where 
they were more directly involved in brand marketing communication. 

Publicity  is what most people think about as PR, and it is by far the 
most frequently engaged in PR activity. In fact, publicity in one form or 
another is likely to be involved along with most other forms of MPR. 
Often people think of publicity as ‘ free advertising ’ , especially since it 
uses mass media to deliver its message. An argument can certainly be 
made that MPR is (or should be) an advertising-like message, but it is 
certainly not free. There may not be an actual media cost, but there is 
an on-going cost for media relations in order to ensure the message will 
be broadcast and given favourable exposure. There are also costs for 
developing the message, and overall management. And of course, unlike 
advertising, there is no control over the content or when and how the 
message will be delivered. 

 Publicity does have the advantage of being seen as more objective than 
advertising because it is generally viewed as ‘ news ’  or information rather 
than an attempt at persuasion. While it is likely to reach far fewer people 
than other forms of marketing communication, it will likely be more 
persuasive among those who are reached. A Nestlé program for Nescafé 
provides excellent example of what we have been talking about. In 2002 
they were involved in co-founding the Sustainable Agriculture Initiative, 
a group to work with local farmers in developing sustainable approaches 
to growing coffee. As a part of this program, in addition to providing 
technical agriculture assistance to farmers, they were also involved with 
improving worker housing, health care, and education. Out of this effort 
they are marketing Nescafé Partners ’  Blend, which is, as the label says, 
 ‘ coffee that helps farmers, their communities, and the environment. ’  
It is also reflected in a Web site, growmorethancoffee.co.uk.  Figure 6.6    
illustrates one way they are reinforcing the program with advertising, 
and the strong package reflecting the message. 

  ■   Buzz marketing 
 While not exactly PR as such, buzz marketing is the term given to a new 
trend in word-of-mouth brand communication that emerged in the mid-
2000s in an effort to better reach younger consumers. Companies were 
created to actively enlist the help of  ‘ ordinary people ’  in talking about 
specific brands. One such company in the US (BZZ Agent) recruits people 
from the Internet to talk about their client ’ s brands to friends and fam-
ily. They are given free samples of the product, along with an outline 
of things they might say. For example, 3000 of these  ‘ bzzagents ’  may be 
given a sample of a new perfume fragrance and asked to wear it, and to 
encourage people to talk about it. While they are encouraged to identify 
themselves as part of a marketing campaign, the ‘ buzz ’  created neverthe-
less has more credibility than traditional advertising because it is coming 
from someone who is known. 
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 Figure 6.6 
    An excellent example of publicity reinforced by advertising where Nestlé talks about a joint 
program with they were involved in initiating with coffee growers in El Salvador.  Courtesy : 
Nestlé, published in Good Food  Magazine    
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 Figure 6.6 (Contd.)  
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 Figure 6.7 
    A good example of a campaign to create buzz for a brand.  Courtesy : OMD and Henkel 
Got2B   
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 A campaign for Henkel Got2B provides a good example of how buzz 
can be used in the launch of a new product with only a small media 
budget. Aimed at young people, the brand produced a commercial 
jointly with MTV, using one of their well-known VJ ’ s as a spokesperson. 
This provided a strong, credible source for the brand ’ s message, and put 
them in a perfect position to generate interest and word-of-mouth among 
teens and young adults (see  Figure 6.7   ). 

 In other ways companies are using their web sites to encourage enter-
taining interactions to generate positive word-of-mouth about their brand. 
There are even auditing services that track  ‘ buzz ’  about a brand on blogs. 

  In this chapter we have looked at alternative ways of delivering advertising-like and 
promotion-like messages. More and more, marketers are looking at non-traditional ways of 
delivering their message. While still a relatively small portion of the money spent on market-
ing communication, the so-called ‘ new media ’ , especially the Internet, has shown dramatic 
growth. This growth, however, has been largely limited to the very largest Internet pro-
viders like Yahoo, Google, AOL, and MSN. 

 Advertising-like messages delivered through the Internet now go well beyond simple ban-
ner adverts or home pages, and are they being more targeted for interactive. Keywords used 
in searches and e-mail can now trigger related adverts. Promotions too are delivered over 
the Internet, with some web sites devoted only to online promotions. Mobile marketing ena-
bles advertisers to send messages directly to cell phones and other wireless mobile devices. 
With prior permission from cell phone users, messages can be highly targeted and exposure 
tracked. It is even possible to direct messages to cell phones from outdoor billboards. 

 Other alternative ways of delivering marketing communication include sponsorships 
and events, although there is little evidence that they offer a good return on investment. 
Nevertheless, when used within an IMC program they can help in building brand aware-
ness and positive brand attitude. Product placement is another area of increasing use, but 
one that has aroused ethical concerns. There is also some questions as to their likely effect-
iveness. One non-traditional medium that does offer real potential, yet too often overlooked 
by managers, is packaging. For many products, especially fmcg, packaging offers an excel-
lent opportunity for reinforcing not only the brand name but also the brand ’ s primary bene-
fit. Trade shows and fairs provide a very personal way of delivering a brand ’ s message, and 
are widely used, especially by industrial marketers. 

 Personal selling is an area that is often overlooked in terms of IMC, yet it offers a good 
opportunity for reinforcing a brand positioning and message. The key is that the message must 
be consistent with the IMC message for the brand. It has the obvious advantage of personal 
interaction with consumers, which opens up the potential for customizing the message. But this 
obvious advantage can also lead to problems, because it is difficult to maintain consistency. 

 PR too should be considered as part of an IMC program. But it must fit within the overall 
brand communication strategy, even when it is addressing specific corporate communica-
tion issues. This idea has been talked about as MPR. It has the advantage of not being seen 
as advertising, but also the potentially serious problems associated with a lack of control 
over message content and how it is delivered.  

Summary
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   ■    Review questions 
1    How is new media involved in IMC? 
2    Do you feel the Internet or mobile marketing will emerge as the 

stronger new medium for IMC? 
3   How would you use mobile marketing as part of an IMC program?  
4    Discuss the ethics of product placement; and discuss their 

effectiveness.  
5   Why is the package an important venue for advertising-like 

messages?
6   What are the strengths and weaknesses of trade shows and fairs 

for consumer packaged goods brands? What about for business-to-
business marketers. 

7   What role does personal selling playing in an IMC campaign? 
8   How can public relations be used successfully in IMC? 
9    What is the biggest weakness of public relations in terms of IMC, 

and how can this be overcome? 
10   Find examples of buzz marketing, and discuss whether or not you 

think it works for the brand. 
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