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Abstract - In this paper we discuss how Integrated 

marketing communication (IMC) is being used 

worldwide  at a large scale. The main purpose of this 

paper is to understand what is IMC with its impact 

and also its development. Integrated marketing 

communication is a consumer oriented approach that 

mainly  focuses on organizational needs. Integrated 

marketing communication is performed in a synergy 

manner. With Integrated marketing communication 

we get some positive and right results like awareness 

of brand, brand loyalty, satisfaction of customers, 

positive brand image, greater profitability, increased 

sales and cost savings.IMC has major impact one 

quityof brand. We made the conclusion that the 

utilization of an incorporated methodology diminishes 

the expenses of the organization since the 

incorporated advertising interchanges cautiously 

facilitates and mutually links the utilization of all 

components of the promoting blend. 
 

Key Words: Integrated marketing communication, 
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1.INTRODUCTION 

 
Correspondence is the way toward passing on considerations 

and sharing the implications among people or associations. 

Correspondence which can be portrayed as the glue that 

keeps combined a channel of appropriation. The capacity of 

correspondence inside channel of advertising is a significant 

issue from both a hypothetical and managerial point of view. 

Correspondence in advertising channel can work as the 

cycle by which persuasive data is sent (Frazier and 

Summers, 1984).Showcasing interchanges is the dispersal of 

messages communicated in various structures and various 

ways. So as to viably offer their merchandise to the current 

shopper, the organization needs to go with these items 

within formative, appealing and unique messages. To this 

end, they should successfully utilize promoting interchanges 

- the way toward conveying showcasing messages to 

advance items, administrations or thoughts. [Burnet, 

Moriarty, 2001].Effective communication is done through 

notable channel that sends essentially and exactly. 

Marketing interchanges speak to the amassing of all 

segments in a brand's marketing blend that advance trades 

by building imparted implications to the partners of brand. 

Organizations utilize various apparatuses to advance their 

organization, item or administrations. Instruments can be 

brochures, selling, sites and so on. Destinations of the 

showcasing correspondence are to give data to target crowd 

and to support the deals. Coordinated Marketing 

Communication (IMC) is a term that rose in the late 

twentieth century with respect to utilization of predictable 

brand informing across heap advertising channels.IMC was 

grown chiefly to address the requirement for organizations 

to offer customers more than simply standard promoting. 

The idea of Integrated Marketing Communications (IMC) 

makes unmistakable sense – to such an extent that learner in 

the field may get astonish what all the disarray is about. 

IMC suggests that advertisers center at the client first – their 

inclinations, purchasing behaviors, media introduction, and 

different elements – and afterward client is presented to the 

items that accommodates its need through blend of 

specialized techniques which the client discover more 

alluring furthermore, believable. As indicated by Jones 

(2008) it is progressive advance in view of an entire culture 

of organizations, in-house offices, and advisors had grown 

up around the idea of partition for publicizing, direct 

showcasing, deals advancement, and advertising endeavors, 

as opposed to the amicable, client focused arranging 

measure that IMC requires. Integration has gotten an basic 

idea in showcasing in light of the fact that innovative 

advances have changed how business partners associate. 

Showcasing hypothesis that was built up during the order's 

developmental a long time has been surpassed by the 

complexities of continuous, multimodal, multi directional 

correspondence. 

 

What is Integrated Marketing Communications? 

 
Integrated marketing communication is a way to deal with 

brand interchanges where the various modes cooperate to 

make a consistent encounter for the client and are given a 

comparative tone and style that fortifies the brand's center 

message.  

Its will likely make all parts of showcasing correspondence, 

for example, publicizing, deals promotion, public relation, 

direct marketing, personal selling, online correspondence 

and web-based media cooperate as a bound together power 

as opposed to allowing each to work in seclusion, which 

thusly amplifies their cost viability. Schultz (1993) 

characterized IMC as idea of promoting correspondence 

arranging that join and assess key part of various 

correspondence order to get the lucidity, consistency and 

more prominent effect. As per Percy et al. (2001) arranging 
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and execution of all advertising correspondences are 

required in an equivalent manner to meet the objective. 

Process of creating furthermore, applying the distinctive 

correspondence programs and the likelihood to have sway in 

future after some time, by and large IMC measure begins 

with the client and work to decide and characterize the 

strategies and structures to build up the persuasive 

correspondences programs (Schultz, 1993).IMC is 

additionally considered as a vital business measure which is 

utilized to design, create, execute and assess the organized 

and assessable persuasive showcasing correspondence 

programs significant to outside and inward crowd after some 

time (researchandmarkets.com). Raman and Naik (2005) 

characterized the IMC in following words, ―an IMC 

program designs and executes different promoting exercises 

with consistency so its absolute effect surpasses the total of 

each activity. 

2. Importance of IMC 

Builds Brand Recognition and Trust: In the event that a 

brand can arrive at its planned buyer on different occasions, 

across different channels, they start to reverberate with its 

crowd. In the event that the different channels work 

superbly of conveying the brand and message reliably, at 

that point the individual is significantly bound to perceive 

and confide in the brand. An incorporated showcasing 

correspondences methodology makes this steady 

conveyance conceivable. Without this correspondence, the 

crowd gets an incoherent brand understanding and it turns 

out to be more uncertain that the planned message will 

decipher as shown in figure a. 

 

 

 

Fig. a 

Allows You to Reach Larger Audiences: Utilizing more 

channels to convey builds the quantity of individuals an 

organization can reach. In the event that a brand propelled a 

promoting effort carefully on metro vehicle banners, they 

would be feeling the loss of the crowd that drives to work by 

disregarding radio publicizing and bulletin advertisement. 

Having an attention to coordinated showcasing 

correspondences permits an organization to make a multi-

pronged promoting effort that objectives more extensive 

crowds. An ace's in incorporated advertising interchanges 

shows understudies how to decide the correct channels that 

will focus on the correct crowd with the correct informing. 

Yields Higher Revenues: After an organization can convey 

an unmistakable marked message across different channels 

to wide crowds, normally income development will 

increment. Organizations are exceptionally serious and 

utilize a blend of endeavors to round up income, including 

their exploration group, planners, advertising group, 

advanced and online media showcasing group, structure 

group and the sky is the limit from there. It no longer bodes 

well to zero in on one office autonomously. In the event that 

a business needs to stay serious in their given industry, they 

need to get happy with conveying between all division. As 

per shown in figure b. 

 

Fig. b 

3. Objectives of IMC 

IMC has four primary objectives: 

Awareness: One of the primary goals of IMC is building 

consideration and mindfulness for your image. A 

predictable brand voice helps manufacture more grounded 

associations with shoppers. Solid connections convert into 

client devotion. IMC assists individuals with perceiving 

your image across media. In a perfect world, potential 

clients would see one of your image's blog or web-based 

media posts and promptly perceive who composed it. IMC 

keeps your image before clients, helping them to 

remember what your identity is and what you do. 

Consideration and brand mindfulness drive more traffic to 

your site or store, giving you greater open door for deals. 

Interest: Another goal of incorporated promoting 

interchanges is to create enthusiasm for your items by 

illuminating clients regarding what separates your item or 
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administration from your rivals. You can likewise convey 

data about the item to your eventual clients. Numerous 

organizations fuse web journals and other substance into 

their IMC approach as a methods for offering some benefit 

and skill to clients. Creating interest should be possible 

from multiple points of view, at the end of the day the 

objective is expanding interest for your item. Having a 

bound together correspondence approach lets clients 

become acquainted with you and see what you have to 

bring to the table. This goal isn't such a great amount about 

creation deals, however fabricating connections and 

persuading your objective clients to associate with your 

image. 

Desire: The following goal of IMC is developing the 

longing in your clients to make a buy. In making want, you 

are attempting to move your clients from preferring your 

image to choosing to make a buy. Think about this as the 

extension to making a deal. Making want inside your client 

is typically done by hoisting their view of your item. One 

way you can make want is through a free preliminary of the 

item. When the client knows how much worth your item 

gives, they will be more open to paying for it. Another 

method of affecting clients through IMC is to build up an 

enthusiastic association. Manufacturing a real, enduring 

relationship with clients is a definitive method to pick up 

trust and guarantee long haul deals. 

Action: In the wake of fashioning associations with your 

clients, picking up their trust and provoking their curiosity 

in your items, your last target of IMC is inciting the client to 

make a move on a buy. One approach to impel activity is to 

lessen the customer's buy hazard. A case of this is ensuring 

your item for 30 days. On the off chance that a client 

realizes that they can restore an item they don't care for, they 

are bound to make a buy. Further, this is an amazing 

opportunity to set up and empower rehash buys. Once more, 

the goal of IMC is to fabricate solid, long haul associations 

with clients, not stunt them into getting one-time items. 

Incorporated advertising permits this relationship-working 

to happen such that is normal and commonly valuable to 

organizations and clients the same. 

 

4. Components of IMC 

a. The Foundation: As the name proposes, establishment 

stage includes point by point investigation of both the item 

just as target market. It is basic for advertisers to 

comprehend the brand, its contributions and end-clients. 

You have to know the requirements, mentalities and desires 

for the objective clients. Keep a nearby watch on contender's 

exercises. 

b. The Corporate Culture: The highlights of items and 

administrations should be in accordance with the work 

culture of the association. Each association has a dream and 

it's significant for the advertisers to remember the equivalent 

before planning items and administrations. Let us 

comprehend it with the assistance of a model.  

Association A's dream is to advance green and clean world. 

Normally its items should be ecofriendly and biodegradable, 

in lines with the vision of the association. 

c. Brand Focus: It represents the corporate identity of the 

brand. 

d. Consumer Experience: Advertisers need to zero in on 

buyer experience which alludes to what the clients feel 

about the item. A purchaser is probably going to get an item 

which has great bundling and looks appealing. Items need to 

meet and surpass client desires. 

e. Communication Tools: Specialized devices incorporate 

different methods of advancing a specific brand, for 

example, publicizing, direct selling, advancing through 

online media, for example, facebook, twitter, orkut, etc. 

f. Promotional Tools: Brands are advanced through 

different special apparatuses, for example, exchange 

advancements, individual selling, etc. Associations need to 

reinforce their relationship with clients and outside 

customers. 

g. Integration Tools: Associations need to keep a 

customary track on client criticisms and audits. You have to 

have explicit programming like client relationship the board 

(CRM) which helps in estimating the viability of different 

incorporated promoting specialized instruments. 

 

5. Developmental Process of IMC 

At the point when we will build up the system, we need to 

follow various advances or stages. Generally these means 

are followed in succession. Kitchen and Schultz (2000) 

depicted the phases in the formative cycle of IMC. These 

stages are and also shown in figure c. 

1. Strategic co-appointment (content)  

2. Reclassifying the extent of showcasing correspondences 

(channels)  

3. Utilization of data innovation (partners)  

4. Vital and money related combination (results)  
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Fig. c 

First stage requires the cross-useful and relational 

interchanges inside and outside the business so as to 

accomplish collaboration and consistency which makes 

―one sight, one sound‖. In second stage, associations gather 
the broad data about the client and apply to mastermind 

showcasing correspondences and to assess input and 

afterward the most great divert in the psyche of prospect is 

chosen. Third stage announces the open information sources 

and internationally fragmented information bases are 

worked to get comprehend and recognize the important and 

productive clients. In fourth stage firms continually control 

the promoting interchanges execution from ROI viewpoint. 

As indicated by Akers, there are various advances which are 

associated with creating IMC plan. These means are 

examination, character, objectives and financial plan. Initial 

step is the investigation of prospects to whom the message 

will be conveyed. It is going to know the segment qualities 

of target crowd. Second step is worried about making brand 

or organization remarkable character. This stage matches the 

personality of brand to the qualities of possibilities and 

separates the brand from those of competitors. In third step 

the particular targets identified with brand character and 

reason for brand are resolved. Fourth step is the distribution 

of cash for IMC plan. This progression guarantees that 

financial plan is deliberately designated that expands 

income. As indicated by Vargas (2005) a compelling IMC 

measure is worried about the recognizable pieces of proof of 

target crowd, assurance of the correspondence destinations, 

planning of the message content, choosing the methods for 

correspondence, characterizing the media blend, financial 

plan and needs and estimating the adequacy of exertion. 

6. Discussion 

Incorporated advertising correspondence is being considered 

as business system which is used to get greatest positive 

effect on the business. Typically it is the blend of various 

advancement blend which is utilized in same manner to 

create consistent message to make greatest sway on the 

client. This audit paper analyzes significance and objectives 

of IMC, how to IMC is created, IMC sway on hierarchical 

execution and brand value and furthermore a few 

obstructions which impact the IMC cycle. Media, message 

consistency, structure consistency, fortification and deals 

arrangement are the segments of IMC. Deals and benefit can 

be expanded while diminish the time and cash. There are a 

few objectives behind the IMC, these objectives can be, 

support the business, assemble solid brand picture and 

accomplish upper hand. To produce the brand value is main 

goal of the organization. IMC is being utilized to make a 

decent picture of brand in client memory that client share 

positive expressions of mouth to other people. IMC centers 

around client that how more prominent qualities can be 

moved to client by association which is upheld by IMC, it 

encourages association to make cozy relationship with client 

by assaulting the components of hierarchical execution. Our 

primary target of this survey paper is to separate the IMC 

with conventional showcasing approach, which can be seen 

that how IMC vary the customary approach.Cross-

disciplinary administrative aptitudes, personalities, turf 

fights, idea of crusade, budgetary limitations and low quality 

item are significant obstructions to IMC. To make IMC 

sway more effective, boundaries evacuation is generally 

significant. 

 

7. Conclusion 

This is the audit paper in which we attempted to investigate 

IMC from various viewpoints that what IMC is and what is 

its effect on business. IMC is being polished at enormous 

scope around the world. IMC gives positive contact with 

fruitful special joining in the event that it is executed with 

appropriate cycle. It gives positive effect as brand value, 

brand mindfulness, productivity and changing mentality of 

buyer. Yet, all the components which are affecting the IMC 

ought to be overseen appropriately. IMC system ought to be 

made considering various perspectives which might leave 

negative effect. Extending the idea of IMC informs us 

concerning its effect, factors impacting it what's more, what 

are boundaries. To get the compelling effect boundaries 

ought to be taken out by dealing with the impacting factors. 

 

References: 

Frazier, G.L. and Summers, J.O. (1984). Interfirm Influence 

Strategies and Their Application within Distribution 

Channels, Journal of Marketing, 48(3), pp. 43-55. 

Burnet J., Moriarty S. Marketing communications: an 

integrated approach / Trans. from English Ed. S.G. Bozhuk. 

- SPb .: Peter, 2001. 

Chang, Y. and Thorson, E. (2004). Television And Web 

Advertising Synergies, Journal of Advertising, 33(2), pp. 

75-84 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

           Volume: 05 Issue: 10 | Oct - 2021                                                                                                    ISSN: 2582-3930                                     

 

© 2021, IJSREM      |www.ijsrem.com   |        Page 5 

Eagle, L.C. and Kitchen, P.J. (2000). IMC, Brand 

Communications and Corporate Cultures: 

Client/Advertising Agency Co-ordination and Cohesion, 

European Journal of Marketing, 34(5/6), pp. 667-686 

Sharkov F. I.. Marketing communications management 

(integrated approach). M.: Tricksta, 2006. 

Kitchen, P.J. and Schultz, D.E. (2000).Communicating 

Globally: An Integrated Marketing Approach. London: 

Macmillan Press Ltd. 

Kitchen, P.J., Brignell, J., Li, T. and Jones, G.S. (2004). The 

Emergence of IMC: A Theoretical Perspective, Journal of 

Advertising Research, pp.19-30. 

IMC and Marketing Comparison. (2009). Retrieved on 

December 03, 2012 from, 

http://www.writework.com/essay/imc-and-marketing-

comparison 

Kotler, P. (2006). Integrated Advertising, Promotion and 

Marketing Communications, pp. 338. PrenticeHall PTR. 

Linton, I. Elements of Integrated Marketing 

Communication. Retrieved on November 28, 2012 

from,http://www.smallbusiness.chron.com 

Percy, L., Rossitor, J.R. and Elliott, R. (2001).Strategic 

Advertising Management. New York: Oxford University 

Press. 

Potluri, R.M. (2008). Assessment of Effectiveness of 

Marketing Communication Mix Elements inEthiopian 

Service Sector, Journal of Business Management, 2(3), pp. 

59-64. 

Reid, M. (2005).Performance Auditing Of Integrated 

MarketingCommunication (IMC) Actions And Outcomes, 

Journal of Advertising, 34(4), pp. 41-54. 

Vantamay, S. (2011).Performances and Measurement of 

Integrated Marketing Communications (IMC)of Advertisers 

in Thailand, Journal of Global Management, 1(1). 

Tsikirayi, C.M.R., Muchenje, B. and Katsidzira, Z. 

(2012).Impact of Integrated Marketing Communications 

Mix (IMCM) In Small to Medium Enterprises (SMEs) In 

Zimbabwe asa Marketing Tool, Research in Business and 

Economics Journal. 

http://www.ijsrem.com/
http://www.writework.com/essay/imc-and-marketing-comparison
http://www.writework.com/essay/imc-and-marketing-comparison

	Builds Brand Recognition and Trust: In the event that a brand can arrive at its planned buyer on different occasions, across different channels, they start to reverberate with its crowd. In the event that the different channels work superbly of convey...
	Fig. a
	Allows You to Reach Larger Audiences: Utilizing more channels to convey builds the quantity of individuals an organization can reach. In the event that a brand propelled a promoting effort carefully on metro vehicle banners, they would be feeling the ...
	Yields Higher Revenues: After an organization can convey an unmistakable marked message across different channels to wide crowds, normally income development will increment. Organizations are exceptionally serious and utilize a blend of endeavors to r...

