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PREFACE


Marketing communications are not only one of the most visible and widely discussed instruments of the marketing mix, with an overwhelming impact on both society and business, they are also one of the most fascinating. Every private consumer and business executive is exposed to online and offline advertising. They make use of sales promotions, visit trade fairs and exhibitions, buy famous or not so famous brands, are a target of public relations activity, are exposed to sponsorship efforts, receive direct mail, telemarketing or research calls and visit stores in which no stone is left unturned to influence their buying behaviour. 


Marketing executives constantly face the challenge of integrating their promotional efforts into strategic management and marketing plans. They have to integrate the various instruments of the marketing communications mix, build successful brands, try to find out how marketing communications can be instrumental in achieving company objectives, and how they can be applied in specific marketing situations.


Following the success of the first six editions, this seventh edition of Marketing Communications: A European Perspective continues to offer a comprehensive overview of the cornerstones, techniques and applications of marketing communications in a European context.


The market


This text is geared to undergraduate and postgraduate students who have attended introductory courses in marketing, and who want to extend their knowledge to various aspects of marketing communications. The text can also be used by marketing communications professionals who want an overview of the whole field and may find inspiration and new angles to their marketing communications practice in the many examples, cases and research results that are covered in this text.


Organisation


The text is organised as follows. Chapter 1 provides a global overview of marketing communications and discusses the crucial topic of the integration of marketing communications activity. One of the major objectives of marketing communications is to build and maintain strong brands. Branding is covered in Chapter 2. Chapter 3 discusses the groundwork of all marketing communications activity. It is devoted to the intriguing question of how communications influence consumers. In Chapter 4 the different steps in the marketing communications plan are covered: the definition of target groups, objectives, and budgeting issues.


Chapters 5–12 cover the marketing communications instruments: advertising (5), media planning (6), brand activation (7), direct marketing (8), public relations (9), sponsorship (10), and exhibitions and trade fairs (11). Chapter 12 deals with measuring advertising campaign effectiveness. In Chapter 13 the increasingly important ethical side of marketing communications is discussed.


Pedagogy


To help reinforce key learning points, each chapter includes the following:




	
●Chapter Outline, which presents the contents of the chapter graphically.


	
●Chapter Objectives, Summaries and Review Questions and references to interview videos assist the reader in understanding the important elements and help test one’s knowledge.


	
●Main text organised in sections and sub-sections to help students digest and retain the information.


	
●Tables, figures, outlines and other illustrative material help the reader grasp the essential facts.


	
●Separate highlights throughout the text cover extended examples, mini-cases, interesting research results or more technical issues.


	
●Suggested further readings offer the opportunity to refer to other, more specialised or specific sources of information on many subjects.


	
●An extensive European or global case study.





Distinctive characteristics




	
●This is not just a text about advertising, supplemented by a brief discussion of the other instruments of the marketing mix. Although advertising-related topics are thoroughly discussed, this text is comprehensive in that it covers all instruments of the marketing communications mix.


	
●The text has a consistent European focus. Although research results and examples from other parts of the world are covered, the main focus is the application of marketing communications concepts in a European environment.


	
●Every chapter contains an extensive European or global case study in a wide variety of industries, markets and countries. Most of these cases contain original and in-depth material, often provided by the marketing executives of the brands and companies discussed. Challenging case questions are designed to encourage the reader to apply the concepts from the chapter to the solution of the case at hand. Furthermore, many of these cases can be used with more than one chapter.


	
●A number of chapters focus extensively on particularly important and/or relatively new fields of interest related to marketing communications. This is the case for the chapters on branding, how communications work, brand activation, and ethics. All chapters also devote attention to online marketing communications.


	
●Throughout the text, numerous examples, case studies and research results from various countries, industries and markets are given, to illustrate and make the concepts as practice-orientated as possible.





New to the seventh edition


The content of the seventh edition of this text has been rearranged such that all materials regarding online communications are no longer in one separate chapter, but are now integrated in the other chapters. The materials on online communications have been thoroughly updated and substantially extended and include a large section on social media communications and other forms of contemporary online communication formats, to reflect the most recent evolutions and best-practice applications in this fast-growing area.


Case studies, vignettes, examples, end-of-chapter cases and references have been updated and new material has been added to every chapter. These include, among others, extensive new company case materials about Libresse, Guinness, Costco, Baunat, Trooper, Solid International, Barco, Anytime Insurances, and LEGO. New and updated business and research insights are added about integrated marketing communications, new advertising formats and tools, social media advertising, brand placement, cross-cultural advertising, buzz marketing, brand globalness, emotions in advertising, children and new advertising formats, advertising media mix optimisation, responses to online reviews, culture and advertising, self-identity and eco-friendly consumer behaviour, media multitasking, and gender stereotyping.


Finally, we are proud to offer an updated instructor’s manual and PowerPoint slides, which contain valuable teaching and learning materials on Marketing Communications.
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CHAPTER 1

Integrated communications
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CHAPTER OUTLINE
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CHAPTER OBJECTIVES

This chapter will help you to:


	
●Situate marketing communications in the marketing mix

	
●Get an overview of the instruments of the marketing communications mix

	
●Understand what integrated (cross-cultural) marketing and corporate communications mean, and their organisational implications

	
●Understand how important online communication has become

	
●Learn the factors leading to integrated communications

	
●Get an overview of the different levels of integration





Introduction

The integration of the various instruments of the marketing mix is one of the major principles of sound marketing strategy. Obviously, this integration principle also applies to the various instruments of the communications mix. In fact, integrated communications have been practised by good marketing communicators for decades. Why, then, has the concept of ‘integrated marketing communications’ (IMC) in recent years developed into one of the basic new trends in marketing communications? Is IMC really fundamentally new? Or is it an old idea which has rarely, if ever, been realised? In other words, is it something everybody agrees on which should have been activated years ago, but for all kinds of practical reasons was not? Or is it nothing more than traditional marketing and advertising dressed up in fancy words and a new language?1 Whatever the case, the integration of the various instruments of the communications mix is favourably influenced and necessitated by a number of important trends in marketing today. This integration principle also applies to cross-cultural integration, corporate communications, and integration of online communications.

Marketing and the instruments of the marketing mix

Marketing is the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create and exchange value, and satisfy individual and organisational objectives.2

Given the marketing objectives and goals, the target segments and the market position that has to be defended, the tools of the marketing plan have to be decided upon. The marketer has a number of tools to hand: the instruments of the marketing mix. Traditionally, these instruments are divided into four categories, called the 4 Ps or the 4 Cs of the marketing mix. Some of the tools of the marketing mix are shown in Table 1.1.

The product tool consists of three layers. The core product is the unique benefit that is being marketed. In fact it is the position, the unique place in the mind of the consumer, that will be focused upon. Often the brand is a summary, a visualisation of this core benefit and all the associations it leads to. The core product has to be translated into a tangible product. Product features, a certain level of quality, the available options, design and packaging are important instruments by which a core benefit can be made tangible. Finally, the augmented product gives the tangible product more value and more customer appeal. The augmented product can be defined as the ‘service layer’ on top of the tangible product. It includes elements such as prompt delivery, installation service, after-sales service and management of complaints.


Table 1.1 Instruments of the marketing mix










	Product (Customer need)

	Price (Cost to the customer)

	Place (Convenience)

	Promotion (Communication)






	Benefits

	List price

	Channels

	Advertising




	Features

	Discounts

	Logistics

	Brand activation




	
	
	
	Direct marketing




	
	
	
	Public relations




	Options

	Credit terms

	Inventory

	Sponsorship




	Quality

	Payment periods

	Transport

	Exhibitions and trade fairs




	Design

	Incentives

	Assortments

	



	Branding

	
	Locations

	



	Packaging

	
	
	



	Services

	
	
	



	Warranties

	
	
	







Price is the only marketing instrument that does not cost anything, but provides the resources to spend on production and marketing activities. The list price is the ‘official’ price of a product. However, discounts and incentives of all kinds can be used to make the product more attractive. Systems of down payments and payment periods, combined with attractive interest rates, can also be used to make the offering more attractive and ensure that the immediate budget constraint is less of a problem for the consumer. The price instrument is an ambiguous tool. On the one hand, price cuts are an effective way to attract consumers. On the other, price cuts mean losing margin and profit. Furthermore, the customer gets used to discounts and may gradually be educated to buy on price and be a brand-switcher. The regular use of the price instrument is incompatible with building a strong position and a strong brand on the basis of product characteristics or benefits. Therefore good marketing can be defined as avoiding the price tool as much as possible.

By means of place or distribution, the company manages the process of bringing the product from the production site to the customer. This involves transporting the product, keeping an inventory, selecting wholesalers and retailers, deciding on which types of outlet the product will be distributed in, and the assortment of products to be offered in the various outlets. Distribution strategy also implies maintaining co-operation between the company and the distribution channel, and finding new ways to distribute products, such as infomercials (programme-length advertising and selling) and e-commerce.

Promotion or marketing communications (MC) are the fourth and most visible instruments of the marketing mix. They involve all instruments by means of which the company communicates with its target groups and stakeholders to promote its products or the company as a whole. The instruments of the communications mix are introduced in the next section.

The communications mix

Marketing communications is a process through which organisations and audiences engage with one another. Organisations convey messages that are of significant value to customers and stakeholders, and these audiences are encouraged to offer cognitive, attitudinal and behavioural responses. Marketing communications can inform and persuade audiences, they can differentiate the offering from one company or brand from those of others, and they can reinforce the relationship between an organisation and its audiences.3 A large variety of marketing communications instruments exist, each with their own typical characteristics, strengths and weaknesses. The tools of the communications mix are presented in the last column of Table 1.1.

Advertising is non-personal mass communications using mass media (such as TV, radio, newspapers, magazines, billboards, banners on websites, pre-roll ads in online videos, advertisements on social media, native advertising, mobile advertising, etc.), the content of which is determined and paid for by a clearly identified sender (the company).

Brand activation is the integration of all available communications means in a creative platform in order to activate consumers by stimulating interest, initiating trial and eventually securing consumer loyalty. It is a tool used to build brands through interaction with target audiences as it helps increase frequency, consumption and penetration of the brand. It is a marketing process of bringing a brand to life through creating brand experience. Offering car buyers a test drive is a form of brand activation. Sales promotions, as a part of brand activation, are sales-stimulating campaigns, such as price cuts, coupons, loyalty programmes, competitions, free samples, etc. Point-of-purchase communications are communications at the point of purchase or point of sales (i.e. the shop). They include several communications tools such as displays, advertising within the shop, merchandising, article presentations, store layout, etc.

Direct marketing communications are a personal and direct way to communicate with customers and potential clients or prospects. Personalised brochures and leaflets (with feedback potential), direct mailings, telemarketing actions, direct response advertising, email campaigns, etc., are possible ways of using direct marketing communications.

Sponsorship implies that the sponsor provides funds, goods, services and/or know-how. The sponsored organisation will help the sponsor with communications objectives such as building brand awareness or reinforcing brand or corporate image. Sports, arts, media, education, science and social projects and institutions, and TV programmes, can be sponsored. Events are often linked to sponsorship. A company can sponsor an event or organise its own events, for instance for its sales team, its clients and prospects, its personnel, its distribution network, etc.

Public relations consist of all the communications a company instigates with its audiences or stakeholders. Stakeholders are groups of individuals or organisations with whom the company wants to create goodwill. Press releases and conferences, some of the major public relations tools, should generate publicity. Publicity is impersonal mass communications in mass media, but it is not paid for by a company and the content is written by journalists (which means that negative publicity is also possible).

Exhibitions and trade fairs are, particularly in business-to-business and industrial markets, of great importance for contacting prospects, users and purchasers.

Besides these traditional instruments of the communication mix, new formats and media are increasingly used. They will be discussed in Chapter 5 (advertising).

Marketing communications try to influence or persuade the (potential) consumer by conveying a message. This message transfer may be directed to certain known and individually addressed persons, in which case it is called personal communications. The message transfer may also be directed to a number of receivers who cannot be identified, using mass media to reach a broad audience. This is called mass communications. Personal communications are mainly direct and interactive marketing actions and personal selling. All other promotional tools are mass communications. Table 1.2 compares personal and mass marketing communications using different criteria. This comparison does of course generalise. The practical implications of the selection mix depend on the situation and the creative implementation and execution of the communications instruments. For instance, a bad mail shot could also lead to higher selective perception and lower attributed attention.

Another way of categorising marketing communications instruments is to differentiate between theme or image communications and action communications.

In image or theme communications the advertiser tries to tell the target group something about the brand or products and services offered. The goal of image communications could be to improve relations with target groups, increase customer satisfaction or reinforce brand awareness and brand preference. This might eventually lead to a positive influence on the (buying) behaviour of the target group. Theme communications are also known as above-the-line communications, as opposed to below-the-line or action communications. This difference (the line) refers to the fee an advertising agency used to earn. All above-the-line promotional tools used to lead to a 15% commission fee on media space purchased. Consequently, above-the-line communications are synonymous with mass media advertising (TV, radio, magazines, newspapers, cinema, billboards, etc.). Below-the-line or action communications tools were communications instruments for which the 15% rule was not applicable. This terminology has since lost its importance because most agencies now charge a fixed fee or hourly fee rather than using the commission system.


Table 1.2 Personal versus mass marketing communications









	
	Personal communications

	Mass communications






	
Reach of big audience

Speed

Costs/reached person


	
 

Slow

High


	
 

Fast

Low





	
Influence on individual

Attention value

Selective perception

Comprehension


	
 

High

Relatively lower

High


	
 

Low

High

Moderate–low





	
Feedback

Direction

Speed of feedback

Measuring effectiveness


	
 

Two-way

High

Accurate


	
 

One-way

Low

Difficult









Action communications seek to influence the buying behaviour of target groups and to persuade the consumer to purchase the product. The primary goal is to stimulate purchases. In practice, theme and action campaigns are not always that easy to distinguish. Sometimes the primary goal of advertising is to sell, as in advertisements announcing promotions or direct response ads. Visits from sales teams may also have the purpose of creating goodwill rather than selling. Theme promotions such as sampling gadgets to increase brand awareness are also used.

Integration of marketing communications

Integrated marketing communications (IMC) is an old idea that emerged in the eighties and the nineties of the previous century, but is still (and increasingly) relevant today. Already back in 1992, Don Schultz, one of the founding fathers of the IMC idea, and his colleagues, defined it as follows:4

IMC is the process of developing and implementing various forms of persuasive communication programs with customers and prospects over time. The goal of IMC is to influence or directly affect the behaviour of the selected audience. IMC considers all sources of brand or company contacts which a customer or prospect has with the product or the service as potential delivery channels for future messages. Further, IMC makes use of all forms of communication which are relevant to the customer or prospect, and to which they might be receptive.

At the core of this definition is the idea that IMC starts from the customer point of view, and works backwards to develop effective communication. It is aimed at developing both attitudes and behaviour, and it is using all possible touchpoints with the customer. This multiple touchpoint perspective is sometimes referred to as ‘360 degrees communication’.

Since then IMC have been defined in a number of ways, stressing various aspects, benefits and organisational consequences of IMC. Duncan states that IMC is:5

A process for managing customer relationships that drive brand value. It is a cross-functional process for creating and nourishing profitable relationships with customers and other stakeholders by strategically controlling or influencing all messages sent to these groups and encouraging data-driven, purposeful dialogue with them.

In this definition, again the focus is on customer-orientedness and building dialogues and relationships between brands and customers, stakeholders and prospects. Further, this definition again emphasises the use of multiple touchpoints and communication methods to support this dialogue. A particular feature of Duncan’s definition is that it stresses the need for customer insights: IMC is data-driven, and thus based on detailed customer information.

IMC is not just a way of communicating, it is or should become a strategic business process.6 This means that the IMC idea permeates all levels of a company, and is the driving force behind the focus of a company: not just promoting products, but taking a customer-centred view and operationalising it for profitable brand building. This is represented in Figure 1.1. Over the last decades, many companies have been working on the basic level of the IMC pyramid, the tactical co-ordination of marketing communication. However, a true IMC philosophy implies that companies work their way through the next stages, in such a way that the focus of the company is building, monitoring and measuring the profitability of well-integrated marketing communications (top of the pyramid). In fact, for IMC to become the prime business driver, companies should first adopt this return-on-marketing-communications perspective, and develop their operations accordingly. Indeed, the essential characteristic of IMC is that marketing communications are built on deep customer insights and profitable customer relationships. In other words, the focus of a company should be to learn to know target markets thoroughly, and build marketing communications programmes that are profitable. This profitability should be monitored closely. ROMI (return on marketing communications) thus becomes of crucial importance. Only then is IMC strategically and financially integrated.


[image: ]

Figure 1.1 Stages in IMC development

Source: Kitchen, P. and De Pelsmacker, P. (2004) Integrated Marketing Communications: A Primer. London and New York: Routledge from Shultz, D.E. and Kitchen, P.J. (2000) ‘A response to ‘theoretical concept or management fashion?’’, Journal of Advertising Research, 40(5), 17-21 © Copyright Advertising Research Foundation 2000.



This book focuses on the bottom of the pyramid. From that perspective and putting it very generally, IMC:

is a new way of looking at the whole, where once we saw only parts such as advertising, public relations, sales promotion, purchasing, employee communication, and so forth, to look at it the way the consumer sees it – as a flow of information from indistinguishable sources.7

It is the integration of specialised communications functions that previously operated with varying degrees of autonomy. It is seamless, through-the-line communications.8 The American Association of Advertising Agencies uses the following definition of IMC:

a concept of marketing communication planning that recognises the added value of a comprehensive plan that evaluates the strategic roles of a variety of communication disciplines, e.g. general advertising, direct response, sales promotion and public relations – and combines these disciplines to provide clarity, consistency and maximum communication impact.9

The various definitions incorporate the same core idea: communications instruments that traditionally have been used independently of each other are combined in such a way that a synergetic effect is reached, and the resulting communications effort becomes ‘seamless’ or homogeneous. The major benefit of IMC is that a consistent set of messages is conveyed to all target audiences by means of all available forms of contact and message channels. Communications should become more effective and efficient as a result of the consistency and the synergetic effect between tools and messages. In other words, IMC have an added value when compared with traditional marketing communications.10

Two principles are important when designing and implementing an integrated marketing communications mix, namely consistency and synergy. Marketing instruments have to be combined in such a way that the company’s offering is consistently marketed. In other words, all marketing instruments have to work in the same direction, and not conflict with each other. The second important principle is synergy. Marketing mix instruments have to be designed in such a way that the effects of the tools are mutually reinforcing. Sales staff will be more successful if their activities are supported by public relations activity or advertising campaigns. The effect of sponsorship will be multiplied if combined with sales promotion activity and public relations campaigns generating media exposure of the sponsored event. Advertising campaigns that activate consumers via online channels can be more impactful. Successful marketing communications depend on a well-integrated, synergetic and interactive marketing mix.

The rationale behind this new way of looking at marketing communications – and certainly the most relevant issue in the whole IMC discussion – is the consumer’s point of view. The consumer does not recognise the subtle differences between advertising, sponsorship, direct mailing, sales promotions, events or trade fairs. To him or her, these are all very similar and indistinguishable ways that a company employs to persuade people to buy its products. Therefore, it is very confusing and less persuasive to be confronted with inconsistent messages. Consumers may be more sensitive to commonalities and discrepancies among messages than to the specific communications vehicles used to transmit them.11 IMC may therefore also be defined from the customer’s point of view. It is in the field of communications where the receiver is offered sources, messages, instruments and media in such a way that an added value is created in terms of a faster or better comprehension of the communication. Integration occurs at the consumer or perceiver level. It is the task of the communicator to facilitate this integration at the consumer level by presenting the messages in an integrated way.12 In fact, there is a need to manage each point of contact between the consumer and the product or organisation.13 In Figure 1.2, an overview is given of various elements of the communications mix, and the potentially integrating role of marketing communications.14
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Figure 1.2 The marketing mix and integrated marketing communications

Source: Based on Hutton, J.H. (1996) ‘Integrated marketing communication and the evolution of marketing thought’, Journal of Business Research, 37(3), 155–62.




RESEARCH INSIGHT

How to brand entertainment: the effectiveness of combining television brand placement with sponsorship messages
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Companies are increasingly investing in brand placement, the (paid) incorporation of brands in media content. For example, Volkswagen invested $200 million in 2005 to have their cars placed in diverse NBC productions,15 while brand placement investments in the 2013 Superman film Man of Steel were around $170 million.16 PQ Media estimates that global branded entertainment revenues grew at twice the rate of overall advertising and marketing revenues in 2017 to surpass $100 billion.17

Almost all extant studies treat brand placement in isolation from other forms of marketing communications.18 As a result, previous research does not accurately capture the current marketing communications environment. Brand placement is increasingly used as a communication tool in a broader promotional strategy. For example, the Dutch beer brand Heineken set up a promotional campaign around its appearance in the 2012 James Bond film Skyfall. Heineken broadcast commercials featuring Bond and hosted sponsored events both before and after the movie premiered. Another example is Coca-Cola’s long-standing promotional agreement with American Idols, which combines in-programme placements with sponsorship messages.

In a Belgian study,19 the effectiveness of brand placement in a television programme, sponsorship messages and their combination was investigated by means of two field studies. Study 1 measured the responses of a panel of viewers (n = 7629) to 19 real-life advertising campaigns for 15 brands that ran across eight entertainment shows on Belgian commercial television. The majority of the programmes were local talent competitions (singing, cooking, dancing contests), with the exception of Sofie’s Kitchen, which is an instructive cooking show (cf. Nigella’s Kitchen). Study 1 allowed viewers to assess brand placement and sponsorship messages as they operate in the real world. For each of the 19 campaigns, a quota sample was collected from the consumer panel of a Belgian market research agency. Respondents were contacted one day after the final episode of a certain show was broadcast, and given a week to complete the survey. Each sample was collected using a quota sampling procedure, in order to be representative of the television network’s viewer profile.

Study 2 replicated the findings from Study 1 by means of a naturalistic experiment (n = 334). A between-subject experiment was set up that consisted of four different experimental conditions. Participants were invited to a studio at Belgium’s leading commercial television network, which was converted to a viewing theatre, to watch a 44-minute episode of the Flemish version of the reality cooking show Masterchef (the episode had not previously aired on television). The viewing theatre was equipped with a large screen and comfortable seats. The episode was interrupted by one commercial break of five minutes, which contained ten commercials of 30 seconds for brands that were not competitors of the test brand (i.e. Bosto, a brand of rice). In the first condition (programme sponsorship message plus brand placement), viewers were exposed to an episode that included a clear five-second brand placement (i.e. a participant used a box of the test brand’s rice to prepare a dish) plus two sponsorship messages for the test brand (i.e. a five-second animated video that showed rice grains falling out of a box with the statement ‘It’s raining culinary talent with Bosto and Masterchef’), one at the start of the programme and one after the commercial break. Viewers in the second condition were exposed to the brand placement only. The third group was exposed to the sponsorship messages only. The fourth group was a control group that saw the episode without brand placement or sponsorship messages. Episodes without brand placement (i.e. conditions 3 and 4) were edited by the production department of the co-operating television network, who subtly blurred the rice package so that viewers could not derive the test brand. In the conditions that did not contain sponsorship messages for the test brand (i.e. conditions 2 and 4), these messages were replaced by sponsorship messages for a brand that was unrelated to the programme context (i.e. Kleenex tissues). This was done to keep the exposure time constant across conditions, and to make the viewing experience as realistic as possible. All other branded products that appeared in the episode were visually blurred, so that they could not be recognised. After watching the episodes, participants completed a questionnaire measuring brand recall and brand attitude.

The results of the studies demonstrate that sponsorship messages and brand placements can be synergetic advertising formats, in that their combination can boost brand recall compared to either sponsorship messages or brand placement only. Even though sponsorship messages are generally more explicit than brand placements, and are shown stand-alone, so that they offer a higher opportunity for processing, Study 2 shows that brand recall is significantly higher for brand placements than for sponsorship messages. This can be attributed to the increased relevance brand placements benefit from by being embedded in a meaningful context.20 Contrary to effects for brand recall, there was no evidence of a synergistic effect on brand attitude when sponsorship messages and brand placement were combined, either positive or negative. In general, brand attitudes also did not improve very much over the control groups. A potential reason for this could be that most of the brands included were well-established brands. Other studies also report little or no attitudinal effects for highly familiar brands.21 For established brands, it is harder to boost brand attitude than for unestablished brands, even by a season-long campaign in an entertainment programme. Therefore, even a minor improvement may be considered a substantive and meaningful campaign result.

Brand managers seeking to boost their brand awareness should invest in a campaign which contains both brand placements and sponsorship messages, as their combination generates a positive synergistic effect. Even though the recall scores after a time delay in Study 2 are much lower than the immediate measures in the experimental setting of Study 1, this positive synergistic effect subsides. Moreover, it is important to note that this increase in awareness is not accompanied by a decrease in brand attitude. Departing from the findings of previous research, one could argue that the increased prominence inherent to a combined campaign could have adverse attitudinal effects due to the activation of viewers’ persuasion knowledge, or tedium with increased repetition.22 However, the results of both studies indicate there is no negative attitudinal impact of combining programme sponsorship with brand placement.



IMC do not happen automatically. All the elements of the communications mix have to be carefully planned in such a way that they form a consistent and coherent integrated communications plan. As a consequence, IMC can only be implemented successfully if there is also a strategic integration of the various departments that are responsible for parts of the communications function. Indeed, advertising, public relations, sales promotions and personal selling in most companies are traditionally managed by separate divisions that seldom communicate with each other, let alone take account of each other’s priorities or integrate their efforts. Successful IMC rest on the existence of one communications manager who has the authority to supervise and integrate all the specialised communications functions of the organisation. Often this will imply a radical change in the structure of the organisation, and that may be the most important reason why IMC have not been implemented in most companies.


RESEARCH INSIGHT

Which tactics do marketers consider effective at different stages of the funnel?
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Based on a survey with 264 marketers, MarketingCharts reports that as much as 82% of them have zero to moderate integration of funnel sections, while only 2% say they have complete integration of their funnel sections. Nevertheless, marketers have figured out that some tactics work better than others, depending on which part of the funnel buyers are in. However, the majority of tactics that marketers employ tend to be most effective in the beginning stages of the funnel. Three marketing funnel stages can be distinguished: top (first stage), middle and bottom. Respondents rated referral marketing (76%), events marketing (73%), content marketing (64%), search marketing (59%), owned and paid media (59% and 57%, respectively) and social media marketing (57%) either better or best when used at the top of the funnel. Video marketing is the only tool that appears to have increased effectiveness towards the bottom of the funnel.

Marketers may have an idea of the effectiveness of certain tools at various stages of the funnel, but that doesn’t mean they readily use those tools. In fact, while the best-performing tactics for the top of the funnel are referral, events and content marketing, the most-used tactics are email marketing, owned media and events marketing. The best-performing tools at the bottom of the funnel are referral, events and video marketing. Yet, respondents use events and referral marketing most often. Email marketing is the most used tool no matter which section of the funnel marketers are targeting. What may drive marketers to use email most often, in all stages of the funnel, is its ease of use. That being said, while email marketing was ranked second in all stages of the funnel for its ease to execute, the easiest tool to use, according to respondents, was social media marketing.23
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Source: Which Tactics Do Marketers Consider Effective At Different Stages of the Funnel? August 14, 2019, MarketingCharts.com



Traditional communications strategies are based on mass media delivering generalised transaction-orientated messages. Integrated communications are much more personalised, customer-orientated, relationship-based and interactive.

They are aimed not only at changing awareness and attitudes, but also at directly influencing behaviour. Integration is not synonymous with relationship marketing, satisfaction management or interactive communications. These principles may well be put in practice by means of a ‘classic’ communications strategy. However, by means of integrated communications the key objectives of modern marketing can be reached much more effectively.

In each of the chapters on communication instruments, attention will be devoted to consistency and synergy in integrating communications instruments.


BUSINESS INSIGHT

Combining marketing communications tools to create synergies

[image: ]

Integrating the various tools can lead to synergies in a number of ways. Here are some examples:


	
●The sales team have an easier job if their product or company is well known as a result of sponsorship or advertising.

	
●In-store or point-of-purchase communications that are consistent with advertising are much more effective.

	
●A promotional campaign that is supported by advertising is generally more successful.

	
●Direct mailing is more effective when preceded by an awareness-increasing advertising campaign and supported by a sales promotion campaign.

	
●Public relations, corporate advertising and sponsorship can have synergetic effects on company image building.

	
●Websites will be more frequently visited when announced in mass media advertising.

	
●Social media campaigns will be more effective when accompanied by offline advertising or brand activation campaigns.

	
●Advertising for a trade show will be more effective if an incentive to visit the stand is offered.





Integrating marketing communications across cultures



















More and more companies are operating internationally. Following this trend, international communications have also grown enormously. International marketing communications management differs from domestic communications management in that one has to operate in a different environment with different demographic, economic, geographic, technological, political and legal conditions. Cultural and legal differences between a company and its foreign marketplace can cause many problems and difficulties. The translation from the message strategy ‘what to say’ into a creative strategy ‘how to say it’ is even more challenging in international marketing communications than it is in domestic communications. Different cultural components can have a major impact on international communications campaigns. Different regulations regarding communications instruments are also important. Furthermore, marketing communications have to consider differences in media availability and the popularity of different media. Due to differences in the international marketing environment, a company has to consider the major question: to what extent should it localise (adapt) or globalise (standardise or integrate) its marketing communications across different cultures?

Cultural differences are among the most important factors that impact international marketing communications. Hofstede24 describes culture as the ‘collective programming of the mind which distinguishes the members of one group or category of people from those of another’. In order to succeed in international communications, marketing communications managers have to understand these cultural differences. The reason for this is that, since consumers grow up in a certain culture and are used to that culture’s values and beliefs, they will respond differently to marketing communications.25 Often, marketers and marketing communications executives fall victim to the self-reference criterion. The self-reference criterion refers to our unconscious tendency to refer everything to our own cultural values.26 People often expect that foreigners have the same values, same interests, etc., as they do themselves, and if this is not the case, they consider their own habits, values, etc., to be superior. In order to be able to understand other cultures, the marketer has to try to avoid the self-reference mistake, and not take for granted everything they are used to. The impact of culture on advertising will be more extensively discussed later (see Chapter 5).

Standardisation or adaptation



















Once a company decides to go international, one of the most important strategic decisions to be made is to what extent a global or cross-culturally integrated marketing strategy in the foreign market(s) must be followed. A standardised campaign can be defined as a campaign that is run in different countries, using the same concept, setting, theme, appeal and message, with the possible exception of translations (Photo 1.1). A local approach (localisation or adaptation) implies that elements of the communications strategy are adapted to local circumstances.27

An important question is how consumers respond to the localisation versus globalisation of executional elements of marketing communications (i.e. visual or verbal) and branding (e.g. the brand name).28 Globalisation or standardisation of advertising generally leads to cost reduction through economies of scale.29 It might lead to huge savings in manufacturing costs, personnel costs and communications costs. Not only can the price of the communications programme be reduced, but also the quality can be enhanced. Really good creative ideas are scarce. Global campaigns offer the advantage of globally exploiting a great creative idea. Other advantages are that global campaigns make things simpler for the company in the sense that co-ordination and control of the communications programme in the different countries become easier. Moreover, a global image can be created across different parts of the world. Brands that have communicated globally include: Nivea, Martini, L’Oréal, Xerox, Parker pens, etc. Additionally, globalised advertising can help to create a strong global brand identity. The perception of brand globalness is often associated with prestige and quality, which benefits purchase intention.30 For this reason, some authors31 advocate the idea that a high degree of advertising globalisation works well for a multinational company.

However, the majority of studies seem to support the effectiveness of advertising localisation or adaptation.32 The differences between nations’ and consumers’ tastes around the world do not guarantee that the same ad can be similarly effective in all the countries.33 Localising an advertisement therefore often increases self-brand congruity, which makes the ad and the brand more appealing to local consumers. Therefore, often the international marketer will have to adapt or localise their marketing mix to a different foreign environment. People living in different cultures differ in their beliefs, previous experiences, attitudes, values, etc. Different values might lead to different needs and different consumption behaviour. Even in cases where consumers’ needs are homogeneous, this does not automatically mean that people want to satisfy these needs in a similar way. Nescafé, for example, offers more than 100 varieties since consumers in different countries prefer different blends and flavours. Komatsu enlarged the door handles of its mechanical shovels for the Finnish market because Finnish workers often wear gloves against the cold.34
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Photo 1.1 H&M: A global brand

Source: Gong Wenbao/Visual China Group/Getty Images.



Often, the best way to approach international markets is not to adhere to one of the extreme strategies of globalisation or localisation, but to opt for a ‘global commitment to a local vision’,35 or in other words to ‘think global, but act local’ (glocalisation). If the brand positioning is a good one, the brand should be rolled out in most countries. Also, an excellent creative idea can work nearly everywhere. However, advertisers should always look at the creative idea through the eyes of the locals. Even the best ideas might need some adaptation in execution to get into the mindset of local people or to respect their cultural values.36 An example would be to work out a global creative idea, but to adapt the advertising so that local presenters, experts or celebrities are employed, or that reference is made to local history or national symbols: Big Ben in London, the Eiffel Tower in Paris, the Atomium in Brussels, the gondolas in Venice (Photo 1.2). Glocalised advertising campaigns often combine global elements, such as a global brand name and positioning, with local elements, such as wording or a local celebrity endorser.37


RESEARCH INSIGHT

Openness to foreign markets and consumer responses to different degrees of advertising adaptation
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The success of international advertising partly depends on the degree of advertising adaptation to the local environment of the targeted markets. The levels of advertising adaptation have been defined on a continuum ranging from worldwide standardisation (globalisation) to complete adaptation (localisation) with hybrid approaches (glocalisation) in between.38 Advertising standardisation uses a uniform advertising strategy across different countries.39 This approach can reinforce a brand’s global identity and lead to cost reduction through economies of scale.40 On the other hand, the differences between nations’ and consumers’ tastes around the world encourage marketers to tailor (adapt) their advertising to local cultures and tastes.41 A number of studies reveal that (at least some degree of) advertising adaptation to local culture can benefit consumers’ attitudes and purchase intentions42 and, more generally, that brands that signal connections to a person’s home country lead to more positive brand evaluations.43

Through an online survey, 405 respondents from three countries, Belgium (136), India (131) and Iran (138), were randomly assigned to one of three advertising strategies. In each country, three different ads were prepared for a fictitious brand of home cinema systems (TFX), manipulated by two executional elements, i.e. the celebrity endorser and advertising copy. Both elements were either fully adapted (local celebrity and advertising copy) to the context of the three nations (adaptation strategy) or standardised (international celebrity and advertising copy (standardisation strategy). In addition, a glocalisation strategy was created by combining a local celebrity with international advertising copy. This hybrid strategy is a strategy that is often used in international advertising.44 To manipulate the advertising copy, the language, the location and the website domain were locally adapted or internationally standardised. The international advertising copy was drafted in English, mentioning three international metropolitan cities and referring to a website ‘tfx.com’. The localised advertising copy was in Hindi for India, in Farsi for Iran and in Dutch for Belgium, naming three metropolitan cities of each country (e.g. for India: Delhi, Mumbai and Kolkata) and referring to websites with adapted domains for each country (e.g. for India: ‘tfx.in’).

The three countries have different levels of openness to foreign markets. To measure a nation’s openness to foreign markets, the KOF index of globalisation45 was used. The KOF index measures the social aspect of openness by data on personal contact (i.e. outgoing telephone traffic, inflow and outflow of goods and services (transfers), international tourism, foreign population), information flow (i.e. telephone mainlines, internet hosts, internet users, cable television, daily newspapers, radios) and cultural proximity (i.e. the amount of contact of the individuals of a nation with multinational companies like McDonald’s). The economic aspect of openness is measured by data on actual flows (i.e. trade, foreign direct investment, portfolio investment, income payments to foreign nationals) and data on economic restrictions (i.e. import barriers, mean tariff rate, taxes on international trade). The political aspect of openness is measured by data on political engagement with other countries (i.e. embassies in country, membership of international organisations, participation in UN Security Council missions). The KOF index scores countries on a 0–100 scale.46 On the basis of these scores, Belgium is extremely open to foreign markets (KOF = 91.61, rank 2nd/191). India scores a moderate 50.41 (rank 112th/191). Iran has a low KOF score of 41.27 (rank 156th/191).

For each of these countries it was investigated how consumers react to different levels of advertising adaptation in terms of brand attitudes. Societies isolated from the values and norms of global culture (with low openness to foreign markets) consider foreign values and norms as perceptually distant.47 In these societies, ads with international elements, either glocalised or standardised, are less positively received than completely adapted ad appeals. In societies with a moderate openness to foreign markets, individuals have some contact with foreign cultures and evaluate ads on the basis of their congruency with their own local culture. As a result, advertising requires at least a link to the local culture, through glocalisation or complete adaptation. In these countries, standardisation of advertising is a suboptimal strategy, but full adaptation is not necessary. In societies with a high openness to foreign markets, individuals have frequent contact with the norms and values of other cultures. In those countries consumer responses do not differ significantly between advertisement strategies. Although the full adaptation of advertising appeals to the cultural environment of the targeted society has long been considered to be an effective strategy,48 the results of the present study show that glocalisation is as effective in moderately to highly open countries, while full standardisation can be equally effective for a nation with high level of openness to foreign markets.49
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Photo 1.2 Absolut Vodka: think global, act local

Source: © The Absolut Company 1996/Vincent Dixon.



Some product categories seem to lend themselves better to a global approach than others. Some products can be sold to similar target groups across countries. This boils down to global segmentation or finding groups of consumers that share similar opinions, values, interests, etc., across borders, instead of looking for different target groups in different countries. Young people or people with a higher level of education, for example, are very similar, whether they are French, Italian, German, Belgian or American. The reason for this is that these groups, in general, are more open-minded, less culturally bound, more receptive to international media, make more use of international media, have more international contacts and/or go abroad more often. This factor explains the success of MTV, Calvin Klein and Dell computers. Products that can be sold on the basis of image appeals are also more suited for global communications.

Images, visual messages and international music lend themselves more to standardisation than a spoken or written message. Examples of successful campaigns in this category are Marlboro, Levi’s, Coca-Cola, Martini, Smirnoff vodka, perfume ads and airline campaigns. Luxury products are targeted at upper-class people who buy the product for the status it brings. Because only the status and no product information needs to be communicated, these appeals are easier to standardise. Although innovative, high-tech products, such as the latest computers, the latest software, etc., need an informational appeal, these products seem to be used everywhere in the same way, which can justify a global appeal. Products with a country-of-origin appeal can be more easily globalised. Belgium and Switzerland are famous for their chocolate, France and Italy for their wine, Japan for its technology, Germany for its cars, Switzerland for its watches. Products that use a country-of-origin positioning may well be advertised by means of a global approach.

Integration of corporate communications

Corporate communications is the total integrated approach to the communications activity generated by all functional departments of a company, targeted at all company stakeholders, and aimed at establishing and maintaining the link between strategic objectives, the corporate identity and the corporate image in line.50 Corporate communications have three main objectives:


	
1.To establish joint strategic starting points of the organisation that will have to be translated into consistent communications; in other words, to define a corporate identity that is in line with corporate strategy.

	
2.To reduce the gap between the desired identity and the image of the company (corporate image) that exists with its target groups.

	
3.To organise and control the implementation of all the communications efforts of a company, in line with the two above-mentioned principles.



In an organisation, corporate communications have to be integrated with marketing communications. All communications efforts, whether for the benefit of the whole company and all types of stakeholders, or to support the marketing of the company’s products towards customers and potential customers, should be consistent and synergetic, and aim at communicating the same company values and propositions to all.

Corporate vision and mission, culture, personality and identity

Corporate communications can be defined as the visualisation of corporate identity. To understand what the core concept of corporate identity means, its link with a number of related concepts has to be discussed. This is presented in Figure 1.3.51

Just as individuals have personalities and identities, so do organisations. Corporate personality refers to the values held by personnel within the organisation. It is defined as the collective, commonly shared understanding of the organisation’s distinctive values and characteristics. It encompasses corporate philosophy, mission, strategy and principles, and as such is a major component of the corporate identity or even its main determining factor.52 Corporate identity is the set of meanings by which a company allows itself to be known and through which it allows people to describe, remember and relate to it. It is the way the company chooses to present itself to its relevant target audiences by means of symbolism, communications and behaviour. It is the tangible manifestation, the visual statement, of the personality (shared values) or corporate culture of an organisation. Corporate identity is what the company is, what it does and how it does it. It relates to the products and brands a company offers, how they are distributed, how the company communicates with the public or stakeholders, and how the company behaves.53
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Figure 1.3 Corporate strategy, culture, personality, and corporate identity and its components

Source: Melewar, T.C. (2003) ‘Determinants of the corporate identity construct: a review of the literature’, Journal of Marketing Communications, 9(4), 195–220.



Corporate personality and corporate identity are derived from strategic priorities, corporate culture, corporate structure and industry identity. Corporate culture is ‘the deeper level of basic assumptions and beliefs that are shared by members of an organisation, that operate unconsciously and define in a basic “taken-for-granted” fashion an organisation’s view of itself and its environment’.54 Put more simply, corporate culture can be defined as ‘the way we do things around here’. It is determined by factors such as the corporate philosophy, values, mission, principles, guidelines, history, the founder of the company and the country of origin.55 Corporate culture consists of a number of levels. The first level includes the physical aspects of the company, such as the atmospherics of the building (look and style) and the way visitors are treated. The second level consists of the values held by employees, such as the importance of honesty in doing business, the service-mindedness of the sales staff and the responsiveness to customer complaints. The third level is achieved when everyone in the company develops a firm belief in the corporate culture characteristics, and behaves accordingly without questioning them. This third level is sometimes considered to be synonymous with corporate personality.

Corporate identity is also determined by corporate strategy. Long-term strategic objectives will determine and shape the desired corporate personality: the company’s mission will reflect the desired personality and corporate culture; positioning decisions will reflect the priorities that companies hold as to their chosen personality. On the other hand, the corporate personality will also determine the strategic options. Corporate culture and corporate personality are a very persistent part of the internal company environment, and as such cannot be changed overnight. Corporate strategy will always to a certain extent have to be based on the most persistent elements of the corporate personality, or at least take them into account.

Corporate identity is also influenced by industry identity and corporate structure. Industry identity involves underlying economic and technical characteristics of an industry, such as industry size, growth, competitiveness, culture and technology levels. A strong generic or industry-wide identity (e.g. the banking industry) often forces companies to have similar strategies and missions. Corporate structure consists of organisational structure and brand structure. Organisational structure is concerned with the lines of communication and reporting responsibilities within the organisation. It relates to the degree of centralisation and decentralisation, and often has a major influence on brand structure (see also Chapter 2).

Obviously, the choice of a specific type of corporate identity will have a great impact on brand strategy, marketing and corporate communications. Corporate identity is communicated through corporate communications, corporate design, and corporate behaviour. Corporate communications, but also marketing communications, have to be based on, and be consistent with, the important elements of the corporate identity of the company. For instance, companies that are committed challengers in the markets in which they operate will be more aggressive communicators, maybe using more direct guerrilla types of marketing and thus communications strategies involving head-on sales promotion and comparative advertising techniques. Also, the principles of value marketers, like The Body Shop, will be reflected in all their communications efforts. Sponsorship will be used to link the company’s image to environmental causes such as wildlife concerns, and in-store communications techniques will be used to convey the message of avoiding waste by recycling and simple, low-cost packaging.


BUSINESS INSIGHT

CEOs and their families don’t buy their competitors’ products
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One of the obvious ways to show commitment to your own company and its products and services is not to buy, use or wear competitive brands. Word has it that Bill Gates from Microsoft forbids his wife to buy big competitor Apple’s iPhone. CEOs from Belgian companies seem to agree. Jef Colruyt, the CEO of one of the largest retailers in Belgium that carries his name, says he buys 99% of what he needs in his own supermarkets. The products he cannot find in his own shops, like fresh lobster, he buys at the local fish store, and not in a competitive supermarket, and he expects the same from his family. The CEO of the outdoor supermarket chain AS Adventure occasionally enters a store of his biggest competitor, Decathlon, but says it feels like cheating. Barbara Torfs, CEO of the shoe store chain Torfs, only wears shoes from her own brand and expects other family members to do the same. Wearing other shoes at family parties is barely tolerated and regarded as blasphemy, she says. Anthony Vanherpe, CEO of Panos (a chain of take-out sandwich shops), says he eats at competitors Délifrance once or twice a year to monitor the competition in terms of product assortment, marketing, and look and feel, but wouldn’t appreciate it if his family did the same.56 CEOs buying and using their own products is a strong and obvious sign of commitment that can enhance corporate identity and reputation.



Building and maintaining a corporate identity is more than just consistently using the traditional tools to communicate a company’s core elements. Everything it does, and all the material it uses, should be an integral part of the effort to convey a homogeneous and consistent identity. Corporate symbolism or corporate design, more specifically a consistent house style on business cards, letterheads, vehicles, gifts, clothes, equipment, packaging, etc., is an integral part of the corporate identity, or at least of the way in which it is made visible.


BUSINESS INSIGHT

The visualisation of the corporate identity: logos and slogans
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The company name, logo and slogan are vital elements of the house style of a company and important elements of corporate design. They are the visualisation of the corporate identity.

Logos and slogans should have a number of characteristics, which are outlined as follows.

A logo should be the long-term visualisation of the company’s strategy. One logo and one slogan should be used for the whole company. The slogan should be a perfect summary of the company’s identity.

Logos and slogans have to be distinctive. They are tools of differentiation between the company and its competitors. As a result, slogans that are relevant but too general should be avoided, as well as logos that are too similar to the ones used by the competition. The same goes for company names, for that matter. Often, images and colours are much more important factors in recognising a logo or a brand and attributing it to the correct product than the verbal elements of a brand (the brand name).

Additionally, slogans should be relevant for the consumer, otherwise they will not be able to contribute to the development of a distinctive corporate image.

The logo and slogan should be timeless, but modifiable. All too often, logos refer to a short-term objective, or to an issue that seemed important at the time the logo was designed, but loses all its relevance after some time. Since logos and slogans should visualise the long-term image of a company, they should have a timeless capacity that allows them to be used for a long period of time. Having said that, the perception of what is beautiful changes over time. Logos should be modifiable in that the corporate design should be adaptable to changing aesthetic preferences over time, without radically altering the whole house style.

Slogans, but especially logos, should be usable in all circumstances and in all communications instruments and tools. This includes advertisements, mailings and annual reports, but also business cards, letterheads, envelopes, brochures, trucks, walls, films, ties, pens, press releases, etc. They should be equally distinctive on a business card and on a large truck. The company should be able to combine them with other logos, to include them in communications tools with different colours, with all kinds of letter formats and shapes.

Corporate design is not just a matter of logos and slogans. Here are a number of examples in which intelligent design has contributed to the corporate or brand identity:


	
●the shape of the container (Toilet Duck, Absolut Vodka);

	
●a distinctive opening device (Grolsch beer);

	
●the packaging material (Ferrero Rocher, Absolut Vodka);

	
●the colour of the packaging (Marlboro);

	
●the use of a personality (KFC and Colonel Sanders, the Marlboro cowboy).





Besides communications and corporate design, corporate behaviour is also an important factor in making the corporate identity visible. The saying ‘actions speak louder than words’ is very applicable to corporate identity issues. The way in which the employees of a McDonald’s restaurant behave is an integral part of the corporate identity of the company. The self-proclaimed customer-friendliness of a bank (e.g. by means of an advertising campaign) may be completely destroyed by behaviour that is inconsistent with this principle. A mineral water, using ‘purity’ as its main selling proposition, cannot afford actions that may be perceived as a threat to this purity, e.g. manufacturing processes involving potentially toxic chemicals or a lack of hygiene during the bottling process. Internal marketing, and internal communications as a part of it, will be extremely important in convincing and training staff to develop behaviour that is consistent with the desired corporate identity.

Paying attention to the corporate identity is of growing importance for a number of reasons:


	
●The business environment is undergoing rapid changes, altering the structure and the strategic direction of companies. Mergers, acquisitions, changing competitive environments, etc., change the nature of markets in radical ways. Corporate identity should therefore be constantly monitored and reviewed, along with the rapidly changing strategies.

	
●It is increasingly difficult for companies to differentiate themselves and their products from each other. Developing a distinctive corporate identity can be of crucial importance in developing a unique market position.

	
●Companies tend to become more global, and hence the danger of inconsistent communications by the various business units becomes greater. Developing a common corporate identity can be the basis of a more consistent communications strategy.

	
●Important economies of scale can be achieved by ensuring that all forms of communication by a company are consistent with one another. A good starting point is the development of a common base, i.e. a common corporate identity that is based on well-defined strategic options.

	
●A well-established corporate identity can lead to increased motivation of the company’s own employees. Feeling ‘part of a family’ may stimulate them to do a better job.

	
●A corporate identity that is communicated convincingly creates confidence and goodwill with external target groups of stakeholders. Shareholders and investors may have more confidence, relations with the government may be better, higher-quality employees may be attracted, and the general public may have a more favourable attitude.



Corporate image and corporate reputation

The corporate image is the stakeholder’s perception of the way an organisation presents itself. It is the result of the interaction of all experiences, beliefs, feelings, knowledge and impressions of each stakeholder about an organisation. It is a subjective and multidimensional impression of the organisation. The corporate identity resides in the organisation, but the corporate image resides in the heads of the stakeholders.57 The corporate image is not always consistent with the desired corporate identity; in other words, an image gap may exist.

Corporate reputation is the evaluation or esteem in which an organisation’s image is held. It is based on experience with the company and/or exposure to communications, behaviour and symbolism. While corporate image can be quite transient and short term in nature, corporate reputation is more firmly embedded in the mind of an individual. Images may change, but the corporate reputation is not easily altered in the short run. It implies credibility, trustworthiness, reliability and responsibility.58 It refers to how stakeholders view and believe in the core identity and image components of the company.

The corporate image is influenced by a number of factors, the corporate identity and its communication being only two of them. These factors are presented in Figure 1.4.59

Corporate identity or corporate culture and corporate strategy are important determining factors or cornerstones of the corporate image, as well as marketing and external corporate communications. But the company’s employees also play an important role. Their communications with external target groups and their behaviour in their contacts with these groups will to a large extent determine how the company is perceived. Therefore, internal communications are very important to corporate identity building and corporate communications. Misfits between the perception of the employees and the desired corporate identity may therefore lead to an undesirable image gap.

Besides a company’s own staff, other intermediate audiences, such as the distribution channel or advertising agencies, may have an influence on the corporate image. Finally, reality is an important factor: product experience is, to put it in operant conditioning terms, a powerful reinforcer or punisher in the development of a corporate image.

What is the value of a positive corporate image?


	
●It gives the company authority and is the basis for success and continuity.

	
●Consumers buy products, often not just because of their intrinsic quality, but also because of the reputation and the value the consumers attach to the company marketing the products. A positive corporate image creates an emotional surplus, which can be a more persistent long-term competitive advantage than any specific product characteristic.

	
●A positive corporate image is particularly important for companies whose customers are not deeply involved in the product category. Such customers will base their buying decisions on limited information, such as the impression they have of the company’s value. But even when the customer is highly involved, but does not have the capability of judging the value of the company’s offerings (because the available information is too complex, or product quality is difficult to assess, as in the case of services), the corporate image can be the decisive factor in the customer’s decision.

	
●It creates a surplus of goodwill which avoids or diminishes problems with government, pressure groups, consumer organisations, etc., in times of crisis.

	
●It supports the company in attracting more easily the people who are crucial for its success, such as investors, analysts, employees and partners.
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Figure 1.4 Factors influencing the corporate image

Source: Based on Dowling, G.R. (1986) ‘Managing your corporate images’, Industrial Marketing Management, 15, 109–15.



Integrated corporate communications should take all these considerations into account.

Online communications

Mass marketing communications media and techniques have dominated communications strategies for decades. However, people’s media consumption has increasingly shifted towards the digital world. In January 2020, the internet penetration (the share of the population with internet access) was 95% in North America and Western Europe, over 80% in Central and Eastern Europe, more than 70% in Latin America, and 50–60% in the rest of the world.60 People also increasingly spend more time on digital media. For instance, in 2014, the average US adult spent 12:28 (hours:minutes) per day on media (multitasking included). Of that, digital represented 5:46, television 4:33, and radio 1:28. By 2019, total media use was 12:09, 6:35 of which was digital, 3:35 television, and 1:20 radio. In this time period, total media consumption has thus remained stable, but the share of digital media consumption has increased from 44.5% in 2014 to 52.5%.61 The same trend emerges in Europe. For instance, in Germany, between 2016 and 2019, average time spent on traditional media per day slightly decreased from 6:18 to 6:03, while time spent online increased from 3:31 to 3:53. In the UK, in 2017, people on average spent 2:58 hours online and 3:10 hours on watching TV per day, while in 2019 they spent 3:18 online and 2:49 on TV.62 Within digital media use, the steep growth of mobile is remarkable. In the first quarter of 2015, worldwide, mobile device use accounted for 31% of online media use, while in the fourth quarter of 2019, mobile already accounted for 52.6% of digital.63 Seventy per cent of mobile use is in-house, and 57% of mobile time is spent in using apps.64 Eighty-two per cent of smartphone users consult their mobile phones while in a store, and 84% of consumers between 18–29 years old and 78% of 30–44-year-olds use a mobile device when shopping online.65 For internet users, 80% access the web via mobile.66

Another remarkable phenomenon is the importance of social media use in people’s lives. Social media are websites and other online means of communication that are used by large groups of people to share information and to develop social and professional contacts.67 In 2018, there were 3.2 billion active social media users (42% of the world population). Nearly all of them accessed social media via mobile devices. Social media platforms captured 33% of the time users spent online, while 16% was devoted to online television and streaming, 16% to music streaming, 13% to online press, and 22% to other activities.68 According to Nielsen, in 2017, US adults spent on average 5:30 on social media, which was 22% of their media time: a 36% increase compared to 2015. Women spent more time on social media than men (6:33 vs 4:23).69 In 2019, in the USA 73% of adult internet users claim to have engaged or contributed to YouTube. For Facebook, this was 69%, Instagram 37%, Twitter 22%, LinkedIn 27% and Pinterest 28%.70

Given the abundance of social media platforms out there, Zhu and Chen propose a matrix classification of social media based on the need each type of platform addresses.71 Their work is based on two key characteristics of social media platforms: the nature of agents’ connection (profile-based content-based) and the customisation level of messages (customised messages vs broadcasts). Combining these two key characteristics leads to four types of social media (Table 1.3). Relationship platforms allow users to connect, reconnect, communicate and build profile-based relationships, mostly by the exchange of customised messages. Self-media platforms allow users to broadcast their profile updates and others to follow, offering people the chance to manage their social media communication channels. Collaboration platforms allow users to find answers, advice, help, and reach consensus on specific (narrow) topics collaboratively, with connections grounded in content-based interactions. Creative outlet platforms allow users to share content related to their interests, creativity and hobbies, mostly using broadcasts. 


Table 1.3 Social media types










	
	Level of message customisation




	Customised message

	Broadcast






	Nature of agents’ connections

	Profile-based

	Relationship (e.g. Facebook)

	Self-media (e.g. Twitter)




	
	Content-based

	Collaboration (e.g. Reddit)

	Creative outlet (e.g. YouTube)









BUSINESS INSIGHT


The Blonde Salad
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Chiara Ferragni started her blog ‘The Blonde Salad’ in 2009. The Blonde Salad now has over 50,000 unique visitors every month and brings more than $1.5 million in advertising and referred sales. Chiara now owns two companies that are worth $8 million.

Because of the blog’s major success, Chiara was asked to collaborate with luxury fashion brands like Tod’s and Louis Vuitton. In 2013 she decided to transform her massively popular blog into an online lifestyle magazine, positioning it as a luxury brand. This meant she would only work with a limited number of luxury fashion advertisers to establish her image. She has appeared on the cover of many fashion magazines such as Vogue and Marie Claire and in 2019 she shared her story on how she has evolved from an influencer to a digital entrepreneur in the documentary Unposted exclusively on Amazon Prime Video. She now has a whole team, called the TBS crew, to run her blog and company. Chiara had over 18.2 million followers on Instagram. Three-quarters of her follower base lives in Europe (major markets being Italy, France, Russia and Spain). According to Ferragni her success is due to the transparency with which she operates her business.72 In 2018, Chiara Ferragni made $33 million in revenue coming from her own accessories line (launched in 2010) and selling herself as a model and influencer for brands such as Lancôme, Dior and Intimissimi. Her marriage to the Italian superstar rapper Fedez (8 million followers) in September 2018 has made her a superbrand. The equivalent of the UK population (67 million) watched or read about the #Ferragnez three-day wedding in Sicily where she wore three custom-made dresses by Dior.73



Table 1.4 provides an overview of social media and their user base on 1 July 2019. In the Western world, Facebook is by far the largest social medium, followed by YouTube, WhatsApp, Messenger, Instagram, LinkedIn, Snapchat and Pinterest. In China, WeChat (a messaging and calling app), QQ (a free email platform), TikTok (a music video app), and Sina Weibo (a social networking site) are the most important social media platforms.74


Table 1.4 Selected social media and their number of users (millions)








	Social medium

	Number of users (July 2019)






	Facebook

	2,375




	YouTube

	2,000




	WhatsApp

	1,600




	Facebook Messenger

	1,300




	WeChat

	1,112




	Instagram

	1,000




	QQ

	823




	TikTok

	500




	Sina Weibo

	465




	Twitter

	330




	Snapchat

	294




	Pinterest

	265






Source: Most popular social networks worldwide as of 26 August 2019, ranked by number of active users. Statista



YouTube, Instagram and Snapchat are the most popular online platforms among US teens: 85% say they use YouTube and 32% claim to use it most often; 72% use Instagram (15% most often) and 69% use Snapchat (35% most often). Facebook, the largest social media platform overall, is used by 51% of teenagers (10% most often).75


BUSINESS INSIGHT

Children on YouTube
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Pew Research Center assembled a list of 43,770 YouTube channels that had at least 250,000 subscribers at the end of 2018 and conducted an analysis of the 243,254 videos those channels posted in the first week of 2019. Fifty-six per cent of these channels posted a video. In total, over 48,486 video hours were posted. All together they had 14.2 billion views in this one week. Just 17% of the videos were in English. Ten per cent of the investigated channels posted 70% of the videos, and the top 10% most-viewed videos generated 79% of all views. Content involving video games is typical for popular YouTube channels. About 18% of English language videos were related to games and gaming. These videos were also very popular as measured by total views during the seven days of the study period, averaging more than 122,000 views per video.

Videos aimed at children and videos that featured children under the age of 13 were highly popular, regardless of their intended audience. Only a small portion of videos were explicitly aimed at children, but they tended to be longer, received more views and came from channels with a larger number of subscribers relative to general-audience videos. Videos featuring a child or children who appeared to be under the age of 13 received nearly three times as many views on average compared to other types of videos. Videos aimed at children and featuring children scored on average 417,000 views; children’s content not featuring children on average had 115,000 views; general audience content featuring children averaged at 266,000; general audience content that did not feature children racked up a mere 96,000. These numbers are skewed because some of these videos attracted a very large number of viewers, i.e. substantially above the mean number of viewers. The median number of viewers of children’s content featuring children was 71,000; for children’s content that did not feature children 15,000; for general audience content featuring children 55,000; and for general audience content that did not feature children 14,000.76 Considering these figures, it might not be a surprise that an eight-year-old has been YouTube’s highest earner for two consecutive years. Ryan Kaji became popular in the typical ‘unboxing’ genre of reviewing toys on his channel Ryan ToysReview in 2015 (when he was only four), later rebranded to Ryan’s World. Kaji has more than 23 million subscribers, and meanwhile owns a toy and clothing line, has his own Nickelodeon show and a deal with streaming service Hulu, all raking in $26 million in 2019.77 Russian-born Anastasia Radzinskaya, who goes by ‘Nastya’ or ‘Stacy’ has 107 million subscribers across seven channels translated into different languages and reaching 42 billion views. Her video footage, basically playing with her father or her cat, supported with catchy voice-over giggles and jingles ranked her as the third best-paid YouTuber ($18 million).78



People are actively looking for product and brand information on social media, among other things. In 2018, 29% of social media users claim that their main motivation to use social media is to research and find products to buy.79 Forty per cent of internet users say they follow their favourite brands on social media, one in four internet users follow brands from which they are considering making a purchase, and 37% of online shoppers say they look for inspiration on social media before they shop. People under 37 find social media the most relevant advertising channels, while television is perceived as more relevant by 37+ consumers.80 Social networks have a strong influence on shopping and purchasing behaviour. One study showed that an estimated 40% of social media users have bought an item after sharing or favouriting it on a social network.81

Obviously, advertisers need to ‘follow’ their customers into the new media they are consuming and on which they also search for information about products and brands. Consequently, online advertising budgets have substantially increased. In 2018, digital media took 44% of global advertising spend and it is expected that, by 2020, it will increase to 50%. More money is spent on nearly all forms of digital advertising, the largest segment by far being search advertising (sponsored links that are shown in search engines – see Chapter 5). Sixty-three per cent of this search ad spend is on mobile. Mobile marketing consists of all efforts to communicate with customers via mobile devices to promote products and services by providing information or offers. Increased mobile internet drives marketers towards creative strategies that make the best use of multiple platforms, without irritating consumers with too many marketing messages. They should make sure that their messages are mobile-proof, i.e. readable on smaller screens and that the ‘call-to-action’ link is clickable by thumb. It should be possible to share content on different platforms like Facebook and Instagram. Mobile advertising can be broken into two categories: push and pull. Push advertising is categorised as messages that are proactively sent out to mobile users in the form of alerts, SMS messages or even voice calls. It’s best used by companies that have established a relationship and obtained permission to push notifications to their audience. Due to privacy issues and user backlash, pushed mobile advertising will seldom be used for new customer acquisition. Pull advertisements are messages shown to users as they navigate mobile sites. Both push and pull advertising should be carefully targeted and of relevance to the viewer to improve customer response and acceptance. Users should never feel that viewing the advertiser’s message is costing them airtime. Between 2017 and 2018, mobile advertising budgets increased by 27%.82 In Europe, in 2018, total media ad spend was $122.7 billion, 40% of which was digital ad spend (a 9.3% increase compared to 2017). Mobile ad spend accounted for 59% of all digital ad spend and 23.6% of total media ad spend.83 Digital ad spend worldwide is expected to grow in the double digits and reach 54% of ad spend by 2022.84


BUSINESS INSIGHT

Pull advertising at work: De Tuut Van Tegenwoordig85
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Detuut.be is an online hearing test platform developed by De Tuut Van Tegenwoordig, an organisation that helps youngsters struggling with tinnitus (a condition that causes constant or intermittent beeping in the ear). To drive target audiences to the platform, the organisation teamed up with musicians and radio stations to air a 30-second commercial featuring Belgian DJ Yves Deruyter. A tinnitus sufferer, Deruyter agreed to alter his new single for the spot, stripping it bit by bit so that by the end, only a single beep remained, this to mirror the struggle of tinnitus, which takes away the enjoyment of listening to music, replacing it with debilitating beeping. The 30-second online spot redirected viewers to detuut.be, where they could complete the hearing test for free, browse a list of hearing specialists nearby and book an appointment with them.

Source: Take care of those beeping ears!. Retrieved from https://supermachine.be/work/detuut (accessed 8 January 2020).



Advertising on mobile should take mobile-specific characteristics into account. Smartphones play a much more central role in peoples’ lives. They are always physically close, they are perceived as highly personal and almost ‘wearable’. For many people, they are perceived as ‘personal appendages’. Consequently, consumers are less tolerant of commercial intrusions on phones. They are slightly more tolerant of in-app ads: for instance consumers are more accepting of ads when they get to play a free game in return.86


BUSINESS INSIGHT


Mobile marketing at work: Marriott Hotels
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Up to 75% of travellers bring their mobile devices along on their travels. Marriott decided to launch a messaging platform called #AppYourService, rebranded to ‘Marriott Bonvoy App – the perfect travel companion’. This app allows travellers to instantly connect with 6,700 hotels across 30 brands in 130 countries before, during and after their stay. On the app they can find a list of standard requirements such as requesting extra towels, toiletries or pillows, and services like housekeeping and luggage assistance. The app also features to chat with a member of hotel staff. This allows travellers to ask anything, anywhere. It can also be used as a mobile key to unlock your room and access public areas such as the parking garage, fitness centre or pool.87 Marriott promoted the launch of the app with a pop-up in New York City. The feature was launched in 46 hotels at first but went global in summer 2015.




BUSINESS INSIGHT

How augmented reality apps are facilitating commerce
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An increasing number of brands is discovering the advantages of using augmented reality (AR) in a variety of ways, not only to reach its consumers in a more immersive way but also to facilitate the customer journey. IKEA brings its range of furniture to life in your own living space while shopping online. The AR app allows e-commerce shoppers to find out how a sofa might fit within their homes by visualising it and then seamlessly move to buying the approved items in only a few steps.

Inside Lacoste retailers, customers place their feet on an AR area and while viewing through their smartphone can customise size, colours and styles while getting extra product details. The AR app enhances the shopper’s experience but also helps in-store staff to serve more clients at the same time.

European grocery brand Tesco is addressing younger consumers through its partnership with Disney. Tesco’s AR Discover App superimposes selfies of children with their favourite Frozen character when scanning Disney Frozen-branded products sold in Tesco. Along with the social media visibility as kids share their selfies on Instagram, the app also helps to drive traffic to the retail locations.

Patron Tequila fans can take a virtual tour of the Patron distillery in Jaslico, Mexico, when looking at the bottle, adding transparency on the brand’s production, heritage and origin.88

Source: 10 Brands Already Leveraging the Power of Augmented RealityAR is changing the marketing game. Retrieved from https://www.inc.com/james-paine/10-brands-already-leveraging-power-of-augmented-reality.html (accessed on 19 January 2020).



Advertisers follow their customers and spend more of their budgets online, and increasingly on mobile and social media. Online marketing communications are different from traditional offline formats in a few ways. Consumers can go all the way from awareness to interest to desire to action, all within the same medium and within the same session.89 The purpose of social media marketing communication is to encourage (potential) customers to become fans of the company’s products, engage in interactions with the company or brand (brand engagement, the amount and intensity of user involvement), and to encourage these fans to share their enthusiasm with others, create an online brand community and become customers. Online advertising is interactive in nature. Consumers interact with online ads and are stimulated to do so by liking, sharing and commenting upon social media posts. They’ll redirect themselves to company websites or interact with brands via content such as games. They often initiate content online themselves (user-generated content) related to brands, for instance online reviews (e.g. on TripAdvisor). Online advertising is also most often integrated: brands appear in games or are placed in other media content; native ads are sponsored messages that appear for instance in a person’s Facebook newsfeed and look like they are a part of that newsfeed, etc. Probably the most remarkable feature of online ads is that they are increasingly personalised. Social media platforms continuously collect personal data from their users, based on their online behaviour and the interest they show in certain online contexts. They allow advertisers to use this information to customise and personalise their messages to specific target groups and individuals at the right time and the right place. The latter go far beyond the traditional segmenting–targeting–positioning logic that is common for advertising on traditional media. The standardisation of advertising formats and some of the processes have removed a barrier that made agencies hesitant to recommend the web for a long time. Daytime is the new Prime Time – audiences that could never be reached before are now available and attentive. The internet is a medium of a thousand niches – it combines exceptional lifestyle targeting with mass reach. Accountability and ability to stretch budgets further are strategic advantages of digital channels. Finally, online marketing communications allow real-time and detailed tracking of campaign effectiveness.90

Consumers increasingly engage with brands online, mainly via social media. In one study, Facebook is considered of value for B2C advertising by 96% of the participants and for B2B by 82%. LinkedIn is second with 74% and 93% respectively, followed by YouTube (82% and 83%), Twitter (77% and 83%) and Instagram (73% and 40%). In 2017, 62% of online ad spending went to Google (44%) and Facebook (18%), which represents 25% of global ad spend.91 Mobile and social are intertwined. For instance, over 90% of Twitter users and almost 60% of Facebook users access these platforms only on mobile.92

Figure 1.5 illustrates what marketers post online, and what consumers want. Apparently, there is a great discrepancy between the two. Consumers mostly want discounts or sales and posts that showcase new products or services, while advertisers post more news about the company, to tell a story or to showcase a company personality than consumers can identify with.93

In marketing communications campaigns, online and offline marketing communications should be integrated to reflect real life: consumers use both types of media in an integrated way. Many people combine online and offline shopping. Indeed, the fastest-growing phenomenon in consumer marketing is the multi-channel shopper. There is the ROPO phenomenon: research online, purchase offline. Consumers consult online sources when planning a purchase but buy in a traditional brick-and-mortar shop. Almost 90% of all retail purchases still take place in a physical shopping environment. E-shops, by themselves, are often not very profitable. However, estimates show that they generate as much offline buying behaviour as online purchases. Conversely, there is also the showrooming effect: consumers check out products in a physical shop and then buy them online. Offline marketing communications efforts (e.g. television campaigns) heavily influence online traffic and sales. Traditional channels such as magazines, newspapers and television advertising are still by far the most powerful media for reaching out to customers with information about new products and directing them to the web.94

Additionally, people increasingly engage in multi-screening, meaning that they use multiple devices at the same time, thereby combining online and offline. For instance, people watch television, while at the same time using their smartphone or tablet, or they use their laptop and simultaneously check their smartphone. This is another reason to keep a close eye on integrating offline and online marketing communication campaigns.
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Figure 1.5 What marketers post vs what consumers want

Source: Marketers and Consumers Agree: Social Posts Should Teach, June 13, 2018, MarketingCharts.com



The segmenting and targeting/personalisation possibilities that became possible online, and online pricing and budgeting mechanisms are discussed in Chapter 4. The various online advertising formats and specific formats on social media such as Facebook, Twitter, LinkedIn and Instagram are extensively discussed in Chapter 5. In subsequent chapters other forms of online marketing communications formats are also discussed.


BUSINESS INSIGHT

Integrated marketing for behavioural change: Blind Meters
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While texting and driving continues to be a major cause of traffic deaths, road safety campaigns are not as effective in changing people’s behaviour as they could be. Blindmeters.com95 was developed to address this challenge. Enabled with geolocation and supported by algorithms that source information from different websites, the platform turns Google Maps into a text editor. On any road on the map, visitors can type a hypothetical SMS and see how it stretches across the exact number of meters they would miss if they had drafted that text message while driving. Launch of the platform included a range of media channels: first, a short film was aired on TV and in cinemas. The campaign continued with online banners, Instagram stories, Google AdWords and an influencer campaign. For the latter, influencers were asked to walk the distance equivalent to the last message they texted from behind the wheel.

Source: Blindmeters. retrieved from https://www.creativebelgium.be/winner/201900173/blindmeters (Accessed 8 January 2020).




RESEARCH INSIGHT


Which elements of online reviews have an effect on consumers’ perceptions?
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Electronic word-of-mouth (eWOM), such as online reviews (appreciations that experienced consumers share online), is important for consumer decision making. In these reviews, various elements are used as information cues. The most important ones are: the number, strength and sidedness of arguments and the writing quality, rated review usefulness, star rating and number of reviews. A conjoint analysis study with 108 Belgian consumers investigated the relative importance of these reviews for consumers’ perceptions of review usefulness and credibility. Additionally, the study wanted to find out how these elements affect consumers’ perceptions of usefulness and credibility differently, depending on the level of involvement with the product. The study used a GPS as a focal product. In the study, individuals were exposed to eight online reviews varying in attributes and levels and were invited to rate the credibility and usefulness of each individual review. The outcome of the analysis allows the relative importance of each attribute to be calculated for perceived review credibility and usefulness.

The attributes for the conjoint analysis were the seven review cues mentioned with two levels each:


	
●Argument strength: strong arguments about relevant functional features such as the processing speed vs weak arguments about less relevant features, such as the availability of fun accessories.

	
●Sidedness: one-sided (only positive) vs two-sided (mainly positive, with a few negative).

	
●Number of review arguments: ‘more’ (four positive) vs ‘less’ (two positive); in the two-sided conditions, two and one negative attributes, respectively, were added.

	
●Writing quality: good, well-structured in correct language vs poor, unstructured with grammar and spelling errors.

	
●Number of available reviews: high = 274 other reviews vs low = two other reviews.

	
●Rated review usefulness: high = 235 positive and seven negative vs low = seven positive and 235 negatives.

	
●Average product star rating: present, with four stars out of five vs absent.



In the study, the respondents first saw the product description (to enhance the tangibility of the product and to provide a standard context) and then each of eight reviews, varying in composition of review elements, in random order. Respondents scored the perceived usefulness of each review and review credibility, and indicated their product category involvement.

Argument strength and writing quality appear to be the most important cues, and the number of reviews and the presence or absence of a star rating are the least important cues for both review usefulness and credibility. The third most important cue for perceived usefulness is the number of arguments, while the third most important cue for perceived credibility is message sidedness. One-sided review messages are perceived as more useful and credible than two-sided messages, which indicates that the clear unambiguous advice provided in one-sided messages are more useful for the readers. The results for the number of reviews differ between credibility and usefulness. Readers perceive the availability of more reviews as more useful. A high number of reviews increases consumers’ confidence, as they see that many others opted for that product. On the other hand, having fewer reviews causes the review to be more credible since a high number of reviews may be perceived as fabricated, impairing its credibility.

As expected, the central cue ‘argument strength’ is more important for highly involved than for lowly involved individuals, both for perceived review usefulness and review credibility. The number of arguments is also more important for high-involvement than for low-involvement readers. As expected, the peripheral cues ‘writing quality’ and ‘rated review usefulness’ are more important for low-involvement individuals than for highly involved ones. They are important mental shortcuts for individuals that are not highly motivated to process the reviews. ‘Writing quality’ is the most important cue for the low-involvement group when assessing review credibility, surpassing argument strength. When evaluating review credibility, message sidedness is more important for highly involved individuals. On the other hand, message sidedness is more important for low-involved individuals when evaluating the perceived usefulness of a review. Finally, there is no difference between the relative importance of the number of reviews and the presence or absence of star rating in high-and low-involvement individuals when evaluating the perceived usefulness and credibility of the review. The differences in the relative importance of the number of arguments, rated review usefulness and star rating are also negligible between high and low involvement when assessing review credibility.96

Source: Lopes, A., Dens, N., De Pelsmacker, P. 2019. Which cues influence the perceived usefulness and credibility of an online review? A conjoint analysis, Proceedings of the 18th Icoria conference, Krems (Austria).



Factors leading to integrated marketing and corporate communications

A number of important changes and trends have created the need and urge to integrate marketing and corporate communications and to facilitate them.

There is a widespread belief that mass media communications are becoming increasingly less effective. Communications clutter, resulting from increasing advertising pressure, leads to increased irritation and advertising avoidance behaviour and to a situation in which advertising in traditional, undifferentiated and impersonalised media is less and less capable of attracting attention, let alone of convincing consumers. As a result of more and more advertisers claiming media time and space, mass media are increasingly expensive. Furthermore, traditional mass media communications are primarily capable of stimulating awareness and attitudes, but much less of stimulating or directly influencing demand. The need for marketing strategies influencing behaviour directly has further eroded the attractiveness of traditional mass media. Using more media and more channels and tools to reach the consumer effectively increases the need for integration of these tools.

There is an increased cost awareness and a need for more cost-effective and efficient marketing. The time horizon of companies has become more short-term orientated. As a result, there is a greater need for directly effective marketing strategies and for instruments the effectiveness of which can be assessed and can be assessed instantaneously. There is, in other words, a growing need for increased levels of accountability. Consequently, mass media are supplemented with, or replaced by, other communications tools with allegedly more impact, that focus much more on influencing the behaviour of individual consumers directly, and the effectiveness of which can be measured precisely, such as direct marketing and interactive online marketing communications. Adding more and more diversified tools to the communications mix leads to more media being used and more fragmented media, and increases the need for integration of marketing communications. This evolution has led to the concept of 360 degrees communication. Marketing communications should try to create as many touchpoints as possible with the target group, by means of a consistent and synergetic use of as many communication tools and instruments as possible. As a spin-off from this integration of fragmented communications tools, it becomes less and less relevant to measure the effect of one single element in the communications mix, such as advertising. The measurement of communications effectiveness will have to focus on techniques such as monitoring and tracking, which assess the effectiveness of a total campaign at the brand level.

Audiences and markets tend to become more and more fragmented, making mass media less effective and increasing the need for more specialised and fragmented media. Communications tend to become customised for narrower and narrower markets, and customer contact is established by means of multimedia methods. There is an increasing reliance on highly targeted communications methods, such as database techniques and personalised (highly targeted) advertising. IMC are about coordinating multiple and diverse tools targeted at multiple and diverse audiences.

Most markets in well-developed countries are mature. This means that a lot of products and brands are of similar quality. Low levels of brand differentiation increase the need to make the difference by means of communications. Therefore, some argue ‘that the basic reason for [the increased attention for] integrated marketing communications is that marketing communications will be the only sustainable competitive advantage of marketing organisations [. . .] into the twenty-first century’.97

Mainly as a result of technological evolutions and innovations, new marketing and marketing communications tools are becoming available. Scanning and database technology allow more in-depth knowledge of the consumer and, especially, a more personalised and direct approach to the consumer. Interactive media, such as the internet, have contributed to a situation in which the relationship between the sender and the receiver of messages is less unidirectional. Social media and mobile applications have profoundly changed the way companies communicate with their stakeholders. Direct marketing and direct response communications also lead to a situation in which communications become more and more receiver-directed.98 Together with increased communications literacy on the part of the consumer, this leads to a market situation in which much of the power is at the receiving end, i.e. the receiving consumer decides what they will be exposed to and how they will react to it. Indeed, the marketing situation has gradually shifted from a situation in which all the power of knowledge and control was in the hands of the manufacturer to a market in which the retailers are the strongest party. Today the balance is shifting towards a market in which the consumer is the most powerful agent. In fact, one could argue that integration is mainly technology-driven. New technologies and applications, such as the internet, make the consumer less accessible, and force companies into a more integrated approach towards a fragmented and increasingly interactive communications situation which will make marketing communications more credible and more convincing.

Organisations are increasingly communicating with multiple audiences and stakeholders. Many of these stakeholders overlap. An employee may be a shareholder, a community leader may be a supplier, members of stakeholder groups are target customers, and all of them are exposed to different media. Furthermore, decision-making units in many of these stakeholder groups are increasingly complex, implying that they have to be reached by means of different communications tools and channels. It is not necessary to give exactly the same message to all these audiences; on the contrary, messages will have to be adapted to the stakeholders’ needs. Nevertheless, it is very important not to convey contradictory messages. Consistent communications have to reflect the mission, corporate identity and core propositions of the organisation to all target groups. Integrated communications provide a mechanism for identifying and avoiding message conflicts when communicating with these overlapping and complex target groups.

One of the trends in marketing today is the increasing importance of building customer loyalty instead of attracting and seducing new customers. This trend towards relationship marketing implies a much more ‘soft sell’ approach. IMC focus upon building a long-term relationship with target groups by means of consistent interactive communications, rather than aggressively persuading the consumer to buy a company’s products.

Finally, markets are becoming increasingly global. Phenomena such as the internet, but also the globalisation of mass media and the increasing exposure of consumers and stakeholders to international communication stimuli, increase the need for consistency in everything the company communicates in all countries in which it markets its products.99

Levels of integration

Companies cannot be expected to integrate their communications efforts fully overnight. Seven categories or levels of integration can be distinguished: awareness, image integration, functional integration, co-ordinated integration, consumer-based integration, stakeholder-based integration and relationship management integration.

The first five levels imply the integration of the communications effort mainly at the consumer or marketing communications level. The first two levels focus on conveying the same image and brand awareness through all the marketing communications tools. The next step is the functional integration of all the tools (advertising, sales promotions, sponsorship) into one marketing communications department. In the fourth stage, the marketing tools and the marketing PR function are co-ordinated. Finally, in the fifth stage marketing communications and marketing PR are functionally integrated into one system through which harmonised and consistent messages are conveyed to all actual and potential consumers. In the last two stages, corporate communications and marketing communications efforts are integrated into one system. Indeed, companies communicate not only with (potential) customers, but with all stakeholders. In fully integrated communications messages, tools, instruments and media, targeted to all stakeholders, are co-ordinated and eventually integrated into a comprehensive system of consistent relationship marketing.100

Another way of looking at integration levels implies four stages.101 First of all, the company can define an integrated mission, i.e. the basic values and objectives of the company, which are based on the corporate identity. From this basic mission a number of propositions are derived, i.e. concrete propositions to the target groups. A ‘one-voice’ approach implies the consistent integration of mission and propositions. Propositions can be creatively translated into concepts or messages with a certain content and format. A concept can be a theme, a core message, a specific style or a slogan. The fourth level is the integration of execution. This implies uniformity in layout, design, typography, logo, colours, visual triggers and other elements of the house style. Successful IMC imply that a ‘one-voice’ approach is developed, which serves as a starting point for integrated concepts and execution.

Evidently, a company’s communications are more than communicating with marketing target groups. A variety of other audiences and stakeholders need to be considered too. In the next integration stage, all communications to all target groups are harmonised. In a truly integrated communications environment, corporate identity definition, corporate reputation and image-building, stakeholder communications and marketing communications are fully integrated. The integration of marketing communications in an international company is not complete until it is achieved across national and international boundaries.
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