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Abstract

ince integrated marketing communications (IMC) emerged in the United

States in the early 1990s, academics and scholars have devoted much
time to its study and research. The sweeping consensus throughout these
literatures is that IMC is a valuable concept that can help strengthen brand equity
and facilitate more efficient communication from a given brand to its target
market. However, while the concept of IMC has been widely accepted and many
organizations have adopted and practiced it, marketers and advertising
practitioners were also quick to recognize that there are some obstacles for IMC
implementation. Thus, this paper reviews IMC issues with regards to its concept,
definition, and principles in addition to exploring different research and articles

in closely related fields in the last two decades.
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An embryonic model for the globalised interactive 21st century
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sponsorships, etc.

Brand messages
Communicated by advertising, sales
promotion, direct response,

packaging, customer service,

-

Evaluating

and planning

Customers’
brand

experiences

-

Strong brand relationships

Increased sales, customers, and

brand equity

One-and two-way media
Radio, newspapers, TV, outdoor boards|
events, and sponsorships, mail,

phone, internet, packaging, etc.

N

Weak brand relationships
Lose customers, sales, and

brand equity

nn: Duncan, T. (2005). Principle of advertising & IMC (2nd ed.) New York: McGraw-Hill, p. 22.
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