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Abstract
There have been significant developments in the marketing communications due to often changes in trends of businesses. Integrated Marketing Communication was introduced in late 1992 and it provided many opportunities to variety of businesses and organizations operating in the market. The thesis is based on to evaluate the effectiveness and efficiency of Integrated Marketing Communications in the marketing Environment. Since their have been changes that took place since integrated marketing communication was introduced as new concept. The Study will also focus on the importance integrated marketing communications and its tool in the planning process as well as its benefits. Over the period its importance has increased significantly and many business are adopting it as a change concept to practice their operations

It is the combination of advertising and personal relations and marketing to create profitable relations amongst stake holders and make the whole process feasible, flexible as well as cost effective. Integrated Marketing Communication has gained lot of importance in the current business world due to the reason it is cost effective and many of the businesses in today’s world are following this concept to increase the profitability and efficiency of there business.However this concept might not be acceptable to many business especially the ones who are not willing to accept it as up coming reality but with its increasing demand sooner then later it will be one of the most practiced concept in business world
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INTRODUCTION
The first chapter will include the introduction of the thesis and its study that will be carried out, initially the history and background of integrated marketing communications will be provided which will lead to concept of integrated marketing communication. After that the problem will be discussed along with the research questions and at the last stage of this introduction a precise outline will be described as well

History and Background of IMC

Marketing communication is one area which has seen many changes since its birth than any other marketing concept (Keller, 2001, p 819). There are number of new marketing communication tools available now days that has actually put the effect of traditional marketing techniques to decline. Since most of the organizations are using these tools of marketing communications now .Different tools such as personal selling, pubic relations, news paper, internet etc. All of these tools are very effective ways of communication but they need to integrate effectively as well to get the desired results out of the marketing campaign. There is no such rule, procedures that defines integrated marketing communication, it can be conceptualized and interpreted in many ways, this is one major reason due to which a lot of theories that are introduced contain different variants of it and are also applicable to different businesses.

Once a message is created and is sent to the receiver it is called marketing communication however if the message is sent to the receiver and just because of distortion or any other reason the message gets interrupted and the receiver is not able to understand it properly it is called as noise . It not only harms the receiver but also the medium through which the message has been sent (Duncan, 2002, Pg 30)
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The above figure 1.1 shows that the company wants to encode its message to the consumers through different communications mediums available such as News paper, mail, television, direct mail. Encoding does not only means that attributes of the product should be mentioned in such a way that consumers are able to understand it only but also it is very important to make sure that they have gained the attentions of target market . However the figure clearly suggests that the message is affected in the negative way due to its consistency which can be called as noise as well. If their was no noise their than the target audience would have been able to understand this message they way it was intended by the organization but due to inconsistency and interruptions it has taken a negative affect 

So there fore it is very important for organizations and marketers to understand the criticality of marketing communication tools and they have to make sure that the product they are promoting should not contain any barriers to communications resulting in noise 

Since there was increase in recent past about the noise factor in the marketing communication and there were number of problems that many organizations were facing due to distorted messages , miss understood messages the concept integrated marketing communication was introduced  . In, 1991, Don Schultz, Dick Christian, and Stan Tannen Baum were the people who came up with this concept of Integrated Marketing Communications. “The whole purpose was to Consolidate and integrate communications strategies to focus on one direction with respect to stake holders, consumers and businesses. So the organization overall strategy is focusing at one direction with respect to all the ingredients involved in the marketing concept” (Schultz., 1997, pg 8)
Research Objectives

The research is based on 

Identifying the significance of integrated marketing communications in planning process of marketing

Benefits of IMC for organizations and how they can be described.

 In order to have a better understanding on how organization use integrated marketing communications as part of their marketing communication process and what benefits they could possibly take by using its tools

Problem Statement

So the research study will be based on 

Understanding Integrated Marketing Communication as a part of marketing plan

What benefits that an organization can draw after doing comprehensive planning on IMC 
Integrated marketing communication does not means that an organization should be willing to do every thing for everyone and that is where many organizations take it wrong and do not succeed (Percy 1997, pg 5)
Significance of Study

Integrated Marketing Communication has become one of the vital communication tools in the current market scenario. Their are many organizations who are finding it really difficult to gain competitive edge over others through traditional marketing techniques. Traditional Advertising through television and regular marketing channels are on decline due to their cost. Integrated marketing communications is able to provide different other tools besides traditional marketing  to enhance marketing communications of organizations this includes personal selling  , packaging , direct sales , public relations , sales promotion , advertising, internet etc . These tools are key factors for increasing sales and persuading potential audience for making decision to purchase the product

To meet the needs of organizations as well as consumers and other stakeholders and to solve the communication barriers and problems different tools of integrated marketing communication act as solution for many organization. While planning marketing communications integrated marketing communication and its variants can act as a solution. The benefits of integrated marketing communication and its variants is that it allows the marketers to formalize a detailed plan which helps them to communicate their related messages through different mediums over a given time frame. By doing so it makes the messages more strategic and since there are different mediums for communication it gives them more space to be more creative with their messages so the audience can interpret it they way they want.

Scope of the Study
The research has been conducted within the compounds of Islamabad to gather the benefits and perception of integrated marketing communication with in the organizations today 
Literature Review

Integrated Marketing Communication is the whole of marketing, advertising and public relations. All of these three concepts are considered as a back bone of any organization and they are also the key determinants of any organizations product success or failure when introduced or launched in the market. Their is no such rule, procedures that defines integrated marketing communication, it can be conceptualized and interpreted in many ways. This is one major reason due to which a lot of theories that are introduced contain different variants of it and are also applicable to different businesses. Zero Based planning is one of the key strategies that marketers use to make integrated marketing communication plan a successful one

PLNANNING IN IMC
Integrated marketing communication planning consists of different stages but it is important to understand that due to vibrant and often changes taking place in the marketing world at the moment, the whole planning should be adjusted accordingly with respect to the market conditions and environment. “Since there are rapid changes taking place in the marketing environment so a marketer one should focus on zero based planning approach “(Duncan 2002 pg 202)

ZERO BASED PLANNING IN IMC

This planning process consists of eight steps in total which are applicable to almost all forms of businesses. It doesn’t matter if the business is service oriented or product oriented, consumer based or deals with business to business consumers. Such type of planning model is also applicable to all medium and small sized as well as large businesses.

Fig 2.1

[image: image3.jpg]Table: 2.1
Marketing Background Worksheet Questions

Key Consideration

Product Description

Market Assessment

Source of Business

Competitive Evaluation

Marketing Objectives

Marketing Communication

Source: Percy, 1997, p. 44

Question
What are you marketing?

What is your overall assessment of
the market where your product or
service competes?

Where do you expect business to
come from?

How does the competition position
itself?

What are the marketing objectives
for your product or service?

How are marketing communication
expected to contribute to the
‘marketing objective?





SWOT ANALYSIS

SWOT Analysis deals with evaluating strength and weakness internally and opportunities and threats externally. It can either make or break a brand. When planning integrated marketing communications SWOT analysis works as a key factor. The planner need to evaluate strength and opportunities that can get business a competitive edge at the same point of time needs to take necessary actions against weakness and threats that may damage a brand or create negative perception about it .

It is necessary to categorize based on organization’s priority that which area they want to focus on and which threat or weakness should be given more weight age. If strength and opportunities are realized at the planning stage and are used effectively, the marketer will be able to get desired results out of them.

TARGET MARKET AND RELATIONSHIP BUILDING

Target market means the current consumers of the organization, potential consumers that could be a part of organization and premium consumers which are with organization for long term and should be given special attention. It is very important to identify target market and build healthy relations with them as it saves time and cost for an organization on any marketing plan

Market Communication Objectives
A marketing communication plan is considered to be successful when the receiver or potential user of the product is able to understand the initial message the way organization wants him to understand (Kenneth Clow, 2002)
Marketing communication objectives should be defined in the planning process .Usually marketing objectives are categorized and stated on the bases of SWOT analysis .Marketing objectives can be further categorized as communication and behavioral objectives . They deal with managing relations and behaviors in the market. If the consumers is able to understand the initial message at the first place that makes it easier for marketers to further to convince consumer to buy that product and later create brand loyalty. So a good marketing communication is considered as a success of that campaign at initial level or vice versa
Formalize a Strategy
A strategy should be developed and formalized during the integrated marketing communication planning process .Based on the results received from SWOT analysis a strategy should be developed for the best possible marketing mix. This step of planning requires a lot of thinking as what marketing mix should be selected for IMC as a part of marketing plan. Marketing Mix Define by Phillip Cotler as 

"The blend of different marketing mediums or elements that the firm utilizes to carry the desired amount or level of sales in the market which they want to target "(Philip Kotler, 1984,)
While marketing product IMC plan ability unites different marketing channels and elements of marketing into one set direction that will act as a tool to satisfy consumer required needs and wants (Jerome, 1981). Through Different means of Product, Price, Promotion, Place .People, Process and Physical Evidence could be altered in such a way that it meets customer requirements.
Organizations while making marketing plan with IMC variants added in it keep all these factors in their mind to make sure they achieve the maximum or desired results. When all of these elements act together in one solid direction to meet consumer’s requirement then the organization marketing plan follows the right direction. 

Analyze Budgets
Budgeting holds they key for any integrated marketing communication plan. Their are many ways through which the budget can be determined such as return on investment (ROI), Percentage of sales and share of category spending. This is considered as one of the major area of concern for many organizations 
Advertising, Public Relations, Personal Selling and Sales Promotions are key marketing variables which act or compliment marketing together and are considered to be an important tool of Integrated Marketing Communications. When they are consolidated they make promotional Mix.

A shortcoming of an IMC plan is the inability of businesses to properly sponsor the required evaluation of the plan. Marketers usually do not want invest additional money or lets say do not want put more investments by focusing on the changes taking place in their behavior or behavioral information as they think in that limited time they  have spread more then enough in that message.( Lynne & Philip, 1998)
Scheduling Time Preferences 
One of the key areas of Zero based planning model is scheduling the timings for different events and analyzing that what form of marketing elements should take place at the initial phase, middle phase or at the later phase, when should there be more focus towards promotion, advertisement, public relations, sales etc. So the timing has to be effective to ensure receiver gets the right message at the right time.

Testing IMC Plans

It is always good to test your plan before launching it to audience. It gives the marketer an idea of what changes might be required before implementing the plan, what type of additions or emissions can be done, what type of communication gaps that might still be there and can be covered.

Determine Effectiveness of IMC

Once an organization set its goals of their marketing goals then they are in a position to determine the effectiveness of integrated marketing communications in their planning. Usually organizations try to set objectives which are measurable. Investors by putting money in other communication tools such as direct marketing, sales promotion, and public relations are getting better results. Low cost and better results is what an investor wants and these communication tools help investors to achieve that objective
While evaluating the reliability and effectiveness of Integrated Marketing Communications it is important to see if the plan is giving attention to return on investment or not (Lynne & Philip, 1998)
Integrated Marketing Communication is directly related to rate of return, the higher rate of return describes a positive integrated marketing communication plan

Integrated Marketing Communication plans is divvied into five sub category to evaluate its efficiency , out come and effectiveness , the first category is short term which deals with sales and items related to it such as brochures , discounts and coupons etc,

The second category is long term which deals with loyalty of consumer towards the particular brand, the third category deals with new product awareness launched under the brand’s name. The last two categories deals with having a positive image about the organization and also about the brand of that company that describes and helps to evaluate how effective integrated marketing communication plan has been for the organization. 
Their are occasions where marketers are not willing to invest more money on other marketing tools besides the traditional marketing mediums this is one of the shortcomings of integrated marketing communications as marketers believe that the message they have spread already has achieved the objective and they simply ignore other marketing tools ( Lynne & Philip, 1998)
Marketing Communication Tools

Usually Organizations Interact with their Consumers through different media channels such as traditional media which includes personal communication, advertisements, mass media such as television and Radio. There are some other marketing communications tools which are not traditional but play a very critical role such as sales promotion, direct marketing, point of purchase, sales promotion, and word of mouth. They are defined as follow

Advertisement
Advertising plays a very vital role in the promotional mix for Integrated Marketing Communications it is define as “Marketing communications through traditional mediums such as television or radio”. (James & Hutton, 2002)
Advertising plays its role by creating and influence among the consumer psychologically ”advertising focus is to persuade these psychological factors with effectiveness which creates image of the product and brand relevant and positive among the masses”(Larry Perscy, 1997). 

Sales Promotion

This type of marketing tool is used to speed up the sales or purchase with respect to consumer or distributor in a short term.
Sales promotion is used an incentive for businesses as well as consumers by organizations in which they often use techniques such as providing additional services, giving discounts, memberships and coupons to speed up their sales. These incentives can be cash based or service based as well (Boddewyn & leardi. 1989. pg 365)

Personal Selling

This type of marketing communication allows a marketer to be directly in contact with the consumer .it can be called as selling the product or service face to face,

Via telephone and stalls” (Smith et al, 1998).

This allows marketer to get control when presenting a product, they can certainly understand the nature of the person by meeting them or speaking to them directly.

Though it has some disadvantages as well from organization point of view as it involves high cost of recruitment and organization’s image is also on stake as well as it all depends on the sales person how they are representing the organization to the consumers.

Public Relation
 “The ability of an organization to create and maintain healthy and positive relationship with the (Chris Fill, 2004)consumers so that they can get on going support from the consumers for the product offered in the market. Public Relation directly compliments marketing communication and those elements attached to marketing mix. In any form of marketing communication in today’s world public relation holds a key role to make it more effective.
Direct Marketing
Direct meeting involves appointments, meetings, direct mails and telemarketing with consumers or potential customers. kotler, 1994
Word of Mouth

Usually word of mouth is considered as a message that is sent by consumers to potential customers in the form of recommendations. If the product or services are of quality standards and consumers are satisfied with it than they will recommend it to friends and family which will result in increased amount of sales. (wells et. al, 2000).

Point of Purchase

Point of purchase includes posters, banners etc at the place where product is available for sale. It can be Tuck shops as well as different utility stores etc (Kotler, 1994)
Packaging

It involves different designs, colors, graphics, dimensions made for the product to make it attractive for consumers (kotler, 1994)
Tools of IMC

Integrated marketing communication tool can be categorized three different types of tools. They include planned tools, unplanned tools and unrecognized tools.
Planned Tools

Planned tools include advertising, sales promotion, public relations, direct marketing, personal selling, customer service, point of purchase, packaging and sponsorship.

Unplanned Tools

Unplanned integrated marketing communication tools include media investigation, government investigations, consumer group investigations, chat groups, employee gossips and chat groups. (Wells et. al, 2000. pg 507)
Unconsidered Tools

Unconsidered tools in integrated marketing communications include facilities, services, product performance and design, distribution and price. (Wells et. al, 2000. pg 507)
By categorizing these marketing tools a marketer can easily identify the areas where they want to focus on while planning their marketing activities especially related to integrated marketing communication planning to form the best possible marketing mix. (Wells et. al, 2000. pg 507)

Benefits of IMC Planning

Integrated marketing communication planning provides benefits in following scenario

Diverse Target Market
If the target market or potential market is diverse than there are more chances of IMC to be successful if planned properly .It usually occurs when the target market audience has different interest (Percy 1997 and moraiarty 2001)
Usually consumers have different media usages , income levels etc So IMC by using different marketing channels can persuade such type of target audience by sending them different messages through these channels of their likelihood. 

Product Diversity
Their are many organizations which are offering different products under the same brand name. Due to technological changes organizations are now offering variety of product and few of them are looking to increase their product line.

IMC planning can create a major benefit under such circumstance since integrated marketing communication focuses on variety of marketing mediums to communicate with target audience (Percy 1991 and moraiarty) 2001. When the product or service offered are diverse then they require high level of uniformed and integrated message which can be done through IMC planning.

FRAME OF REFRENCE
This frame of reference will guide the data collection for this thesis. The following model therefore gives an overview of how our research relate to each other and all serve as a base to reach our research purpose.
IMC campaign planning process
The Eight Process Step (Duncan, 2002) together with the creative brief (Percy, 1997) will be shown in an eclectic list below:

· Analyzing SWOTs

· Analyzing Targets and Relationships

· Determining the Market Communication objectives

· Developing Strategies and Rationales

     The creative brief

· Determine the budget

· Determine the timing

· Test Marketing

· Evaluating Effectiveness

Marketing communication tools used in the IMC campaign planning
In order to describe the different marketing communication tools that can be used in IMC campaign planning we will have our starting point in Smith (1998) and Smith et al. (1998) view that there are eleven different tools available
· Advertising

Advertising is often seen as TV commercials, radio commercials, and print ads in magazine and newspapers (Smith et. al, 1998).

· Sales promotion

Sales Promotion often includes items such as premium offers, reduced prices, free offers, and prize promotions of all types (Boddewyn et. al, 1989).

· Direct marketing

Direct marketing could include direct mail, catalogue marketing, and telemarketing (Kotler, 1994).

· Public relations

Public relations are often seen as press relations, product publicity, corporate communications, and lobbying (Kotler, 1994).
· Sponsorship

Sponsorship is a communication tool including sponsors to sports teams, cultural programs, arts, and broadcast (Smith, 1998).

· Packaging 
Packaging could include specific design and improvement of packaging (Kotler, 1994).

· Point-of-purchase (POP)

Point-of-purchase includes displays, demonstrations, and signs and posters placed at the location of the sale (Kotler, 1994).

· Word of mouth

Word of mouth is, for example, messages spread via rumors or friendly recommendations. To stimulate word of mouth, sales publicity stunts, clever mailings, creative promotions, and challenging advertising can be used (Wells et. al, 2000).

· The Internet

The Internet communicates via, for example, banners, pop-ups, chat rooms and news groups (Bush et al, 1998).
· Corporate Identity Advertising

Corporate identity advertising is communicating via the company name, logo, and their nature of business (Wells et. al, 2000).
 Benefits of IMC campaign planning
· Increase impact

· Creative ideas more effective with IMC

· Greater communication consistency

· Increased impact of marketing communication programs

· Increased importance of brand personality

· Enables greater client control over marketing    communications

· Eliminates miscommunications that occur with many            agencies involved

· Greater budget control
· Reduces cost of marketing communication programs

The frame of reference shows that the IMC Campaign Planning Process influences the selection of Marketing Communication Tools. At the same time these tools need to be closely integrated in the campaign planning process. As can be seen, the use of an integrated planning perspective, as well as the use of integrated marketing communication tools, will lead to benefits.

ANALYSIS

Table 1 (n = 120) Respondents job designation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Senior Managers
	12
	10
	10
	10

	
	managers
	42
	35
	35
	45

	
	Associate 

Executives
	51
15
	42.5

12.5
	42.5

12.5
	87.5

100

	
	Total
	120
	100.0
	100.0
	100


Source: Field data
Figure: 1 (n = 120)
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From the above chart we can interpret that there are different segments of managements who are acting as a respondent 10% of it contains senior managers , 35% of it are managers , 42.5% of them are associates where as 12.5% of them are executives

Table 2 (n = 120) Respondents perception about IMC

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Well Known
	37
	30.83
	30.83
	30.83

	
	Known
	24
	20
	20
	50.83

	
	Known Little
	45
	37.5
	37.5
	87.33

	
	Not Known
	14
	11.66
	11.67
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the chart we can interpret that more than 20% of the respondents know about Integrated marketing communications and 30.83 % of them are well known about this concept and 37.5% of them have little knowledge about it where as 11.67% have not known this concept yet 

Table 3 (n = 120) Necessity of IMC in today’s marketing practices: Mean = 2.33

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	43
	35.83
	35.83
	35.83

	
	Agree
	31
	25.83
	25.83
	61.66

	
	Neutral

Disagree
	27

13
	22.5

10.83
	22.5

10.83
	84.16

94.99

	
	Strongly Disagree
	6
	5.0
	5.0
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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Most of the respondents strongly agree that there is necessity of IMC in today’s marketing practices. 35.83% of them strongly agree, 25.83% agree to this where as 22.5% of them remained neutral and 10.83% disagreed to that followed by 5% which strongly disagreed to that 

Table 4 (n = 120) IMC changing the trends of marketing: Mean = 2.267

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	33
	27.5
	27.5
	27.5

	
	Agree
	49
	40.83
	40.83
	60.83

	
	Neutral
	19
	15.83
	15.83
	84.16

	
	Disagree
	11
	9.16
	9.16
	93.32

	
	Strongly Disagree
	8
	6.67
	6.67
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it is interpreted that IMC is changing the trends in marketing now a days. 27.5% of respondent strongly agreed to that and 40.83% agreed to this where as 15.83% of the stayed neutral and 9.16% of them disagreed to that followed by 6.67% who strongly disagreed to that.

Table 5 (n = 120) IMC will be supported by top management: Mean = 1.841

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	57
	47.5
	47.5
	47.5

	
	Agree
	34
	28.83
	28.83
	76.33

	
	Neutral
	22
	18.33
	18.33
	94.66

	
	Disagree
	5
	4.16
	4.16
	98.42

	
	Strongly Disagree
	2
	1.67
	1.67
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be interpreted that IMC will be supported by top management as 47.5% respondents strongly agreed to that where as 28.83% of respondent agreed to that. 18.33% of them were neutral and only 4.16% of them disagreed to that followed 1.67% who strongly disagreed. 

Table 6 (n = 120) IMC increase professionalism in communication:
Mean = 1.775

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	49
	40.83
	40.83
	40.83

	
	Agree
	57
	47.5
	47.5
	88.3

	
	Neutral
	11
	9.16
	9.16
	97.49

	
	Disagree
	3
	2.5
	2.5
	100

	
	Strongly Disagree
	0
	0
	0
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be interpreted that IMC can increase professionalism in communication process as 40.83% strongly agreed to that where as 74.5% agreed to it as well . 9.16% remained neutral where as only 2.5% of them disagreed to it and their wasn’t any respondent who strongly disagreed to it

Table 7 (n = 120) IMC help to reduce cost of their marketing campaigns: Mean = 2.083

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	41
	34.16
	34.16
	34.16

	
	Agree
	57
	47.5
	47.5
	81.66

	
	Neutral
	3
	2.5
	2.5
	84.16

	
	Disagree
	9
	7.5
	7.5
	91.66

	
	Strongly Disagree
	10
	8.34
	8.34
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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It can be interpreted from the above chart that IMC can reduce the cost of marketing campaigns are 34.16% of respondents strongly agreed and 47.5% agreed on it. Where as 2.5% of they stayed neutral and 7.5% of them disagreed to that followed 8.34% who strongly disagreed to that. 

Table 8 (n = 120) IMC more flexible towards the often market changes: Mean = 1.975

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	43
	35.83
	35.83
	35.83

	
	Agree
	59
	49.16
	49.16
	84.99

	
	Neutral
	0
	0
	0
	0

	
	Disagree
	14
	11.67
	11.67
	96.67

	
	Strongly Disagree
	4
	3.33
	3.33
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be interpreted that 35.83% of the respondent strongly agree that IMC can be more flexible towards often market changes and 49.16% also agree to that. However 11.67% of respondent disagree to that and 3.33% strongly disagree to that.

Table 9 (n = 120) IMC provide organization control over marketing communications: Mean = 3.283

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	22
	18.33
	18.33
	18.83

	
	Agree
	13
	10.83
	10.83
	29.66

	
	Neutral
	5
	5.83
	5.83
	35.49

	
	Disagree
	59
	49.17
	49.17
	84.66

	
	Strongly Disagree
	19
	15.83
	15.83
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be interpreted that only 18.333% of respondents strongly agree that IMC provide organization control over marketing communications where as 10.83% agree to it. 5.83% are neutral about this where as 49.17 disagree to that followed by 18.83% who strongly disagree to that.

Table 10 (n = 120) IMC help organizations to reach target audience effectively: Mean = 1.591

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	63
	52.5
	52.5
	52.5

	
	Agree
	49
	40.83
	40.83
	93.33

	
	Neutral
	2
	1.67
	1.67
	95

	
	Disagree
	6
	5
	5
	100

	
	Strongly Disagree
	0
	0
	0
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart we can see that 52.5% of audience strongly agrees with the fact that IMC help organizations to reach target audience effectively as compared to conventional marketing and 40.83% of them agree to that where as 1.67% remained neutral and only 5% disagreed.

Table 11 (n = 120) Imc gaining significance in the planning process: Mean = 1.858

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	59
	49.17
	49.17
	49.17

	
	Agree
	42
	35
	35
	84.17

	
	Neutral
	2
	1.67
	1.67
	85.84

	
	Disagree
	11
	9.17
	9.17
	95

	
	Strongly Disagree
	6
	5
	5
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart we can conclude that 49.17% of the audience strongly agree to the idea that imc gaining significance in the planning process of marketing where as 35% of the audience agrees to it where as 1.67% remained neutral and 9.17% disagreed to that followed by 5% of them strongly disagreed.

     Table 12 (n = 120) increases the impact of marketing:      Mean = 1.475

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	71
	59.17
	59.17
	59.17

	
	Agree
	45
	37.5
	37.5
	96.67

	
	Neutral
	0
	0
	0
	0

	
	Disagree
	4
	3.33
	3.33
	100

	
	Strongly Disagree
	0
	0
	0
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be seen that 59.17% of the respondents strongly agree to the fact that IMC increases the impact of marketing since their are varieties of marketing tools used where as 37.5% agreed to it and 3.33% disagree to this statement.

Table 13 (n = 120) IMC helps organizations to remove communication barriers: Mean = 2.283

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	39
	32.5
	32.5
	32.5

	
	Agree
	45
	37.5
	37.5
	70

	
	Neutral
	3
	2.5
	2.5
	72.5

	
	Disagree
	29
	24.17
	24.17
	96.67

	
	Strongly Disagree
	4
	3.3
	3.3
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart we can see that 32.5% of the respondents strongly agree that IMC helps organizations to remove communication barriers where as 37.5% agree to that and 2.5% neutral whereas 24.17% disagreed to that followed by 3.3% strongly disagreed.

Table 14 (n = 120) IMC is more valuable when the product is more diverse: Mean = 1.975

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	39
	32.5
	32.5
	32.5

	
	Agree
	62
	51.67
	51.67
	84.17

	
	Neutral
	5
	4.17
	4.17
	88.34

	
	Disagree
	11
	9.17
	9.17
	97.5

	
	Strongly Disagree
	3
	2.5
	2.5
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart we can conclude that 32.5% of the audience strongly agreed to that IMC is more valuable when the product is more diverse where as 51.67% agreed to it , 4.17% of the respondents stayed neutral where as 9.17% disagreed to that followed by 2.5% who strongly disagreed to it.

Table 15 (n = 120) IMC focuses on ROI: Mean = 2.816

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	33
	27.5
	27.5
	27.5

	
	Agree
	51
	42.5
	42.5
	70

	
	Neutral
	9
	7.5
	7.5
	77.5

	
	Disagree
	23
	19.17
	19.17
	96.67

	
	Strongly Disagree
	4
	3.33
	3.33
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data 
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From the above chart we can conclude that 27.5% of the respondents strongly agreed to the fact IMC focuses on ROI where as 42.5% agree to this and only 7.5% of them were neutral. 19.17% of respondents disagreed to it and 3.33% strongly disagreed 
Table 16 (n = 120) IMC focuses on increasing product loyalty: Mean = 2.816

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	29
	24.17
	24.17
	24.17

	
	Agree
	34
	28.33
	28.33
	52.5

	
	Neutral
	4
	3.33
	3.33
	55.83

	
	Disagree
	36
	30
	30
	85.83

	
	Strongly Disagree
	17
	14.17
	14.17
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart it can be interpreted 24.17% of the respondents strongly agreed to that IMC focuses on increasing product loyalty or product awareness and 28.33% agreed to it whereas 3.33% were neutral. 30% of them disagreed followed by 14.17% strongly disagreed.

Table 17 (n = 120) marketing communication objectives can be achieved by IMC planning when marketing your products: Mean = 2.05

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	41
	34.17
	34.17
	34.17

	
	Agree
	57
	47.5
	47.5
	81.67

	
	Neutral
	9
	7.5
	7.5
	89.17

	
	Disagree
	11
	9.17
	9.17
	98.33

	
	Strongly Disagree
	2
	1.67
	1.67
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data
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From the above chart we can interpret that 34.17% of respondents strongly agree to fact that marketing communication objectives are achieved by using IMC planning when marketing your products whereas 47.5% agree to it and 7.5% were neutral.9.17% of them disagreed followed by 1.67% who strongly disagreed.

Table 18 (n = 120) increase in IMC planning in coming years: Mean = 2.9

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	17
	14.17
	14.17
	14.17

	
	Agree
	39
	32.5
	32.5
	46.67

	
	Neutral
	22
	18.33
	18.33
	65

	
	Disagree
	23
	19.17
	19.17
	84.17

	
	Strongly Disagree
	19
	15.83
	15.83
	100

	
	Total
	120
	100.0
	100.0
	


Source: Field data


[image: image21.emf]Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree


From the above chart we can interpret that 14.17% of the respondents strongly agree that there is going to be increase in IMC planning or and using IMC as concept in coming years whereas 32.5% agreed to it and 18.33 were neutral. 19.17 disagreed to it followed by 15.83% who strongly disagreed.
DISCUSSION
Integrated Marketing Communication is relatively a new concept in marketing and is gaining significance because of its effectiveness as compared to traditional marketing.

The research shows that their are many organizations who have already adopted this concept and there are some who are in phase of adopting this concept while marketing their product. 
Moreover it has also been observed that organizations which are having product diversity in their product line are more eager to practice this as they are planning to reach more potential consumers of their product as compared to those who have only one or two products.

The research also shows that top management of maximum number of organizations understands the importance of integrated marketing communication and they see integrated marketing communication and corporate communication as one of the emerging practices of future businesses. So they have shown there full support for adding integrated marketing communication as a part of planning process when marketing different products.

It has also been observed that integrated marketing communications reduces the cost of marketing as compared to that of traditional medium however traditional mediums still carry a lot of importance but adding integrated marketing communication into the planning process reduces the cost as different mediums are used to target the consumers as compared to expensive traditional mediums in the past

Integrated marketing communication allows organization to get the feedback from the consumers which helps them to correct their marketing strategies and meet the needs and wants of consumers a constant feedback also helps organizations to get a good idea about the ground reality which helps them to improve their communication in the future.

Besides that once a product is advertised through different untraditional mediums the impact of marketing increases as it reaches to every possible potential consumer which allows an organization to increase their sales as well as build customer loyalty towards the brand.

The research also suggests that integrated marketing communication helps organizations to remove the communication barriers that might occur with traditional marketing since the message is send to masses and every one perceives it in a different way, so by using there untraditional tools of integrated marketing communication which allow organizations and businesses to reach near the audience it allows them to know how a consumer has perceived a product or either they have perceived it they way organization meant it to be , if that is not the case than those barriers can be removed by communicating with them by using integrated marketing communication tools.

It has also been observed that return on investment by using integrated marketing communication in the marketing of the product cannot be calculated. There is no such tool that can tell either IMC was successful or unsuccessful. The only way to determine is through the sales that business achieves by using integrated marketing communication. So the profit achieved by an organization determines the success or failure of integrated marketing communication.

Integrated marketing communication involves instant decision making as well during the marketing planning process. Right decisions should be taken and the right time as those decisions could add a lot of value to the success of the product. Such type of planning is also known as zero based planning.

It was also observed generally that investors are still a little hesitant to invest on untraditional marketing tools as most of them still believe that the initial marketing or traditional marketing is more then enough and a good advertising can help you get the profits which have proved to be right in few cases as well.

In a nut shell integrated marketing communication is the growing part of marketing and will be the trend in future for businesses that is why many organizations are adopting it especially the ones who have diverse products under their belt. It can help to increase profits for an organizations as well as increases effective communication. Success or failure of integrated marketing communication in the marketing planning process depends on the organization that who they have designed and planned their marketing efforts keeping in mind integrated marketing communication and how well their product caters to the needs of consumers 
    CONCLUSION

From the research done it has been concluded that 

· Integrated Marketing Communications is relatively a new concept but organizations are willing to adopt them as a part of their marketing planning process and top management of many organizations support Integrated marketing communication

· Since there are different other marketing tools used in integrated marketing communication it can help organizations and businesses to reduce the cost of marketing

· If the product line is more diverse as well as target market it has been observed that integrated marketing communication for those businesses is more successful.

· Integrated marketing communication can help organizations to remove the communication barriers with consumers and allows organization to get feedback on the marketing efforts they make and gives them a chance to remove barriers if they exist in marketing communication

· Their has been no fixed mechanism that can tell weather integrated marketing communication is successful or not , the only way to determine is through the sales achieve

· Most of the respondents were not sure how to calculate the profits on integrated marketing communication or which tools out of many of integrated marketing communication has provided them more success as compared to others.

· Integrated marketing communication is effective when the plan is made keeping in mind return on investment. So it is necessary for organizations to keep in mind return on investment while planning IMC.

RECOMMENDATIONS
· As the marketer is important, there are two things that the companies should concentrate on: the timing of the integrated marketing communication and product loyalty. People create a good relation with the products if the product marketed is integrated efficiently through marketing channels.

· In order to attract the customers that marketers should keep this thing in their minds that whether the concerning demographic is watching the television or listening to the radio or else when untraditional marketing tools are used they should hit the target market or individuals.

· The representative’s attitude should be moderate and friendly. Training should be given to them for a standard of service

· The focus must be on developing brand image. People do consider the image while purchasing
LIMITATIONS

Limitations for the research study are as follow
· For more accurate results the sample size should be larger but that required more resources and more time.

· Lack of human and financial resources in distribution and retrieving of questionnaire.

· There may be a possibility that the respondents were not feeling easy in disclosing the personal information and may have misguided the results

· Some of the respondents lacked technical knowledge and did not had good understanding with integrated marketing communication
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Questionnaire

Q1. What is your job designation?

a) Senior Manager

b) Manager

c) Executive

d) Assistant 

Q2.  Your perception about IMC?

a) Well Known

b) Known

c) Known Little

d) Not Known

Q3. What do you think about the necessity of IMC in today’s marketing practices?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q4. Is IMC changing the trends of marketing among the organizations operating?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q5. IMC will be supported by top management?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q6. Can IMC increase professionalism in communication?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q7. Can IMC help the organizations to reduce cost of their marketing campaigns?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q8. Is IMC more flexible towards the often market changes taking place?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q9. Does the IMC provide organization control over marketing communications?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q10. Does IMC help organizations to reach target audience effectively as compared to conventional marketing?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q11. Is imc gaining significance in the planning process of marketing?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q12 Does IMC increases the impact of marketing since there are varieties of marketing tools used?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q13 Does IMC helps organizations to remove communication barriers?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q14 Is IMC is more valuable when the product is more diverse? 

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q15 IMC focuses on ROI?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q16 IMC focuses on increasing product loyalty or product awareness?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q17 Are you able to achieve your marketing communication objectives by using IMC planning when marketing your products?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Q18 Is there going to be increase in IMC planning or and using IMC as concept in coming years?

a) Strongly Agree

b) Agree

c) Neutral

d) Disagree

e) Strongly Disagree

Frame of Reference.





Marketing Communication Tools





Benefits of IMC Planning
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