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Preface

Teachers face many challenges in the classroom. It is difficult to get students to read a
textbook; multicultural classrooms present language problems; and it is often hard to
cover course material in the time allotted. This textbook is designed to conquer these
problems. My primary goal is to present essential elements of integrated marketing com-
munications in a clear, concise, and informative manner. Many students who have read
previous editions comment that this is an “enjoyable” text to read!

Keeping content current in such a rapidly changing environment is a constant
challenge. The impact of new technologies makes it difficult for educators and prac-
titioners to keep pace. The ongoing shift to digital communications presents both
challenges and opportunities for advertisers and their marketing communications
agencies. Striking the right balance among the communications options is the primary
task of the marketing communications agencies responsible for making recommenda-
tions to their clients. In such a rapidly changing environment, teachers and students
must recognize that presenting the latest information in a text is difficult. I have done
my very best to ensure that the content presented here is as up to date as possible. The
core content and the strategic planning principles included reflect contemporary
practice.

From a teaching perspective, textbook readability has always been an issue with me.
Readability is a primary strength of Integrated Marketing Communications: Strategic Planning
Perspectives. The text is written in a straightforward, easy-to-understand manner and is
full of examples and illustrations that students will quickly identify with. If you accept the
notion that being familiar with something makes it easier to understand and apply, then
your students will be better equipped to develop a marketing communications plan once
they have read this text.

Most courses in marketing communications are one semester (14 to 15 weeks) in
length with only 45 to 60 course hours available for teaching. You will find the format of
this text ideal for such a course. Its primary strength is that it is truly a marketing
communications text. It is not an advertising text with additional chapters devoted to
integrated marketing communications (IMC) content. This text offers balance across the
various components of marketing communications. Current users have identified other
strengths, which are:

* It is the only Canadian IMC text available, and features a Canadian perspective on

media and marketing communications practice instead of an American one.

* There is an emphasis on strategic planning, with a separate chapter devoted to the
subject as well as discussion of it throughout the text. The concept of “integration” is
stressed and demonstrated continually.

* The lead-in chapter on branding is a natural starting point for marketing communica-
tions planning, since all plans start with a sound understanding of the brand.

* There is ample discussion of recent trends and issues facing the industry, identifying
the challenges faced by practitioners.
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* It is the only text on the market offering an illustration of a strategic plan, which
demonstrates how an organization applies planning principles and concepts.

* Material is presented in an “easy-to-understand” writing style—practical, friendly,
and student-oriented.

The textbook includes four parts and 12 core chapters that cover all aspects of inte-
grated marketing communications. A common planning model is presented in relevant
chapters to demonstrate how the various components of marketing communications
work together to achieve objectives. Each chapter includes two IMC Highlight boxes
that show how organizations apply marketing communications concepts. Approximately
70 percent of these boxes are new.

Appendix 1 offers information about how to plan and buy media time, and is an
ideal supplement to all media-related chapters. Appendix 2 presents an integrated mar-
keting communications plan, something you will not find in any other text.

Some of the key issues and trends addressed in this edition of the text include:

* The integration of long-term strategic plans (all primary forms of media and market-
ing communications) with short-term tactical plans (experiential, event, and public
relations tactics).

* The constantly changing consumers’ media habits, which create a dynamic situation
that presents new challenges and opportunities for reaching target markets.

* The impact of new technologies, which are changing the communications playing
field and producing new opportunities for reaching consumers more directly through
mobile devices, social media, and video games.

* The influence of database management techniques and customer relationship
management programs on the direction of marketing communications strategies,
moving them away from macro-based (mass appeal or traditional forms of targeting)
toward micro-based (individual targeting).

* The impact of technology on media planning and media buying

* The expanding role of experiential marketing, public relations, mobile communications,
and social media communications, and the presentation of new insights into this trend.

The impact of technology on media planning and media buying is presented in more
detail. New concepts, such as programmatic media buying and real time bidding, are included
in Appendix 2 as both concepts directly affect the buying process for interactive media.

Organization of the Text

The book is divided into four essential parts.

PART 1: UNDERSTANDING INTEGRATED MARKETING COMMUNICATIONS

This section presents an overview of essential inputs that a manager would consider when
developing a marketing communications plan. The content included in Chapter 1,
Integrated Marketing Communications: An Overview, introduces the various compo-
nents of the marketing communications mix and summarizes the essential concepts deal-
ing with consumer and organizational behaviour. This edition includes additional
discussion on the shift to digital communications and its prominence in the marketing
communications mix. The chapter also discusses many of the ethical issues associated
with the practice of marketing communications.
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Chapter 2, Strategic Planning Principles, shifts the focus to strategic planning.
Relationships are drawn between plans and planning at various levels of an organization
and how they are integrated. The structure and content of a marketing plan and a mar-
keting communications plan are examined in order to show how plans work together to
resolve marketing problems.

Chapter 3, Branding Strategy, introduces the concept of branding and branding
strategy. Discussion about branding is strategically located to precede detailed coverage of
the components of the marketing communications mix. Branding strategies and brand
positioning strategies are the foundation upon which marketing communications strate-
gies are devised. New insights into the importance of brand trust and brand loyalty and
the need for a strong positioning strategy have been added.

PART 2: PLANNING FOR INTEGRATED MEDIA

This section examines planning considerations for all primary media choices. Chapter 4,
Advertising Planning: Creative, introduces the communications process and the various
planning concepts that are considered when briefing an agency about message require-
ments. The role of strategies and tactics—and the distinctions between them and creative
objectives—is considered.

Chapter 5, Advertising Planning: Broadcast, Print, and Out-of~-Home Media,
presents the media planning process and stresses the importance of creating an effective
yet efficient media plan. The various strategic decisions that apply to using broadcast,
print, and out-of-home media alternatives are presented in detail.

Chapter 6, Planning for Direct Response Communications, introduces the rapidly
expanding field of direct response communications. Since direct response relies on data-
base management techniques, there is considerable emphasis on customer relationship
management practices and the crucial role played by individualized marketing communi-
cations strategies in fostering solid customer relationships.

Chapter 7, Planning for Online and Interactive Communications, examines the
expanding role of web-based communications, mobile communications, and social
media communications in the marketing communications mix. The chapter ofters
expanded coverage of all forms of interactive communications. There is an emphasis on
technology and how it affects consumers’ media consumption patterns, and ultimately,
media planning decisions.

PART 3: PLANNING FOR INTEGRATED MARKETING

Because organizations look for synergy, the objective is to integrate related marketing and
marketing communications practices with the media strategies already presented in the
text. Chapter 8, Sales Promotion, introduces the various sales promotion alternatives that
are frequently employed in integrated marketing communications plans. The roles of
consumer promotions and trade promotions are examined in detail.

Chapter 9, Public R elations, examines the role of public relations in communications.
The content focuses on the various strategies and tactics that are available, planning pro-
cedures, and measurement techniques. A new section on media relations has been added
to show the importance of building effective relations with the press. A new section on
internal public relations has also been added to this chapter.

Chapter 10, Experiential Marketing, Events, and Sponsorships, examines the
expanding role of experiential marketing, event marketing, and sponsorships in contem-
porary marketing. It introduces the criteria for participating in events, and the steps and
procedures for planning an event.
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Chapter 11, Personal Selling, covers the role of personal selling in a variety of busi-
ness settings. Personal selling adds a human component to the integrated marketing
communications mix, and for this reason plays a very important role in establishing and
building solid customer relationships.

PART 4: MEASURING PLAN PERFORMANCE

This section examines the role of various research procedures for evaluating the effective-
ness of marketing communications programs. Chapter 12, Evaluating Marketing
Communications Programs, introduces some fundamental methodologies for collecting
and analyzing primary research data, and distinguishes between qualitative and quantitative
data. The role and influence of collecting and interpreting information on the development
of marketing communications strategies are considered. New content on various social
media measurement techniques have been added to this chapter.

Appendix 1, Media Buying Principles and Media Information Resources,
is a supplement that provides additional media details and shows students some
fundamental procedures for estimating costs and buying media time and space in a vari-
ety of media and other components of the marketing communications mix. Students can
quickly refer to media-buying information in this specific section. Review questions will
challenge the students to understand and apply rate card information.

Appendix 2, Integrated Marketing Communications Plan: Mr. Sub, pro-
vides an example of a marketing communications plan so that students can quickly see
the relationship between various planning principles such as objectives, strategies, and
execution, and between the various components of the marketing communications mix
with respect to how each contributes to achieving objectives. The integrated marketing
communications plan has been revised to include a social media component. No other
text offers an illustrative marketing communications plan.

Success Stories Dramatize Integrated Marketing
Communications Practice

Each chapter includes at least two IMC Highlight boxes. These inserts reflect impor-
tant aspects of marketing communications planning or provide actual illustrations of how
organizations apply marketing communications concepts. By way of example, students
will learn how

* Boston Pizza planned and implemented a new campaign to attract a “family” target
market.

* ING DIRECT transformed and rebranded itself to Tangerine with the help of an
intensive and carefully phased-in communications campaign.

* Axe personal care products repositioned its brand portfolio to appeal to an older
target market.

* The Stratford Festival effectively used a social media campaign to boost ticket sales.

* McDonald’s effectively uses sales promotion techniques to build its market share in
the restaurant coffee market.

* Nike effectively uses ambush marketing techniques to gain a presence in elite events
it does not sponsor.

* Harry Rosen, a prominent men’s fashion retailer, effectively uses personal selling,
interaction, and service to build long-term relationships with customers.
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Other companies and brands that appear in feature stories include General Motors,
MEC (formerly Mountain Equipment Co-op), Scotiabank, Budweiser, Honda Canada,
Apple, and TD CanadaTrust.

Pedagogy

Learning Objectives. Each chapter starts with a list of learning objectives directly
related to the key concepts contained in the chapter.

Advertisements, Figures, and Charts. Throughout each chapter, key concepts
and applications are illustrated with strong visual material. Sample advertisements and
other forms of marketing communications augment the Canadian perspective and dem-
onstrate important aspects of marketing communications strategy and execution.

Key Terms. Key terms are highlighted in boldface in the text and in colour in page
margins, where they are accompanied by definitions. Students also have quick access to
key terms and definitions in the glossary.

Chapter Summaries. The summary at the end of each chapter reinforces major
points and concepts.

Review Questions, and Discussion and Application Questions. Both sets of
questions allow students to review material and apply concepts learned in the chapter.

Appendix 1, Media Buying Principles and Media Information Resources.
The essentials of buying media time and space in various media outlets are covered in this
section. Review questions that test students’ understanding of and ability to apply rate
card information are included.

Appendix 2, Integrated Marketing Communications Plan: Mr. Sub. This plan
shows how various elements of marketing communications combine to form an integrated
marketing communications plan. A variety of charts and figures are included to show how
media and marketing communications budget allocations are presented in a plan.

Glossary. A glossary of all key terms and definitions appears at the end of the textbook.

Supplements

The following instructor supplements are available for download from a password-
protected section of Pearson Education Canada’s online catalogue (www.pearsoned.ca/
highered). Navigate to your text’s catalogue page to view a list of available supplements.
See your local sales representative for details and access.

INSTRUCTOR’S RESOURCE MANUAL
The Instructor’s Resource Manual includes learning objectives, chapter highlights that
can act as lecture outlines, additional illustrations of key concepts that can be built into

lectures, and answers to review and discussion questions.

TEST ITEM FILE
This test bank in Microsoft Word format contains over 1000 questions in multiple choice,
true/false, short answer, and essay formats.

POWERPOINT® SLIDES

A complete set of slides that are specifically designed or culled from the text is available
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Understanding Integrated

Marketing Communications

Part 1 focuses on several introductory issues that are associated with the develop-

ment of integrated marketing communications programs.

Chapter 1 introduces the components of the integrated marketing communications mix
and the factors that encourage their use. The latter part of the chapter introduces the

reader to a variety of ethical issues that confront marketing communications practitioners.

Chapter 2 introduces the student to essential strategic planning principles while drawing
relationships between the planning that occurs at various levels of an organization. The
various inputs for marketing and marketing communications planning are presented
along with the content of typical marketing and marketing communications plans. The

intent is to show how integrated planning provides solutions to marketing problems.

Chapter 3 concentrates on issues related to branding strategy. Marketing communica-
tions strategies are the primary vehicle for building the image of a brand or company.
Since brand positioning is the focal point of most marketing communications strategies,
the role that positioning strategy statements play in the development of communications
campaigns is examined in detail. The role and influence of packaging and product design
strategies and their impact on brand image are also examined.
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Learning Objectives

After studying this chapter, you will be able to 4. Explain how consumer behaviour and organiza-
tional buying behaviour influence marketing

1. Appreciate the role of integrated marketing R
communications

communications planning in business today
5. Identify basic ethical issues confronting

. Identify the components of the integrated J - :
marketing communications practice

marketing communications mix

6. Describe the role that laws and regulations play
in guiding marketing communications in
Canada

. Identify the conditions that have led to
the emergence of integrated marketing
communications

Organizations today are searching for complete solutions to their communications needs
and are calling upon experts in various marketing communications areas to get the job
done. The challenge for organizations is to successfully combine various communica-
tions disciplines into an effective marketing communications strategy and plan. This
often requires specialists from various external agencies to collaborate on projects—that
too is a challenge for organizations to coordinate.

The environment that businesses presently operate in continues to change rapidly.
The influence of technology alone has forced business organizations to examine how
they deliver messages to their target markets. Generally speaking, there has been a move-
ment toward targeted media and away from mass media. People’s media habits have
changed. The average consumer relies less on newspapers and television, and more on
computers and smart phones for receiving news and commercial messages. Consequently,
marketing organizations are shifting their spending to digital media options and are
experimenting with other, more personalized activities, such as social media and experi-
ential marketing. Going beyond traditional forms of communications helps create “buzz”
for products.

How people consume media is changing. Wise marketing organizations keep track
of that change. There are only so many hours in a day, and people are spending more
time than ever online with digital and social media. Advertisers, therefore, are placing
more ads on the Internet and are looking at innovative ways to deliver advertising mes-
sages via social media outlets such as Facebook, Twitter, YouTube, Pinterest, and
Instagram. Their objective is to deliver messages to where their customers are.

The nature of marketing communications planning has changed dramatically.
No longer do companies rely on disjointed strategies from a variety of sources, even
though those sources are experts at what they do. The overall goal of communica-
tions now is to deliver the same message through a variety of media in order to have
a synergistic impact on the target. Furthermore, the development of message strategy
is now in the hands of fewer external suppliers. Many traditional advertising agencies
have evolved into full-fledged marketing communications agencies and offer services
in areas such as public relations, sales promotion, direct response, and online commu-
nications. The range of services is greater, and the level of specialization that agencies
provide is more concentrated than before. In effect, these agencies are changing
with their clients’ needs and are providing integrated marketing communications
solutions.



integrated marketing
communications  The coordination of
all marketing communications in a
unified program that maximizes the
impact on the intended target audience.

advertising A paid, media-delivered
message by an identified sponsor
designed to stimulate a positive response
from a target audience.

FIGURE

1.1

The Integrated Marketing
Communications Mix
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The Integrated Marketing Communications Mix

Integrated marketing communications involves the coordination of all forms of
marketing communications in a unified program that maximizes the impact on consum-
ers and other types of customers. It embraces many unique yet complementary forms of
communication: media advertising (a focus on message strategies and media strategies in
a mass media environment); direct response communications (communications that
encourage immediate action); digital communications (including social media, mobile,
and video game communications); sales promotion (both consumer and trade promo-
tions); public relations; experiential marketing; and personal selling (see Figure 1.1). The
growth of social media is a factor that an organization must consider. Given the media
behaviour of today’s consumers, it is essential that an effective and well-planned social
media strategy be integrated into the communications mix.

Effective communications integration also considers the role of packaging and its
impact on consumers at point of purchase, and the role that all employees of an organiza-
tion play in communicating a positive attitude about a company to its various publics.
Any customer touch-point is part of integrated marketing communications.

How an organization plans and manages the various components of the mix is
important. An organization rarely employs all components at one time, but rather selects
and uses those components that are deemed appropriate for the situation at hand. Clients
look for a “total solutions” communications approach to resolve their business problems.
As a result, they seek comprehensively planned, seamless campaigns from their commu-
nications agencies. Integration of message strategy, regardless of the medium, is crucial to
generating maximum impact on the target audience.

Let’s start the discussion about integrated marketing communications by clearly
explaining the fundamental nature of each form of marketing communications. Refer to
Figure 1.1 for a visual image of the marketing communications mix.

ADVERTISING
Advertising is the placement of persuasive messages in time or space purchased in any of
the mass media by organizations that seek to inform and persuade members of a target

’—~ Advertising

Digital (Interactive) Public
Communications / Relations
T Target
Market
Direct Sales
Response Promotion
Experiential Personal

Marketing Selling
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market about their products, services, organization, or ideas. In the context of the integrated
marketing communications mix, good advertising (advertising that has an impact on the
audience) will influence the behaviour of that audience—that is its primary function. Once
a positive attitude toward a specific product or company is created in the customer’s mind,
that customer may be motivated to purchase the product or look favourably upon it.

Advertising can be either product oriented or promotion oriented. Product
advertising provides information and helps build an image for the product, whether it’s
a brand or a company, by presenting the features, attributes, and benefits of the product
in a persuasive manner. An ad for GREEN WORKS® cleaning products stresses essential
benefits that consumers are looking for—a powerful cleaner without harsh chemical
fumes. GREEN WORKS® cleaning products appeal to consumers who are concerned
about the harm cleaning products can have on the environment. Refer to the illustration
in Figure 1.2.

Promotional advertising is designed to accomplish a specific task—usually to
communicate a specific offer in order to elicit some type of immediate response from the
customer. Including a coupon or contest promotion with a print advertisement, for
example, is a form of promotional advertising. The content of the ad presents the features
and primary benefits to help build the image, and the coupon provides an incentive for
customers to buy. Automobile manufacturers, for example, are well known for their
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product advertising  Advertising that
provides information about a branded
product to help build its image in the
minds of customers.

promotional advertising  Advertising
that communicates a specific offer to
encourage an immediate response from
the target audience.

FIGURE

A Benefit-oriented
Advertisement for GREEN
WORKS® Cleaning Products

Source: GREEN WORKS ®. GREEN
WORKS is a registered trademark of The
Clorox Comopany and is used with
permission.



direct response communications The
delivery of a message to a target audience
of one; the message can be distributed

by direct mail, direct response television,
or telemarketing.

FIGURE

1.3

A Direct Mail Leaflet
Encouraging Consumers to
Lease a Subaru Legacy

Source: Courtesy of Subaru Canada, Inc.
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rebate and low-cost financing programs, both of which are advertised heavily to attract
customers. Packaged goods manufacturers use coupons and other incentives to encour-
age more immediate action by consumers. Offering a promotional incentive could be
the entire focus of an integrated marketing communications campaign.

DIRECT RESPONSE COMMUNICATIONS
Direct response communications involves the delivery of a message to a target audi-
ence of one. As the term implies, “direct” means directly from the marketing company to a
specific or prospective user of a company’s product. Direct mail is a common form of direct
response communications. Other forms of direct response include direct response television
(DRTYV), telemarketing, and mobile communications. This segment of the communica-
tions industry is growing at a much faster pace than traditional forms of advertising. Time-
pressed consumers, for example, find the convenience of direct response appealing. They
can learn about the benefits of a product and actually buy it, if they so desire, all in one stage.
Figure 1.3 shows the content of a direct mail leaflet for the Subaru Legacy. This
attractive leaflet effectively displays the design of the automobile and offers an incentive
(a $500 gift card) to encourage prospects to lease the automobile. More details about the
incentive are available from a quick response (QR) code. Subaru also does a lot of television
and print advertising to generate awareness and interest in the brand: another example of
effective integration.
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DIGITAL (INTERACTIVE) COMMUNICATIONS

In an integrated marketing communications context, digital (interactive) commu-
nications are commercial messages for an organization placed on the Internet, a cell
phone, or other personal electronic device. Technology is changing so rapidly that there
is little doubt that communication by way of electronic devices is the future of marketing
communications. In fact, investment in online communications by Canadian advertisers
is growing at a pace much faster than any other form of advertising. In 2014 (the latest
year available), investment in online advertising in Canada was $3.8 billion, overtaking
television ($3.4 billion) for the largest share of ad spending,.!

“The growth of online advertising in Canada speaks volumes about the importance
of the medium to marketers in terms of its ability to reach, target, engage, and dialogue
with consumers,” says Paula Gignac, former president, IAB Canada.? Currently, the
Internet is the number-one medium among Canadians 18 to 34 years old in time spent
with a medium. This age group spends 33 hours a week online, compared to 15.5 hours
a week with television. Canadians 25 to 54 years old currently spend slightly more time
online than they do with television.’

The new emphasis that business organizations place on customer relationship
management (CRM), combined with their ability to manage internal databases, is forc-
ing them to move toward direct response and interactive communications. At present, orga-
nizations communicate through their own websites and through various forms of online
advertising such as search advertising, display ads, and video ads. The addition of advertising
on social media sites will play an increasing role in the communications mix in the future.

SALES PROMOTION

Sales promotion involves special incentives to stimulate an immediate reaction from
consumers and distributors. An organization’s promotion expenditures tend to be divided
between consumers and distributors. Strategies that include coupons, free samples, con-
tests, and cash refunds are classified as consumer promotions. The on-pack sales incentive
shown in Figure 1.4 is a good example of how sales promotions are integrated with
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digital (interactive)

communications The placement of an
advertising message on a website, or an
ad delivered by email or through mobile
communications devices.

customer relationship management
(CRM) A process that enables an
organization to develop an ongoing
relationship with valued customers;

the organization captures and uses
information about its customers to its
advantage in developing the relationship.

sales promotion An activity that
provides incentives to bring about
immediate response from customers,
distributors, and an organization’s sales
force.

FIGURE

14

Sales Incentives Are Designed
to Encourage Immediate
Purchases by Consumers

Source: © Keith Tuckwell



public relations A form of
communications designed to gain public
understanding and acceptance.

experiential marketing A form of
marketing that creates an emotional
connection with the consumer in
personally relevant and memorable ways.
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media advertising. On-pack sales incentives encourage immediate purchases while media
advertising builds brand image. Offering price discounts to distributors for purchasing
goods in large quantities or for performing some kind of marketing or merchandising
task on behalf of a marketing organization is classified as a trade promotion.

The marketing organization is constantly challenged by how to divide the sales pro-
motion budget between consumers and trade customers. Regardless of how the budget
is allocated, it is imperative that consumer promotion strategies are aligned eftectively
with advertising programs (to pull the product through the channel of distribution) and
that trade promotions are aligned effectively with personal selling programs (to push the
product through the channel of distribution). In business, it is the integration of various
marketing communications programs that pays oft for the organization.

PUBLIC RELATIONS

Public relations communications are primarily directed toward gaining public under-
standing and acceptance. Public relations (PR) messages influence the attitudes toward
and opinions interest groups have about an organization. Consequently, progressive-
minded marketing organizations fully appreciate the role that public relations campaigns
can play in generating positive attitudes toward products.

Public relations involve placing messages in the media without having to pay for
them. In effect, they can generate “free” exposure. For example, a company issues a press
release announcing a new product. The release includes all the virtues of the product,
where it will be available, and how it will be advertised. Stories about the new product
will appear on television newscasts, newspaper and magazine articles, and online blogs.
Such exposure offers a legitimacy that advertising does not have.

Public relations also play a major role when a company finds itself in a crisis. Senior
managers of an organization must be prepared to deal with the media and to issue eftfec-
tive communications when unpleasant circumstances arise. Financial guru Warren
Buffet once said, “It takes 20 years to build a reputation and 5 minutes to ruin it.”* In
2012, Korean automakers Hyundai and Kia were fined a record $100 million by the
U.S. Environmental Protection Agency for overstating fuel economy figures on new
models. With that fine, a main pillar of both brands was undermined. During fuel
economy tests, Hyundai engineers allegedly chose favourable results rather than average
results from a large number of tests.® Since consumers compare average results across
comparable vehicles, this is a big issue—one in which Hyundai and Kia had to act upon
in order to restore consumer confidence.

Traditional public relations are changing rapidly due to the popularity of social media.
Communications tools such as Facebook and Twitter get regular people communicating
information (positive and negative) about products and companies. Consequently, company-
sourced social media communications are now part of an effective public relations strategy.

EXPERIENTIAL MARKETING

Experiential marketing is a blend of marketing communications disciplines that
engage people with a brand in a more personal way. For example, when Colgate-Palmolive
launched Speed Stick GEAR men’s deodorant it was entering a crowded market so getting
noticed was a priority. An experiential marketing campaign was devised that involved
building a 20-metre ice wall in downtown Toronto. The brand was targeting active, adven-
turous, millennial males in their 20s and early 30s. The brand’s street team encouraged
young males passing by to try climbing the wall. It was a great way to engage the target
market with the new brand. Anomoly Toronto developed the creative for the campaign
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and Free For All Marketing managed the construction and operation of the ice wall.® Refer
to the image in Figure 1.5. This type of promotion engages consumers with the brand.

Event marketing and sponsorships fall under the umbrella of experiential marketing.
A well-planned event will engage consumers with a brand experience; once involved,
they may perceive the brand in a more positive light. The experience could be anything
from attending an event where a sponsor’s product is freely distributed to devising a spe-
cific branded event that becomes the focal point of an entire integrated marketing com-
munications campaign. Event marketing, therefore, involves planning, organizing,
and marketing an event, whether it is an event for a company or a brand.

Sponsorship simply means that a company provides money for an event in return
for specified marketing privileges, granted because the company is associated with the
event. Rogers, for example, is involved in event marketing as the title sponsor of the men’s
and women’s Rogers Cup, a major tennis championship held annually in Toronto and
Montreal. Rogers defrays the cost of holding such events by selling sponsorships to other
companies. The presenting sponsor of the Rogers Cup is the National Bank of Canada.

FIGURE

Experiential Marketing
Programs Are Personal in
Nature and Engage Consumers
with a Brand

Source: Courtesy of Anomaly Toronto and
Free For All Marketing

event marketing  The process, planned
by a sponsoring organization, of
integrating a variety of communications
elements behind a single event theme.

sponsorship  The act of financially
supporting an event in return for certain
advertising rights and privileges.





