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(Kotler and Armstrong, 1994; CIM, 2014)	  
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Moving	  from	  the	  Marke+ng	  Mix	  to	  the	  
Customer	  Mix	  

•  Customer	  Acquisi;on	  

•  Customer	  Sa;sfac;on	  

•  Customer	  Reten;on	  

•  Customer	  Recommenda;on	  
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(Belch and Belch, 2013)	  
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The	  Marke;ng	  Communica;ons	  Mix	  
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The	  Marke+ng	  Communica+ons	  Mix	  
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How	  Should	  Media	  be	  Selected?	  
	  
	  
	  

How	  much	  to	  spend	  on	  Marke+ng	  
Communica+ons?	  

– Depends	  on	  the	  product	  or	  service;	  
	  

• What	  stage	  in	  the	  PLC	  
• Market	  share	  and	  the	  consumer	  base	  
•  Compe;;on	  and	  cluFer	  
•  Ad	  frequency	  
•  Product	  subs;tutability	  
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Online	  Publicity	  

The	  6C	  model	  (Parent	  et	  al.,	  2011).	  
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The	  role	  of	  internet	  communica;on	  in	  
the	  customers’	  buying	  process	  

(Source:	  Hollensen,	  2014).	  
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Source:	  Copyright	  ©	  2010,	  Chevrolet	  Germany.	  

Chevrolet Dream Garage – a viral marketing campaign (Germany) 
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Typical	  Communica+on	  Tools	  

(Source:	  Hollensen,	  2014).	  
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Media strategy

Message strategy

Advertising objectives

Advertising

Direct marketing strategy

Direct marketing objectives

Direct marketing

Monitor, evaluate, and
control IMC program

Integrate and implement
IMC strategy

Sales promotion strategy

Sales promotion objectives

Sales promotion

PR/publicity strategy

PR/publicity objectives

PR/publicity

Personal selling strategy

Personal selling objectives

Personal Selling

Develop integrated marketing communications program

An	  Integrated	  Marke+ng	  Communica+ons	  
Planning	  Model	  
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Thanks	  for	  your	  aCen+on.	  
	  

Do	  you	  have	  any	  ques;ons,	  please?	  
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