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Integrated Marketing Communication
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Marketing Communication and Marketing Communication Mix
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Marketing Communication
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T e GlAfexEg oitme Afiass Tz A AfGER Sret BB (@ ez | @ F RoeH AT
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Marketing Communication Mix

T GYfET I @@ IR FRCT R @M S Tod Tod TP SEE 0% | M8
fq@IoM obF 20 SRGE AofeTe ¢ Tigw Q@eier W, ffg I [fey sifss frfEw
(Interactive) 2fGT IIT® TR | (@S 8 (S AL @A FIEFT FAF G ABTS  @oNnTre
G AL TOF TN @A ML IR Pl RO | 4 @A el e =i 420w
CAMITCRTCAR TG ACACR; ©F 3.5 Tora iear e |

AR TR 32,5 8 53,3 @ Rl e SomiAetera IR ¢ (RFEyetE A w9 Gl
ZCACR | 07 fRese @reieaer Seeas SAmMIReTst SieeiveT S Zoel-

5. R@#T (Advertising): @I @T @I TGN, T LT 2407 TF (FONF TS
341 =7, W T Y QIR 797 @ Tga 4l 2 | Philip Kotler & Gary Armstrong €3 (o,
“fReee R (I e SorTe! Fee S RINNeT T GIe, Aoy 9 GRS SAgA
8 &7 |” feerel ifeg Maee QT @ A6 T4 77 | 9T WY TR W A< (Afaw T e
FRAMAD), TG MG (@O ¢ Gffexw), @BeqF TN (Geew, IR, Gy,
STATT) IEGEE N (AGeie, fofoerss, fefos fow, Fife @ (CD-ROM), €GR (?13®
@R AT TN (RETCRTS, SRR, (oI12) |

X. fR@F W 99719 (Sales Promotion): (GFSITAT € (SIFIWA TG FF AN & [T ACTAT 36
(T ZCET [T @97 | @ (& Philip Kolter & Gary Armstrong @ 00, “f@ o119 20
oy I ORI &F A R Tifee T FgIE Sl |7 (STeiid e [ &9ieas oy
Eey 2y eqe, TAT ooy [oqd, F99, TR aWT Sofin (e a2 I =W | AR[E
FAT |

©. 3o @ Hfowe! (Events & Experiences): o Tafefes ifeg 3reom, T’F{é‘lﬁ qqr
ol qWid FE T WG A | G (00T 8 Wesreldl WK [oreaiar
SApifaFed [ (@otma fFs 27 I R 7E&aW (Ifite e AtE | @- Afopis 846
THATCF AP, G T NS, SISl o, Ba awfTt, o @ T 3onifv |

8. O AP @ &G (Public Relations and Publicity): 2f$HIF 5o1(F SR TG SIS &y
e €are sMewt @z T | @NF- ST A IPrF ZoAw, SIet FATES SIREfS sre |
SR, T HACA T AFSFeT HeIM 8 oIS TSI T F0F @ SRCaABIF W0y
Yeiree 4IRelT Cofd 9 = | Philip Kotler PRGN FE I (T, “SIGEe &b ®, ©feT
FCACED T MG (O @ AfoFeT wom, TFHIRAT G WO g 1 elfore TR A< T
R ST 0 AFSHIT ©leT ToF NG (ST IS 00T ST |” SIRCe (Al AR,
G AFOT T IO T N0 A (T FIIE SGo, T &l (F1 9L (FC W FCF
qr | ©IE e [ReeEee bReE GREAIed el fReta (AR | R @it avies StarE
Aferar e TR T = | IR ol ey eb T=RE 9~ 03 | 7= =g, &I
T MRNE ST ROl GFT fSHITT 21y @ GRIF &M TALIRENE SIS ARNE L5
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0T | PR IR [ANTFAE (@I A T T T | OF WG A0, G| 8 AfSHieaw
ATl 8 FF toft T4 = | IMCE &6 T Philip Kotler & Gary Armstrong €3 TS,
"I T AL QAN TSI TILIRCE N5 BT o AT (FICAT MG el Aifeifes
U7 A AT @, GRASHT ST A @A A%y, ERI A AAT ARSI AR SoZIowa
ey fafen<s sifzar ji2< 81 =T &b 1”7

. &S R&ET (Personal Selling): TOMHJ TN (ATF JPNT AR (F(q JGF [GT AGF
FRAA | I R 0 GFGACET GRE T2 TF TG (Fol-RTGeid g FRAHAFATT
WGTT #f°fy (1417 &= 270 1 Philip Kotler & Gary Armstrong-93 Wt®, “Jjfes [Rary geel
Afediee fRaw 7 UfET ToAg T Sy TERET e 77y S0 @R (@S e

T[IANRE T T S |”
s. fRearofsy R, ez e ©. Jfes &y 8. ST 8 &b
* MO S RO WY | ¢ elfeaifrer * @ Sogromt * Igol
et (Competition) * @y e * GifsEE
* AfCSferR (Packaging) | * SO (Lottary) * TS ST * JfSE efstame
¢ PG (Cinema) ¢ froma ¢ (E @ Jifey AW | ¢ e
* (B @ foTHeEs ¢ I (Coupon) o sffa,
(Poster & Leaflet) ¢ e * Fqmiefsy
¢ @@ (Bill board) | ¢ 9 ¢ We3T WA
¢ I3CAIC (Signboard) | * T@ * N EBIF AL TF
+ S5 (Directories) | * T
* oSt
* @NEy #oly fee
¢. 3SHN 8 WioeS] | v, TFAIRS 8 AMEE | 4. (WRIZeA ool b, TR 8 (CBIT
g el
¢ QT S ¢ SIEIARG (Website) | ¢ ST * BT (Catalog)
* SEmE ¢ 3TN3e (Email) ¢ SRR fIoiele * Gty
* AL FEGT ¢ 6 STC (Search ¢ AMIEE AN e (Telemarketing)
& I AT Ads) o T * TGS AR
o+ RiEF TR @ | ¢ @I Fo s T
[ w8 * IS, cERw o fofos =P
* (9GS, GO
* THET HotTaT
+ fofGexn

SRAT $R.3: WG LRI AT @I e SAmoTR

b, IR 8 FEF WG =% (Online and Social-media Marketing): 1RG5 IR 7 A

TYRT (GO T ATET 3 FHPG AR I ACHEH I T @ AT AT | 33, (T,
B2, STOMEs Tohifnd IOTT @ et ey 1~ Avee! 2, I IoAw B A
AT I A R I & FIS 41 27 |

q. GURIRE 7T (Mobile Marketing): Swe1ed fRoetad @S RO Sl 20T QIRIZA f{oiel |

TG e

(OISR AL @G Sy @3 AT [ICFI, BT, GAeTs 3901 77 (Device) IR
AR |

BI-S4br



Rfa i

v, AR 8 (©hie R (Direct & Database Marketing): (GRTCFIN, F1F, 3N3e <l
TR0 AT I AP TSN ATRY (@O A @A I | @ AN e
Tl M2 (@R ML @A FE AN TAE T T T (O IR (AF SISFHAF
efsfer s T |

sfee et e afewt

Integrated Marketing Communications

gfere TFFw, Wod (@RS W @R
SCSHT G GG | (SIERT FE3 @I
oy A O TFS Wy ey, Resme, Ty
I I QST SIS AT 0L Tl
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G o AHFE Ad @R FAO T |
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TGN @R IERGNE NG (SGMT  AKF
SIfRAT @R Aoy ABIREE T TYe AU Wew
R | AT [ o7 [oes
ARDIE A0 2F | U8 GAPTT e [Goeey
Q@micar elfel 9= = | Philip Kotler & Gary
Aramstrong-43 TS, “ofeP @I OF A9y
THfFe =B, ANeETd G SIwEEEr ST
(AT T ATCACANT TAIAGTEANE AFQFA 8 AN ALAF AN(A© [l @A 0T |7 TS
AfspE @EER @3t I ut wfeaem eom 87 T B AFR G FAETe ATTOR Ty
QPN 71 ST o8 wFel A FIRT FA0 [ | GTHCE HTETR AT Al (@ACS AN |
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TS AT AT T (@CS AT | (G, Ko/l @l fSqRemees FeEe e Aifesi e
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AS-32. (R AT T
) Marketing Communication Process
S =

Q A1y T SHAfA-
" TN &S WSS TTE EID FACO AT |

AT e Teee

Communication Process Models
oM @A M AT (@S 8 (SIEF AL @A Jroig I | @ I [ANTF AT

PR @I & @A G SHAMIRSTHAT IICF ST LTI | @A 2T 936 alfemam
A LA AWM AT ST (@Rl (ACF SF F(F (72 ©F AW a2 G ATSHRANTE @R | @ F@ ()
PTG 8 () WBTH WCeet wPpsfel | 718 S S F1 7o

S. TSR s (Macro Model of the Communication Process): @G S@iod WITEHNOE ¢

y

@RFF || Ao |y | IS WYIW p IAICOT AT | A

SEISSD < ArolFl |

A

5@ yR.0: @I e TAMEPIR

TG ST AR | A BT 5.0 @ (R TRCR | @A AT AT IS (@7 A
QECEEFR T e e 9, G i B s @ udle, @9 e, w9,
@R, FOI @A FACS BT S G0 FA@L et Fa07 | O3, @i afemg @
IS AARPHN TG T A AF | 91 T AR o (A6 Toietfah Faco oA A& (AT
fafeq ==, s, A8 A (FICCT AR RS 8 LS (N S (2T F0S T @
AT RS JATS AT | AT 76 eI (e &=y [ive @I e ey e =230
AgRere ENRE FARTST, ffie sfstaww, @REe, G, G, @fCs, T3, $HRED,
B3, G-ATGH APS @I T R [IZ© F0© AT | @ RIGT ¥, KW, ALFO,
oo, o, (@aFa WAeR, Tfey, wim, fager agfes @PIETR MW Zerna 7T
T AME | @ENTALBINE ST AN T FRLEHF 9T AT QFIEF A RIS I 0o 27 |
TS 59 F419 9 ST (@TAFI T2 A JIR I ST QST A LA 6 (27t
qTF | NG IS (AT 517 AIATHT 2% (ATF (FIC LS T I #16@ @A ST 75
T | S, (RE QPR CF@ MRS SN afsfeam siret 1% | @eeF i @
ST (2R FCAF O AT &A= FCH AP | W Iy (e qref [feg @ afsawive! a@m
g, RFo a1 98 W @ AT A8 AfeT o e o fery @i, wfewel ¢
RPN fefere eI Ry, Soeta ¢ [T T AT IR dF© AL THT F (B3 T¢I
T | TS T 933 e[ 9 ioema Iz fog fog T A4, Ife [ty «3 siew 2@
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AT | TSI (GG I LT FAF €T I @A NS0 (797 07 | &7 et
AR 7T S AGUR_ I AoiB Qe JT J& F9 MG Al sl waes g | I Io 31
SIRCE @A elf e o 20 T | R, I AT @2 IR (@ (I AN (SIS
I RSIC®) @ IS ASITS IATT (Response) MTS AR, AT TS (Feedback) TG #Afifo® |
QOICAE QN AT I =7 AT fFs vefce A |

. (OIS e WRCEHWCeH (Micromodel of Response): @ (& (Si&! o @I
Mz fwet et (W O dfe ST w1 Bw s:.8 @ Rge feqlt afefen

@ICC (Response Hierochy Model) CHC (RITT REACR-
TR AIDA (model) Hierarchy of Innovation
Effects Model Adoption
@IS (Cognitive) oS!
A l Ra[42cni))
! il '
ECCICH L k) [S3icE] ud [S3icE]
(Affective) l
wnfiafl?r
S([FIeT %
l wm | Y
59 (Behavior) f [z 7
=

@ 52.8: fSfem wawree

TR it efsferar STee MR TR | TF &S ACeETs & TRER @, Afel (@FolR 2147 &%
AR AN, AT #Iel] ITHF Tl NG I @ g7 (Cognitive), AT Aol FF Sgoiod
(Affective) I8 T @R (TR Sqgfed @oF o7 F ©F *Id7 T T [N Soae fdifre =
(Behavior) | AIDA (model) WCTAG 28 =2 330 @2 g7 A5z &f@ (Innovation
Adoption)- 6 218 712 8.8 @ SATEAGT FT ZCATE |

QYT FETFER-GN ACCe (Hirarehy of Effects Model) T [i@ifie SIiteTsar Fa1 =61 | @3 SceteT
TP 2 Sy S @A 577 39 F41 (@@ AT | O T ¥ (Fo! 6 BEE @
@I @FOre BT FA00 2A1CF | (06 =0 TWRT Sy g I FCE:

S. SIS (Awareness): o @IANRIFIACE SR QAT ©F A0y A IR FTAF
w&fEe F0e 2@ | I THFS (@O (Audiance) @FEFSIE o6y FE TS S A
(TG AT QI AT AN R I O G CFe@ @RS Leag w1eifs 87 (581
ORI +AfHDfeT TGEE ©f eF Fa0° 2T |

2. @I (Knowledge): FIE® (@Rl AW #IofF TN & AF e 7936 97 w@ores A
o [iffe o2 &Fr 7 A0F A (FolF Frae gzl TS | SiRE @R[
wrReife SR effer Sl A1 Oy IRRAIR TS JCA |
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%W (Liking): IM 403 (T =7 @ THFS (@Rl 21T FF @i 8 «ft 71F o7
wqefs 5 2re @ [eaaid ©f @RIF (587 6 | TCo A (FORT 6 7 2w I
S ST F0a [T 62 I A1 1 I AT (el Y72 WATW T O AR TR
fefa S ©f iR I THAEF TG (T FICR 7T @CACT LT FereP ol e
AR

SefEFIT (Preference): W THFS (T G l2W FF € AW T @R
QT T T O (T CF@ @NEEFIACE [Eana Fre @ (@R @i [Enitee
Safya e At | W32 @I5a [ Teong fite 21 |

2e7 (Conviction): ¥ Q@ T T4 T @, THF® (o e wafiem o7 58
ST G Mp AT S B T | FOGR KA @I T JOR (GO 0K O
I F @ (ol AN @ F |

@ (Purchase): W GIF (A AT (@, (FOR A T G A0 TS TS AFOTH
A TER T 9T TR T [ @ Pl 3o T @ ST STE Sy S
FACR | @AEENPFRIE @ (FOIMF TOESITT 2147 TEF VA W@ AR #ew [ifog @
QR FHCO T |

/o7 R

PN 20 @36 AT T TG AFW AT O (2 (ATF BF I(E (78 O A AW &2 2=
TSR @RI | @ CFC@ () ST [CTT 8 () NECEH NGeT @F@=yel | @A Afewai qroretett
A QRO O3, (RO A A, MG w157, ST (e, IreT &z, S, 9Jg Ao |
TAtEd AfsTs ATecee €A1 TR @, b (@l 7y T FAR TN, QAT 2[6l] Fo(F Gl S 3
T T G 27 TP Aqpfod 8 7T YR (TR Sfex 6o fSq 1 ©fF Aoy @ T4 JTACT
5er fSifTe 2 | TAPER-GN COE @@ A @ S 39 S @re A | @3
CGCER {IATR RCETI- ACooTol, Tl 2lew, SlfEIa, dorz @ & |
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Steps in Developing Effective Communication

@ v

«q 2N I SAAfY-
SRS QI SFAR AMCFATYR S5 FACS AT |

AT @ T RGN &F T AT [TANTFACE ARG Q2 Fa0e W AR (73 AfTFgT
SRR QT GIToT FAFC T F00 & | IR G0 =B ARga e [orease @ er i
(SIET FICZ TARITS AT |

Steps in Developing Effective Communication
e @A fFTR @I S *MTFoRTE SPRe IR [ @R Sy oo a4t
781 7 | Fo@ v2.¢ @ GI7PTIR (AT ZCel-

F. THIFS @Te! *EF (Identifying the Target
Audience): @EAEFEE FR@T QTN NS e Q@i efeg ggrea
TR AT T2 T8 G0 T et e )
IO R | G2 @rel FEHB AfeBi Adma CRPITCATCoNR ZFetreeet sifstrer
TR (el Al IO (RSN e 4
I, eo RERER Ko afe, wa e C’J”’“ﬁ‘“‘fs"wm
YRS SNBSS AT | OFHLT (@, @ THY -
@Sl F IE@, FW @@ e fwew Nﬁ’::4:ﬁw
@A e gefke F@1 @ IR I—
@PNEAPFRICE @TOR  e@eE, Ao a3 X
Sy ACEIE AT Al AR Fre e —
| G THES @S] *NSFAAT CF0G I 2
erpsf @ e 2o MM @rom ToTN QAR STy et
oS affent 1 | )

¥, @R Srer WEES  (Determine  the THES Gl ArEFa
Objectives): sT¥i¥® @Tel fHfzre w7 A7 faoee fo@ s2.¢: FIEFT @A SFFa
@EARPFINE dopif*re TAeR [ Prars fare AATFATIR

| LR, @ECEE '\ @ETEESE
LR ST I 67 of el Tace 207 @R @I Ol (FCE HOT ST Fhr @ | WL (@it
PO 79 G P &= Sga T8 o1 Sraly | AAesiaiess eece *id Prale are effa
(P BADGCS OF THIFS (FOR I R (I 49If5 SI(F Ao 0o (A |
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F. IS TN oTT (Designing the Message): JHE FIfFe @ISR AT A1 efSiear AR &y o
@ENEMFRICE 96 FEFT AW A IS T FACS = | ARETS it qo 7F TS AT
(@S Il (S TCACAT AT (Attention) FACS AN, FAZ ‘*I% (Interest) 0O ACH, 29 @CEF
SIFRT (Desire) HE FACS AT R AT (Action) & | @ LT ST FCFC AIDA T &7 |
T AT 3.9 @ TR ZCACR | 93 TARTEIT &fS T2 (e @ees o @eiaee @i st aoa
TACS T | ST FRATEFACAT AN oA @INTIFINCE 55 00 T @- (d) U @1 =07 Are
ISR g 6 2@? (2) FoIR IEPresi ASTE TAZAT F90a7 TR IS SIS (5 202
QR () FOII ©F LSIHA AR I IR Al AT AP (FIF 0A?

Gy W2 e foqibe w2y ol #ihewl AT ©f e NTeAn-T 41 20e T -

S. S RTTE (Message Content): @ENHAFNE @I Saws A1 sy [ 57 Fa0e =@
ASTIrS ST (BCS IH | @ AW =

(i) ST =WT (Rational Appeal): @fEs @ THFe (@or oy weda A
THES | @ LA AR NG TR = @ ~o3fs & & ffaar meg | @ow Jfkt zee
AT AT T, 2T 36T, OFfe, I TR SoeT% To)ifvr | SIF (ol Ieq TR
QI -4 RO T P aze F407 |

(i) SITIITT HEWF (Emotional Appeal): STITT SEA QT (FOF T4 NS TS
TG (B3 T4 W | IR QTF S YT ARCR I MG Iea q2@e Aareifivs g
A IS |

(iii) (ST ST (Moral Appeal): @ $JI AV A (FOF (AOFOIF T I BT |
TR @ HEIT AT MU (FOIT A9 WA=l (A T | @ SroIT ATaWIeteT
AYITS AGT AGSTOIeNT SN J(F AN |

3. IS TS (Message Structure): ENITFIACE T*73 Fraie fWre 20 Freia [Foree SO
ARG T | TR IS 1T TP BT I A ©F “Mo0wa o[ (=0T (e A | &R
NCRNSTEAN FAIPC (AT (TR (, TR BIIE wfKE Forey | 6@ A~alfeaaitat sitzaey fag
g CF@ (FOI 897 2% IS TR T TRR IR EICFE (Fol e fFree SopRE
(TR | SAPTNT @FAMEF (One-sided argument) @32 f@-s1f%&F (Two sided argument) IFE=
A (FGT IR T4 R ©f Prais e =7 | AiRere [y Sorgreaa v @ = iif% s ar
@G Se e SfeSF ST | AT AACHE A IFEH T I 1T TAZAT 740 |
RITT TAFI BT (ST AFHCIT (53T I ZCE @ AR A=l 2@ @0 AN |

©. SR €79 (Mesage Format) : I8 g Torgromm ifog e a1 e IR F41 =
TN ST AP Gy TLAT ALF© JIg® & | W= (i) EIRE F7cpefen (Verbal
codes): ATH@ (Fol A @re 6 eI GiRkFe@ Sagm a4 =1 93 (i) fARke
FCFSIA (Written codes): aTFa @, framm, 3, afsff Senifoa s faweg wet «&r
7| fo% fqeernmg oFE e[ Riamm, e, Snizad, foa i Prale Wre 2@ @fee
(@ OIF QIR AT A TAPA#AE *1R4F Srare (Body language) T9d 20O TE NG M
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JISIT 2Tl ~ITHOR MG ST I &Y O7 (@ ARINFRICE 72, SHF!, Jlef, B 3
o &S TP 0o 20 |

8. IS T (Mesage Source): ®Y IS (T FAF AN IS FIF MG A6 I I ©l@
AT S ee 7@ | ST IM (FolF 76 % «¥w FiSE M@ A5 T4 AW O of
fFed AR 8 RPIErT 201 | qowy IS Afsp e, Sfers!, vreR ¢ [rs
[EWMT TG ST LB T AT |

¥, PN IitTe 459 (Selecting the Communication Channels): I1Fe el «IfiFga o=

(AT TAPICICHR AT ©f 7] @TSIF FI0 MR TR ©f 470l Fa00 =7 | YRS @iy

B TR T2- (e 8 WRies | TOF KT HICETE Fhoo AR 8 SpIfdt aae 93

Qe fER-Reged @ @NEEERE I e 4059 Fare 27 | 9y o @7 siea

T SACEO ST =ETT-

. Jf&Ne @EITEE S (Personal Communication Channel): Q%@ v I oofsd e
SRR TR LT ST (@[ FCF AF | A @I K QT HoAEF JRIIR 2o
A, GRTPITT NG 20 21, SIPEIT T0o AT | @ AT Q@RI TG (Fold
AfSfaar S St A9 | QT fo7 @R eelifer aaze =7 1 T2A- (i) TNEF gaifer: efedita
@ efsffemr Afereena et SR AL @HITENP I ©iE ANLF eeifer 0 |
(ii) fReaw ganfer: @t faE faa [ome ow @ IfE a7 St sfmsme s
IR FACA 20T ©IE [ROIES® elifer I0eT | @3 (i) e gaffer: “IRAGE Fwon, Ig-
AFF, AGA-FE N FZFAE G- @ T4 20 ©IeE AT eenfer qe1 1 o
FfEreed TR @I Tex I [Ebe | TR O3 711 (Fol owe afsfar e
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. (A& @AM BItwe (Non-personal Communication Channel): & @AM oo
PR (PR Amtere e AfRe T ©iE WAifee @i &eife e | aifes
ST ATLTRSTT AT 3.5 @ LT ZCE |

8. GG QI Jrces €= (Establish the Total Communication Budget): TSR TN )

TS AT Q@ @ Prae Afsdme a2 Fare 27 | SR Aaface (6 @Eiers Aees FA S

FCACRA | TG QUTETT SCETBT F1 =Ce-

S. I ARS (Affordable Method): S &fSB SIa I2 el AU AT ITSH
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3. & Weiet 2%fS (Parcentage of Sales Method): W< @fSPI SIie I8N G@Ea @36
AW oAfasrer =S 2T ICSTHT & W 0 | G5 T T To5e AZS G2 IIZIAFCE
AT 7, R ¢ elfs TEMBH [T T @97 «FH 7 e e TR I A |

©. fSTMNT ATST *&fS (Competitive-parity Method): 5% afede afstamiia el wafe
S[RETH PR, AVAF JCIF AR T A6 1% w6 | O Aforarin Rearsitaa effs
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8. ST YR & &S (Objective-and-Task Method): TIH Tt LR FGE @ifew
Amfe ZR TH] QIR FE A&lS | G Aw(e FIRICAA AT ICGRE Ao ANCH AT JOR -
(F) MBS S AR 4, (¥) ST ST G FIA IS (B T4, (19) FANT Brew
SV FA G HCAF FGN (Estimation) T | SNAFS (AT ANEE AR STAMIT G |

5. QI e frai® @2 (Decide on the Communication Mix) : @ *RY efSPE =2 o
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FACS (5B FAR | ~A7 IR G eFforem @I efers TIrme foF '@ A | A6ama
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@ PR, Reer M 93 TPREIR J | MRS IR 3R = #te0 IASIE @ =g

YT QR ] W@ e o7gw R Tfere e s sw 2@ A0 | W[,

FEAFE-GN N0 (Hirarehy of Effects Model) I (@FeiF &@fs Bt f(fog =R @i fSes
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R, QP et A (Measure the Communication Mix): IrST &8® 8 TR 4 f[ofomapiar
SO[E/THIES (@O T qrofa efelemal FHR F | U TR T & (FOF qrof T
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w, WA [T @I afFmia QT (Manage the Integrated Marketing Communication):
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