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Integrated Marketing

TO STU DY MO RE' “’”“‘Communications

David Pickton » Amanda Broderick

‘One of the most important books I've ever read — PrinCipleS Of Marketing

Si m ' an indispensable guide to thinking clearly about the world
: p y NINETEENTH EDITION
Put Philip Kotler
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“Brand is not what you say it is.

It's what they say it is.”

Marty Neumeier 7/
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INTRODUCTION

* In new companies, managers are sometimes
too busy for planning.

* In small companies, managers may think that
only large corporations need planning.

* In mafure companies, many managers argue
that they have done well without formal
planning, so it cannot be very important.




INTRODUCTION
CUSTOMER

* Managers may argue that the marketplace AN L:?II-S I 5
changes foo fast for a plan to be useful. But, the A[}UE TI1SI HG
opposite is truel MAR ET

SALE|S
* It forces the company to sharpen ifs objectives PR HMG Iﬂ H

and policies, leads to better co-ordination of FI"FE . E
company efforts, and provides clearer ¥
performance standards for control. T AFIQ g..% HNET

“It encourages systematic thinking”



TYPES OF PLANNING

is a short-term plan that describes the

’

Marketing Plan

describes the primary factors and is USUCI”)’
forces affecting the organization during the next several
years. It includes the , the and mostly

used to attain them and the
. Long-range plan is reviewed and updated each
year so that the company always has a current long-range
plan.

is the process of developing and
maintaining a strategic fit between the organization's
and its



WHAT IS MARKETING PLAN?

A marketing plan is a document that @ 0
. Vision \
lays out the marketing efforts of a
Ideal Cllent Brand

business in an upcoming period, which - /
is usually a year. It outlines the = IQ /’"77Marketing <G]
marketing strategy, promotional, and Salos Tools \\f\ Plan Goals
advertising activities planned for the

period. E§j //

Action Plan Marketing
Strategy

N



PLANNING PROCESS

Planning begins with a complete analysis of the
company's situation.

Then, the company decides what to do with each
business unit and marketing planning involves
deciding marketing strategies that will help the
company attain its overall strategic objectives.

ACT

Implement the
Best Solution

CHECK

Study
Results

Implementation turns strategic plans into actions that will achieve

the company's objectives.

Control consists of measuring and evaluating the results of plans
and activities, and taking corrective action to make sure objectives

are being achieved.

PLAN

Identify Your
Problems

DO

Test Potential
Solutions

Implementation




ELEMENTS OF A MARKETING PLAN

* Market research

* Current business marketing positioning
* QOutline of the business target market
* Marketing strategies

* Competition

* Marketing mix

* Marketing activities

* Key performance indicators (KPls)

* Marketing budget

* Monitoring and performance mechanism

* Executive Summary



MARKET AND SITUATION ANALYSIS

Economic environment

Here you should look at the factors that affect your
consumers’ purchasing power and spending patterns.

* What is the economic environment that you are o { Economic
operating in? _ \ Factors

* |s it a growth, recovery or recession?

f -
| Economic \

* Will it be easy to find staff? Growth
°* What is the current interest rate? Is it increasing or (
decreasing? Income &

! Employment J




MARKET AND SITUATION ANALYSIS

Social environment

* What are the social and demographic trends?
* Is the population aging?
* Are family structures changing?

* Are there changes in the level of education?



MARKET AND SITUATION ANALYSIS

Technological environment

The technological environment changes
rapidly. You need to make sure that

you are aware of trends in your |
industry and other industries could M Falls to the floor Falls to the floor
affect your business.

New technologies create new markets
and can influence your consumers and

competitors. Break the screen Break the floor




MARKET AND SITUATION ANALYSIS

PORTER'S FIVE FORCES MODEL

THREAT OF
SUBSTITUTE PRODUCTS

What are your competitors doing?

How many competitors do you have?

What is your advantage over your competitors?
What are the trends in your industry?

Are there new entrants in the market?

Has a substitute product been introduced?

Are there changes in industry practices or new
benchmarks to use?

BARGANING BARGANNG
i < | hetd
CUSTOMERS)

THREAT OF
NEW ENTRANTS



MARKET AND SITUATION ANALYSIS

Consider the political environment for the
areas that your business will trade and
operate in.

* Is there a stable political system?

* Are there any licences and regulations
that you should be aware of?

* Do you need to win support to be able to
operate?




MARKET RESEARCH FINDINGS ./ | A

» Statistical analysis * Summary

» Objective conclusions » Subjective conclusions
* Surveys, Experiments | *Interviews, focus
groups, observations

i i titati Qualitative
Provide an overview of your market research gt Research
findings. This could include:
* products and services and their customer fit
. Understanding what
* customer profiles we do and how we
do it
* customer characteristics B ) __
Applying creative “m: r fsraakthmuaf;\
* customer needs and wants e Y
_'//
* brand TOM, recall and recognition Understanding what
others do and how
Y do

Brand Recognition

Benchmarking




MARKET SEGMENTATION

teenage

Although all of your customers use men

your product or service they will

value different aspects of it such as Women's Clothing
. . women

price, design, or ease of access. Market

You can segment your market by

customers that have shared valuves.

Clothing
Market

f }PW* e I N
?32% il o=

1 Women's Evening Women’s Outdoor
R Dress Market

Clothing Market



SEGMENT CHARACTERISTICS

Each segment will offer growth and profit opportunities so the trick is to

deliver the best offer to the best segment.

You can profile your target segments using such categories:

Geographic: ex: location, population size or climate.
Demographic: ex: age, gender, family size, family life cycle or income.
Psychographic: ex: social class, lifestyle, motivation or personality.

Behavioural: ex: product benefits, frequency of use or brand loyalty.

Social Economic Class

20



Geographic Sociographic

Target
Psycho- D _
graphic Market g;r;r?ic

Behavioral

Marketing
Targets
(Brand Image)

Market Targeting

SUCES2mee
SerienNddes
od“eﬁ\sk Lo

POLITICAL

ECONOMIC 2 032:\;\%6“ \W\o%°

TECHNO- . € t
LOGICAL Lot st \ o) A ! a,‘
pr o

PRODUCT
PRICE
PLACE

PROMOTION
and more!

Market Segmentation Market Positioning .



MISSION STATEMENT

This is a statement of your businesses purpose, what you want
to achieve. Your mission statement should be market
orientated. It often includes a general description of the
organization, its function, and its objectives.

* Disney’s could be “We create happiness by providing the
finest in entertainment for people of all ages.”

* IKEA’s is “To offer a wide range of well-designed, functional
home furnishing products at prices so low that as many
people as possible will be able to afford them.”

* Tesla’s is “to accelerate the world's transition to sustainable
energy.”




VISION STATEMENT

A vision can be defined as a mental picture for the future.
This is a statement that tells the employees what the

organization values and wishes to achieve or become. A -. M ic rosoft
vision gives a road map that an organization would like to .

meet in the reserved fufure. It helps in creating a common
identity and a shared sense of purpose.

* Microsoft: We strive to create local opportunity, growth, ®
and impact in every country around the world In e
* LinkedIn: Create economic opportunity for every member

of the global workforce.

* Meta: Give people the power to build community and bring
the world closer together.



[a mission statement is a roadmap for the company's
vision statfement ]

- Mission statements describe the current purpose a company serves. The company's
function, target audience, and key offerings are elements that are often mentioned in
a mission statement.

* Vision stafements are a look into a company’s future or what its overarching vision
is. The same elements from the mission statement can be included in a vision statement,
but they'll be described in the future tense.

24



OBJECTIVES

= GULTURE DIVERSITY

SOCIALCOHESION 4
el

P> SUSTAINABLE HUMANITY'S LEGACY FOR
L DEVELOPMENT FUTURE GENERATIONS =

, an objective can be defined as a specific aim or goal.
* Objectives should be detailed, explicit and they should be challenging.
* An objective should have a particular time horizon.
* They should be flexible enough so that if changes are required.
* Objective are meant to be attainable, measurable and understandable.

* They are meant to achieve of the organization’s mission and vision

25



| VISION & OBJECTIVES

A R T

S M

Specific Measurable | Achievable Relevant Time-bound
- State what - Provide away | - Within your - Makes sense - State when
you'll do to evaluate scope within your job you'll get it

_ _ : funcion done
- Use action - Use metrics - Possible to
words or data targets accomplish, - Improves the - Be specific
attainable business in on date or

some way timeframe

26




Vision: refers to a

future position of an

VISION & OBJECTIVES

Vision: can be
achieved, but it takes
a considerable

Vision: is very vast
and is comparatively

long term. Definitions

amount of time.

an organization has a
single Vision often

Achieva bilii‘y Specificiiy knowrtl <:s the tvision
statement.

The key difference between a vision and an objective is
that while a vision can seem distant and broad, an
objective is much more specific and easily achievable.

Organizaiionn



SWOT ANALYSIS

A SWOT analysis will look at the organization’s internal strengths and
weaknesses and external opportunities and threats.

* Strengths are the organization’s competitive advantages that are not

easily duplicated. They represent the skills, expertise, and efficiencies that
an organization possesses over its competitors. ®

STRENGTHS

» Weakn esses are impediments found in the operations of an organization,
and they stifle growth. These can include outdated machinery, inadequate

working capital, and inefficient production methods. eI
* Opportunifies are prospects for growth in the business through the )

adoption of ways to take advantage of the chances. They could include

entry into new markets, adopting digital marketing strategies, or following

new trends.

* Threats are external factors that can affect the business negatively, such

as a new powerful competitor, legislative changes, natural disasters, or
political situations. 0



SWOT ANALYSIS

SWOT samples

Strength
® superior customer service

Weakness

poorly trained staff

e excellent store location e undifferentiated product or service
® a unique product ® poor stock management system
Opportunity Threat
e entering a young developing market ® new competitor entering your market
e introduction of a government grant to|e new regulations

increase consumption of your product (eg:|e increased trade barriers

solar power) ® sanctions

e acquiring distribution rights for a
complimentary product

29



COMPETITIVE ADVANTAGE

“If you don’t have a
competitive advantage,

is an
advantage over
competitors gained

P offering don’t compete.”

consumers
than
competitors offer.

JACK WELCH
legendary CEO
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COMPETITIVE ADVANTAGE

*Overall cost leadership RENAULT

Lowest production and
distribution costs

* Differentiation

Creating a highly
differentiated product line
and marketing program  Mercedes-Benz

Pampers -

Strategy is about setting yourself
apart from the competition. It's not
e Focus a matter of being better at what you

do - it's a matter of being different
at what you do.

Effort is focused on serving [LAMBORGHIN ) ERSHEYS
‘3 ; BN | AR
a few market segments ZERO 8

| Easylife

BE
— Michael Porter, —

LLLLL
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You're capable of

more than you think.

You can build your
dream home
on a budget.

You can feel at home
anywhere you go.

!"?'» You think different
and need tools that don’t
hold you back.

y

o
SSares y
N7

Simple moments
together matter.

If your loved ones matter,
we’ve got your back.

A a) abi A4S Gl Al
&8y 42 (Core Message)
N e g la% 43 iy

.= (Brand Slogan)
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BRAND POSITIONING STATEMENT

The statement : Example: Harley Davidson is...
The only (category) The only motorcycle manufacturer
that (differentiation characteristic) that makes big, loud motorcycles
for (customer) for macho guys (and “macho wannabees”)
in (market geography) in the United States
who (need state) who want to join a gang of cowboys

during (underlying trend). in an era of decreasing personal freedom.
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FUNCTIONAL STRATEGIES

Existing markets Market penetration Product development

New markets Market development Diversification

Related Unrelated
Diversification | Diversification

y
‘ g

L_
D
N

1

i



MARKETING MIX OUTLINE

The ‘4Ps’, or the Product Promotion Price Place
marketing mix, : = : :
. - Variety Advertising Profit margin Growth rate
is a description : : S :

. Quality Promotions Price list Sales forecasting
of the strategic : : :

- Design Personal selling Discounts Market share
position of ¢ F Publici All Channel
product in the : ec:ures o u icity : owc:mce.scI . annels
marketplace. rand hame vdgeting strategy ayment periods overage

Packaging Credit terms Locations

Services Inventory
Guarantee Transport

“Marketing Mix is the set of controllable variables that the firm can use to influence the buyer's
response”

Philip Kotler

39



PRODUCT

a , or idea is what satisfies
the needs of the customers.

are often service based
like tourism.

We can evaluate a product by its , el — <Gl e
, , | veen \ famous qu"ofe about the Model T
( ) was, "Any customer can have

a car painted any color that he wants, so long

as it is black.”

is a perceptual, conditional and somewhat subjective

attribute and may understood differently by different people.
Customers may focus on a specific association of product quality or
how it compares to competitors in the market ( ).

40



PRODUCT & BRAND

* Navigation
Branding Primary Functions e Redssurance

* Engagement

Brand Architecture

Branded House House of Brands  Hybrid /Endorsing Brand

i L 1
111 I 11 1T
PPUL 0AXY UWO




BRAND STRATEGY MAIN ELEMENTS

If we compress all we have said and would have
done about our brand in one WORD

It is action-oriented and
gives readers an idea of

What we fjo > what your business does

for. who with and what impact it wants

which to make.

competitive Positioning

advantage Statement

What is our ambition for

What are the Brand the future of our brand
facts and which should be enough
assumptions of Essence BIG but SMART
our brand Functional &
benefits Emotional

Benefits

Our beliefs that we will stand
If our brand was a Personality for it in our whole brand life
person, what would be
him/her personality

duration to internal and

external stakeholders
42



BRANDING PROCEDURE

brands
influence

perception

perceptions
Iy o drive T 3
behavior

2: clarifying

strategy

behavior _
A succinct, cantral theme

hits the that captures what the
bottom line brand aspires to do

A handful of the most
compelling ideas the brand
should stand for

“org plgment®

e o5 (Crther ideas that add textura
Mended eleme™ to the brand, such as

perscnality

3: designing 4: creating N 5: managing
identity touchpoints assets



BRAND TOUCHPOINTS

Stop pretending there’s a difference
between “online” and “real life.”
Every aspect of our lives has an online
component.

Annalee Newitz
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* Most expensive stage (research, ...)

PRODUCT LIFE CYCLE

Launching a new product

and sales are low

Strong growth in sales and profits
in production

Invest more money in the promotion

* Maintain the built up market share A

* Product modifications for competitive

advantage MATURITY

R&D or INNOVATION

* Market share start to shrink (saturation
or switch)

INITIAL STAGE PRODUCT LIFECYCLE ® GETHOW.ORG

* Less promotional cost

* Less-expensive production methods

46



PRICE

The amount of money charged for a product or Pricing decision considerations
service, or the sum of the valves that consumers

exchange for the benefits of having or using the Intfernal factors ] External factors ]
product or service. h 7 ’
. o Nature of market and
Marketing objectives
U ) I demand
g ™ g ™
] ) .. Marketing mix Competitors costs, prices
Of all the aspects of the marketing mix, price is the | strategies |1 and offers
one, which creates sales revenue, and the most r N , >
. Cost Other environmental
oS
' A
Organizational
considerations )

47



PRICING APPROACHES

Cost-based pricing Vs. Value-based pricing Pricing Vs. Product quality level
Price

Cost-based approach .
> . Premium High value Superb value
= o
&
$ ¢
'g % Over charging Average Good value
s | S

Valve-based approach -};
g E Rip-off False economy Economy

48




PRICING STRATEGIES

* Market-Penetration Pricing
* Market-Skimming Pricing
* Product Line Pricing

* Optional-Product Pricing

* Product Bundle Pricing

* Captive-Product Pricing

Main Product

@» Price skimming == Price penetration

Price

Captive Product




PLACE

Channel choices in the
marketing mix and channel decisions involve o ONSUMER
to other firms. P e
AI RETAILER
R S
Qg’" C;b&'

i DISTRIBUTION
i CHANNEL

O PRODUCER

50



NUMBER OF CHANNEL LEVELS

* The number of intermediary
levels indicates the length of
a marketing channel.

Manufacturer Customer

“ Direct Channels

Customer

" |Indirect Channels

I

* Producers lose more control Manufacturer | ¥ Wholesaler _
and face greater channel
complexity as additional
Manufacturer . Wholesaler » Jobber .

channel levels are added.
51




COMPETITIVE STRATEGIES — MARKET LEADER

pu /
* Finding new users
* Discovering and promoting new product uses

* Encouraging greater product usage

= Continuous innovation P&(

* Profitability rises with market share Mcgonalld's




COMPETITIVE STRATEGIES — MARKET CHALLENGER

* High-risk but high-gain

* Sustainable competitive advantage
over the leader is key to success

= Full frontal vs. indirect attacks

al

I 5
e SERO BURGER
Bedss  KING

OS5

Unlearer



COMPETITIVE STRATEGIES — MARKET FOLLOWER

N

HUAWEI
* Learn from the market leader’s experience

* Copy or improve on the leader’s offerings KM



COMPETITIVE STRATEGIES — MARKET NICHER

Serving market niches means @

Ermenegildo
Zegna

MOTOR?

Good strategy for with

Offers

HARLEY-DAVIDSON

Specialization is key

By market, customer, product, or marketing mix lines




PROMOTION

Within the framework of the four Ps, promotion refers

primarily fo ] Advertising
o Online Sales
These communications use channels such as Marketing Promotion
4 4 4
4 4 or ;
think of it as any way marketers disseminate relevant i
. y. 4 . Word-of- Pr0m0t|0n Personal
product information to their target customers. S M Selling
IX
Some key questions that marketers need to answer
include:
. . Direct -
How will you reach your target audience? Marketing Publicity
. . Publi
Where will you send your marketing messages to your Relgti(')cns

target audience?

When is the best time to promote?
56
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MARKETING COMMUNICATION IS:

All the promotional elements of the marketing mix
which involve the communications befween an
organization and ifs target audiences on all matters
that affect marketing performance.

Marketing communications is a part of marketing just as advertising is a
part of marketing communications.

58



Communication Strategy is a plan for delivering a
message to Identified Target Audience.

Every Communication Strategy should
clearly identify three crucial factors:

These include the audience, the message,
and the channels via which the message
should be delivered.




COMMUNICATION PROCESS

Sender Message Media Receiver
Who? Says what? By which To whom? With what
means? effect?

The sender is the originator or source of the message. In practice, agents or consultants may
actually do the work on behalf of the sender.

The message is the actual information and impressions that the sender wishes to communicate.
The media are the ‘vehicles’ or ‘channels’ used to communicate the message without which
there can be no communication. Media can take many different forms.

The receivers are the people who receive the message.
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Public relations-
Advertising Overlap

placement

Public relations-
Personal selling Overlap

Events
management

Internet

Advertising-
Sales promotion Overlap
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THE IMC MIX MODEL

There are marketing communications
elements that may be categorized as
both Public Relations and Advertising (for
example, corporate advertising), both
Advertising and Sales Promotion (for
example, direct mail), both Sales
Promotion and Personal Selling (for
example, exhibitions) and both Personal
Selling and Public Relations (for example,
lobbying).

The IMC Mix Model does not try to include
every possibility but does identify the
major areas of marketing communications
listed by most writers on the subjedt.



WHAT IS MEDIA PLANNING?

Media planning consists of the series of decisions made
to answer these questions:

. do | need to reach?

*In should | place ads?

. should prospects see each
ad?

*In should ads appear?

*In and regions should ads appear?

° should be spent in each medium?
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MEDIA CLASSES

Above the line (ATL) vs Below the line (BTL)
* Newspapers

¢ Magazines Brand marketing Reach
W™ Frequency
* Television il Rating points

Outdoor (OOH)
Magazine

Brand lift

* Radio

* Direct Response

— c.ﬂ.nsumer

* Qutdoor
Trade marketing ROI

. o« e Sampling
Dlg ITGI Roads show Cost per lead

Event New customer
Direct mail
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MAGAZINES

v" Selective audience o Early material deadlines
v Fine color production O Lack a sense of immediacy
v Long life o Slow building of reach

v" Pass-along audience O Visual only

v" Controlled circulation O Low circulation

v High information content
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TELEVISION

v Audio-visual (sight, sound, © Short-lived messages

color and motion)
o No catalog value

v'Reach of selective and

O Clutter
mass markets

o High production costs

v Most exciting
O Low selectivity

v'Low cost per exposure

v"High Reach
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OUTDOOR

Reasons for Using Limitations |
: LT Y |
v"Wide coverage of local O Limited to simple S x v ==
markets (High Reach) messages moszme

v'Larger size print ad available o Little audience selectivity

v'Geographic flexibility o Creativity of message is

ke
v"Around-the-clock exposure Y

O Short exposure time

\/ . R
Builds brand awareness requires short ad

/ . . . .
Easily noticed O Local restrictions

v Location specific
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KPI'S

Sales Revenue

KPls (Key Performance Indicators) are quantifiable measures used
to evaluate marketing campaign performance. They are valuable
resources to make decisions and validate returns on your
marketing spend. Therefore, after planning and implementing a
marketing strategy, the final step is to measure its results.

Cost of Customer Acquisition
Customer Lifetime Value
Marketing ROI

Lead Conversion Rate
In order to choose efficient marketing KPIs, ask yourself the

following questions:

Marketing Revenue Attribution

* What is the core business in my company? Traffic to Lead Ratio

* What results do | need to achieve for my company to grow? Sales Team Response Time

* Do | want to sell more merchandise to generate leads or to Marketing Qualified Leads (MQL)

° ° 2
generate subscriptionss Sales Qualified Leads

Social Media Engagement



MARKETING BUDGET

The marketing budget ouflines the budgeted expendifure B
for the marketing activities documented in the marketing I

plan. It is mostly based on one of these categories: Email marketing  [x]
Buc.lgef., Percentage of sales, Competitors activities and social media g 8"
Objectives.

Website

Print advertising
It balances expenditures on marketing activities and wha

the organization can afford. It’s a financial plan of

marketing activities to be carried out, like, promotional
activities, cost of marketing materials, advertising, and so ey |
on N e corerpad AL ST

Online advertising m

The effectiveness of the marketing plan depends on the
budget allocated for marketing expenditure. The cosf of TV/Radio (J
marketing should be able to make the company break



ACTION PROGRAMS

Marketing strategies become specific action programs that answer the following questions:
will be done?
will it be done?
is responsible for doing it¢
much will it cost?

, the manager may want to increase sales promotion as a key strategy for winning
market share.

A sales promotion action plan should outline special offers and their dates, trade shows entered,
new point-of-purchase displays and other promotions. The action plan shows when activities will
start, be reviewed and be completed.
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MARKETING ACTIVITIES OUTLINES

Task Priority | Responsible Reason Budget Starting | End Time Considerations
Unit Point

Increasing Marketing Promotion Increasing the 20% 1- media 100,000 $ 1" of 15" of New product
Brand selection choice more selection Feb Sep launch is a must
Awarenes by customers than last 2- budget 2022 2022
s year allocation
3- ideation
Sales 1 Sales Place Compensation 30% in 1- fixing the 1,000,000 15" of 30" of Increasing the
increase of last year loss  volume price for 10 $ Jan Dec price of raw
compare months 2022 2022 material or
to last 2- 4 new salaries more than
year distribution estimation by 25%
channels
3-

advertisement
for new
product
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PERFORMANCE ANALYSIS

Performance analysis aims to look at the

documented in the marketing
plan.

An analysis of positive or
negative variance of revenue. A negative variance is
worrisome, and reasons should be available to explain
the cause of deviations.

An analysis of whether the
organization attained its target market share. Sales may
be increasing whilst the organization’s share of the
market is decreasing; hence, it is paramount to track this
metric.

An analysis of marketing expense to
sales ratio. This ratio needs to be compared to industry
standards to make informed comparisons.

Identify

Identify your specific KPIs to
benchmark success

Measure

Measure information from
collected data

Analyze

Analyze the performance for
issues and root causes
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MARKETING PLAN DESIGN PROCESS

Market Market SWOT

Analysis <

Segmentation Analysis
(PESTEL, ...)

e |

Brand ACIES Market
Objectives Vision > arke

Positioning (SMART) (SMART) Tqrgehr)g
Statement (SEC Analysis, ...)

Marketing Mix Marketing
Design Activities
(4 Ps) Outlines

Planning &
KPI’s

Budgeting

Performance Revise & Monitoring
Control Approvals Mechanism
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