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The Growth of Advertising and Promotion
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IMC Principles Extend Worldwide

+
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Contemporary IMC Approach
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The US Army Uses TV Advertising as 
Part of Its IMC Program

*Click outside of the video screen to advance to the next slide
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Dell Focuses on Building a Relationship 
With Customers
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IMC and Branding

Brand Identity is a 
combination of factors: 
Name, logo, symbols, 
design, packaging, 
product or service 
performance, and image 
or associations in the 
consumer’s mind.

Brand Identity is a 
combination of factors: 
Name, logo, symbols, 
design, packaging, 
product or service 
performance, and image 
or associations in the 
consumer’s mind.

2003 Brand Value
(Billions of Dollars)

1. Coca-Cola $70.5
2. Microsoft $65.1
3. IBM $51.8
4. GE $42.3
5. Intel $31.1
6. Nokia $29.4
7. Disney $28.0
8. McDonald’s $24.7
9. Marlboro $22.2
10. Mercedes $21.4

IMC plays a major role 
in the process of 
developing and 
sustaining brand 
identity and equity.

IMC plays a major role 
in the process of 
developing and 
sustaining brand 
identity and equity.
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Intel’s Advertising Helps Build Brand Equity

*Click outside of the video screen to advance to the next slide
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Coordinated Marketing Mix 
Elements Build Image
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Great Advertising Can Strike a 
Responsive Chord with Consumers

*Click outside of the video screen to advance to the next slide
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An Example of “B-to-B” Advertising
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Bose Uses Direct Response Advertising

+
© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/Irwin



Builds and 
Maintains 
Customer 

Relationships

Builds and 
Maintains 
Customer 

Relationships

Obtains 
Customer 
Database 

Information

Obtains 
Customer 
Database 

Information

Communicates 
and Interacts 
With Buyers

Communicates 
and Interacts 
With Buyers

Provides 
Customer 

Service and 
Support

Provides 
Customer 

Service and 
Support

Educates or 
Informs 

Customers

Educates or 
Informs 

Customers

A Persuasive 
Advertising 

Medium

A Persuasive 
Advertising 

Medium

A Sales Tool 
or an Actual 
Sales Vehicle

A Sales Tool 
or an Actual 
Sales Vehicle

Obtains 
Customer 
Database 

Information

Obtains 
Customer 
Database 

Information

Communicates 
and Interacts 
With Buyers

Communicates 
and Interacts 
With Buyers

Provides 
Customer 

Service and 
Support

Provides 
Customer 

Service and 
Support

Educates or 
Informs 

Customers

Educates or 
Informs 

Customers

A Persuasive 
Advertising 

Medium

A Persuasive 
Advertising 

Medium

A Sales Tool 
or an Actual 
Sales Vehicle

A Sales Tool 
or an Actual 
Sales Vehicle

Using the Internet as an IMC Tool

The
Internet

The
Internet

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/Irwin



American Airlines Encourages 
Customers to Do It All Online
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Advertising Versus Publicity
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DuPont Uses Advertising to Enhance 
Its Corporate Image
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1. A detailed situation analysis1. A detailed situation analysis

2. Specific marketing objectives2. Specific marketing objectives

3. A marketing strategy and program3. A marketing strategy and program

4. A program for implementing the strategy4. A program for implementing the strategy

5. A process for monitoring and evaluating performance5. A process for monitoring and evaluating performance
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The Marketing Plan
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