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PREFACE

Student workbook Integrated Marketing
Communications has been written by the authors as the
foundation and guidance to Diploma in Marketing
students. This workbook has been written to make the
learning process engaging with compelling topics. This
workbook aims to provide students with a systematic

revision after completing the topic.

We tried our best to meet the needs of the students by
providing a workbook to help the students to understand
clearly each topic. This workbook is written according to

the content of curriculum and syllabus of Politeknik
Malaysia. With this workbook, we hope that students can
use the workbook as supportive material as we aim when

writing this workbook.
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TOPIC 1

INTRODUCTION TO INTEGRATED
MARKETING COMMUNICATION

LEARNING OBJECTIVES:

01

Expose Integrated Marketing Communications.

02

Examine the benefits of integrated marketing
communications.

03

Apply the integrated marketing communicatios
tools.

04

Examine the IMC objectives.
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QUICK FACTS TOPIC 1

Cefinition of IMC

_ A

The coordination and integration of all marketing
communication tools, avenues, functions, and sources
within a company into a seamless program that maximizes
the impact on consumers and other end users at a
minimal cost.

1, Imloroveo( results

2. lmproveo( brand image
3. Improved efficiency '
4, Diversi’ca 1

[
[}
[}
[}
[}
[}
[}
|
|
|
|
|
|
! 5. Reduced confusion
\

|

; 1. Advertising 4. Sales Promotion :

Q : 2. Direct Mo\rke’cing 5. Public Relations :
e 3. Interactive and Internet Marketing 6. Personal Selling I
|

- -

IMC Tools - Advertising

Any paid form of non personal communication about an
organization, product, service or idea by an identified
sponsor and usually use the mass media.

—-------—-/

STUDENT WORKBOOK INTEGRATED MARKETING COMMUNICATIONS ["




QUICK FACTS TOPIC 1

IMC Tools - Cirect Marketing

Direct marketing is o system of marketing by which
organizations communicate directly with target customers
to generate a response and/or a transaction using one or
movre media. Direct marketing has not traditionally been

-———

_____________________________________________________________

IMC Tools - Interactive and
Internet Marketing
Online marketing is the system with the interactive

on-line computer that connects users to the vendor
elec’cronicdlly.

_____________________________________________________________

Sales Promotion is a marke‘ting activities that provide extra
value or short term incentive within a time period to the
sales force, distributors, or the ultimate consumer and can
stimulate immediate sales.

IMC Tools - Public Relations

]
: Public relations is defined as the management functions
: which evaluates public attitudes and execute program of
: action to edarn public understanding and acceptance

\

N e e e e - = = — = = - - - - = — = = - - = ===

Personal selling is a direct person-to-person or face-to-face

‘ | communication wkerebj a seller attempts to assist and/or

persmo(e Prospective bujers to lourcho\se a company’s produc‘t
or service or dct on an idea.

(SRS -l
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1.1 Expose Integrated Marketing Communications

O Define integrated marketing
communications

™

1.2 Examine the benefits of integrated marketing
communications

@%
©

C
©

/ List down the benefits of integrated marketing
communications

0606000
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1.3 Apply the integrated marketing communications tools

- Define the tools used in IMC
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Define the tools used in IMC

STUDENT WORKBOOK INTEGRATED MARKETING COMMUNICATIONS 05




1.4 Examine the IMC objectives

US4 List down the IMC objectives based on communications
effects pyramid:
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Structured question

Explain briefly FIVE (5) Integrated Marketing Communications
objectives. (10 marks)
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TOPIC 2

THE COMMUNICATION PROCESS

LEARNING OBJECTIVES:

01

Expose the elements of the communication process.

02

Examine the common barriers in the communication
process and ways to overcome such barriers.
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QUICK FACTS TOPIC 2

Communication

_ A

Communication is the activity of conveying meaningful !
information. Communication requires a sender, a messadge, E
and an intended recipient, although the receiver need not E
be present or aware of the sender’s intent to communicate !
at the time of communication E

]

_____________________________________________________________

Elements in the communication
orocess model

i

]

i e Sources/sender e Receiver

i . Encoo(ing * Response
! * Message + Feedback
i e Media/Channel e Noise

i . Decooling

\

Physical barriers o Emotion barriers
e Cultural barriers « Language barriers
. Percelo’cu.oll barriers e Non-verbal barriers
* Experiental barriers

Cvercoming barrier
commmunication

——————

[
|
|
[}
|
|
|
| .
|
|
|
|
|
[}
|
\

+ Differing perception

« Difference in languages
Noise

* Emotionally

e Inconsistent communication

_____________________________________________________________
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2.1 Expose the elements of the communications process

Define communication

™

ﬁﬁﬁﬁ/Aﬁﬁ
(xIxixixixixixixiy);
©
©

v Explain the elements in the model of the
communication process

Receiver
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e_
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Response

Feedboack

Q_
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2.2 The common barriers in the communication process
and ways to overcome such barriers

Barriers in the Communication Process

STUDENT WORKBOOK INTEGRATED MARKETING COMMUNICATIONS 12




Overcoming the barriers

— -

Overcoming the barriers

AN . . . . . . . .

: AN . . . . . . . .

— -

> l
AN N N N N . N . . N
go——

> J
DN . N N . . N . N
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Structured question

A marketing manager from an international company has noticed
that one of the barriers during the communication process with
prospective customers from other countries is cultural. Explain
supported with suitable details FOUR (4) other barriers that may
occur during communication process. (10 marks)
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TOPIC 3

ADVERTISING AND
SALES PROMOTION

LEARNING OBJECTIVES:

01

Construct advertising.

02

Recognize the types of advertising media.

03

Construct sales promotion.
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QUICK FACTS TOPIC 3

Advertising

ADVERTISEMENT

promotion of ideas, 9000(5, or services bj an identified

|
Any paid form of non-personal presentation and E
sponsor. i

|

The advertising objectives:

To inform i N FO

To [oerswxo(e

To remind w

Types of advertising media:

I
}
]
|
I
}
]
|
}
\

___________

e Print media - Newspaper, Magazine !
e Broadcast media - Radio, Television |
e Online media E
:
]
]
]
]
1

« Outdoor media - Billboard advertising, Transit advertising,
e Mobile media
. S[oecialtj media

_____________________________________________________________

PUpERp—

Sales Promotion

Short-term incentives to encourage the purchase
or sale of a product or service. Sales promotion
offers a reason to buy now.

1
]
)
)
]
)
)
)
]
)
)
)
]
]
)
\

_____________________________________________________________

Sales promotion activities

1. Consumer-oriented promo’cions 2. Trade-oriented pvomo’cions 3. Sales Force

. So\mlole - Door-to-door solm[oling, o Contest and Incentives * Sales force contest
In-store sampling * Trade Allowances - Buying « Company sales

+ Coupon - infon pack coupon, dllowances, Promotional force/dealers sales
bounce-back coupon, allowances, Slotting e Sales brochure
instant coupon dllowances * Supportive materials

+ Premium - Free premiums, « Display and Point-of-
Self-liquidating research. Purchase Material

* Contest & Sweepstakes « Sales Training

* Bonus pack e Trade Shows

. Loyal’cg program
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3.1 Construct advertising

N Define advertising

ﬁﬁﬁﬁ/Aﬁﬁ
xIyixixixixixixiyl;
©
©

/
Explain the advertising objectives

\.

DN N . N . . -

!

’—

DN N . . N . N N . Y

AN

Q o

\.

N
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3.1 Construct advertising

N Define advertising

ﬁﬁﬁﬁ/Aﬁﬁ
xIyixixixixixixiyl;
©
©

/
Explain the advertising objectives

\.

DN N . N . . -

!

’—

DN N . . N . N N . Y

AN

Q o

\.

N
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Recognize the types of advertising media
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3.2 Construct sales promotion.

O : :
Define sales promotion
™

e

Describe the types of sales promotion activities

’—

DN N . N . N N N N N

AN . . . . . . . . N

AN N N N N N N N N N

’—

AN N . . . . N . . N
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The types of sales promotion activities

Consumer-oriented

\K promotions

STUDENT WORKBOOK INTEGRATED MARKETING COMMUNICATIONS 2"




The types of sales promotion activities

\\KTrade-oriented
promotions

STUDENT WORKBOOK INTEGRATED MARKETING COMMUNICATIONS 2]




The types of sales promotion activities

\\K Sales Force
promotions
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Construct the objectives of sales promotion
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Construct the objectives of sales promotion

n

\KConsumer Sales
Promotion
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Construct the objectives of sales promotion
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Construct the objectives of sales promotion
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Structured questions

a. Discuss briefly types of advertising media below with suitable
examples.

i. Print media

ii. Online media

iii. Outdoor media

iv. Specialty media (12 marks)

b. Adam is the owner of a newly opened coffee shop and to attract
customers, he decided to use sales promotion tools. Advice Adam
FOUR (4) customer-oriented sales promotion activities that he can
apply. (10 marks)
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TOPIC 4

PUBLIC RELATIONS AND
PERSONAL SELLING

LEARNING OBJECTIVES:

01

Construct public relations.

02

Organize personal selling.
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QUICK FACTS TOPIC 4

Public Relation vs Publicity

Public relations refers to the building
up of good relationships between the
company dnd the general public by
- ob’colining favorable (ou.blici'tg.
developing a good corporate image and
handling or heading off unfavorable

rumors, stories and events.

Publicity refers to activities for
promoting a company or its
produc’cs bj lolom‘ting news about
it in the media not paid by the

SPOV\SOV.

Activities and strategies in PR
and Publicity

-

« Community relations

E o Media relations . Speo\king engagements
E  Advertorials * Sponsorship or

1o Newsletters partnerships

E e Business Events . Employee relations

.............................................................

d T ——— .
Long beans:

501, Personal selling is a direct person-to-person or face-to-

4 face communication whereby a seller attempts to assist
\&a and/or perswxde prospective bujers to Purckase d
compadny’s loroduct or service or dct on an idea.

The roles of personal selling

! + Information providers * Mapmaking
! « Influencers through proximity * Guiding

' e Demonstrators + Fire starting
I

\

D Survejing

N e e e e o ——— - - ——— == - - = = = = — == -
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4.1 Construct public relations

[V

(A

Define public relations

R

(A

Define publicity
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Recognize the differences between public relation and
publicity

Public velation
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Recognize the differences between public relation and
publicity

q
q
q
q
S
q
q
q
[c

XXy xixixiyy

Public velation

—————_—_ e \\|ORKBOOK INTEGRATED MARKETING COMMUNICATIONS 3]



Organize the activities in public relations and publicity
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4.2 Organize personal selling

Define personal selling
S

ﬁﬁﬁﬁ/Aﬁﬁ
xIyixixixixixixiyl;
©
©

/
Organize the roles of personal selling

=
i B
D
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Structured questions

a. Klasik Couture is a company produce clothing for women. In order
to attract potential customers, they decide to use public relations
and publicity. Organize FIVE (5) activities in public relations and
publicity for the company. (15 marks)

b. Discuss briefly FIVE (5) roles of personal selling.
(10 marks)
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TOPIC S

DIRECT MARKETING AND
INTERACTIVE &
INTERNET MARKETING

LEARNING OBJECTIVES:

01

Organize Direct Marketing.

02

Demonstrate interactive and internet marketing.
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QUICK FACTS TOPIC 5

Birect Marketing

|
Direct Marketing is a system of marketing by which !
organizations communicate directly with target customers E
to generate a response and/or a transaction using one or |
more medid. i

Direct Marketing Media

e Direct mail/ca’ca|09s
o Telemarketing
e Home Shololoing

* Kiosk Marketing
e Mobile Marketing

Interactive & Internet Marketing

Internet marketing also known as digital marketing, web
marketing, online marketing or e—mo\rke’cing, is the
marketing of products or services over the internet.

The Internet Communication

Cbjectives
’/ ------------
H e Create awareness * Create a strong brand
: o Generdte interest o Stimulate trial
: + Disseminate information * Create buzz
\ * Create an image * Gain recognition
O & Promotional Tools on the internet
ilg;
o s @
S— .m --------------------------------------------------- N
% 1.Advertising on the Internet 4.Public Relations on the Internet
‘ 2.Sales promotion on the Internet  5.Direct Marketing on the Internet
3.Personal selling on the Internet  6.Social Media Mo\rketing
[ ] Bl e o o o e o e e e e e e e e e e e e o e e e e e e e e e e e e e e e e e e e e e e 2 s
- »
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5.1 Organize Direct Marketing.

Define direct marketing

™

]
—
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5.2 Demonstrate interactive and internet marketing

|V
Discuss interactive and internet marketing

™

Demonstrate the internet communications
objectives
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%

Demonstrate the promotional tools on the internet
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Structured questions

a. B-bling Jewelry has launched a new product and intends to
promote it using direct marketing. Show your company FIVE (5)
direct marketing media that are appropriate for the company as a
marketing manager. (15 marks)

b. Ayra, a boutique owner, wants to promote her business online.
Demonstrate FIVE (5) types of advertising on the internet that Ayra
can use to promote her boutique. (15 marks)
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TOPIC 6

INTEGRATED MARKETING
COMMUNICATIONS BUDGET

LEARNING OBJECTIVES:

01

Decide promotion budget approach.

02

Evaluate the factors influence promotion budget
allocation
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QUICK FACTS TOPIC 6

. Integrated Marketing Communications Budget

——————

Budgetary amount is established (usually at an
executive level) and then the monies are passed down to
the various department. These budgets dre essentially
predetermined and have no true theoretical basis.

d. The affordable method
b. Arbitrary allocation method

c. Percentage of sale method

d. Competitive parity method

e. Return on investment (ROI) method

Build Up Approach

A more effective budgeting strategy would be to
consider the firm's communications objectives and

budget what is deemed necessary to attain these goals.

_____________________________________________________________

_______________________________________

+ Objective and task method
+ Payout plo\nning method
e Quantitative models method

S = = = = = = =

i g i i g gy

A more effective budgeting strategy would be to
consider the firm's communications objectives and

budge‘t what is deemed necessary to attain these 9oo\|s.

,_______________

_____________________________________________________________
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6.1 Decide promotion budget approach.

Define TWO (2) types of Integrated Marketing
Communications Budget

ﬁﬁﬁf\/Anf\
(xixixixixiyixixiy)
©
©

/
Recommend top-down approach method
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nnnnAnn
VOOV LOLLOLLY

°_° /
Recommend build-up approach method

6.2 Evaluate the Factors influence promotion budget
allocation

oo/
V]

List down the factors influence promotion budget
allocation.

nnnnrAnn
V00UVLLLOLLY
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Structured question

GoodOne is a brand for smartphone and has barely 0.3% market
share in the smartphone market. The brand aimed to re-establish its
brand in the markets, establish a connection to drive loyalty and
repeat purchase with its target customers. They plan using various
Integrated Marketing Communications tools to achieve their goals

Analyze the above situations and suggest any THREE (3) build-up
budgeting approach to the company. (12 marks)
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