Marketing context (chapter 5) 

· Definition of marketing 

Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large’. (American Marketing Association, 2009)

Key elements of the 2008 definition of marketing by the American Marketing Association (2009):

	Activity, processes
	Marketing is no longer a function – also an educational process

	Set of institutions
	Marketing is a science, and educational process and a philosophy, and not just a management system

	Creating 
	Through creative messages, marketing management must try to change unfavourable conditions in market place into opportunities

	Communicating
	Marketing communication must include messages and media about product or service which, must include new media and social media platforms

	Delivering
	Marketing must ensure that promises that have been made to customer are kept

	Exchanging
	Marketing must persuade customers to buy; to engage in transactions

	Offerings
	Marketing must facilitate product, price, distribution and marketing communication, as well as efficient service from people and processes

	Value for customers, clients, partners, and society at large
	Customers, clients, partners and society can obtain satisfaction from resources and abilities of organisation
Marketing can promote well-being of society in the long term



· Relationship marketing perspective 

According to Baker (2003):

Relationship marketing is the commercial activity between economic partners, service providers and consumers aiming to create, maintain and terminate these relationships to achieve mutually beneficial objectives based on profit and trust between these parties.

According to Kitchen (1999: 406):

Purpose of relationship marketing is establish, maintain and enhance relationships with customers and other partners at a profit, so that objectives of parties involved are met. This is achieved by mutual exchange and fulfilment of promises'.

Relationship marketing objectives: 

· Create, maintain and build existing consumer relations through focused and cost-effective solutions based on consumers’ needs
· Expand relationships through existing consumers
· Ensure consumers are satisfied by offering collective products and services that address their needs
· Offer services at a lower cost by decreasing operational and communication costs through an integrated approach
· Enhance corporate brand organisation through strategic and tactical relationship building
· Develop or use existing databases to integrate relationship marketing and interactions with consumers in order to ensure consumer retention, extension and selection

Following elements are crucial to relationship marketing (Brink & Berndt 2004, Kitchen 1999): 

· Trust: Trust is crucial not only to marketing, but also to personal relationships. Therefore, it is equally important in relationship marketing. Trust is necessary for perceptions of seller and buyer to receive a fair division of available resources. Three points are crucial to trust: trust is about equity; looking ahead, using past and present behaviours to inform an understanding of what might occur in future; and trust is about allocation of scarce resources such as time, money and product benefits. Trust reduces conflict and increases satisfaction and confidence between partners. Trustworthiness comprises two elements: credibility and benevolence. Credibility is belief that a partner has expertise to perform a task effectively and reliably, and benevolence is the belief that a partner's intentions and motivations will be beneficial to both parties when circumstances arise. 

· Commitment: A desire to maintain a valued relationship. Commitment to a partnership implies that the partner is prepared to make an effort for relationship and avoid other partners in order to continue partnership's existence. Commitment also implies a degree of vulnerability.

· Social support: Provides benefits such as reduction and control of uncertainty, an increase in self-acceptance, and social integration within larger community. Social support can also be key factor in development of relationships between organisations and customers.




· Traditional marketing mix: explain and discuss all traditional marketing mix elements (4 P's). 

Product is a tangible good or an intangible service seen to meet specific customer need or demand. 
Products follow a product life cycle and it is vital for marketers to understand and plan for various stages and unique challenges.
Benefits offered by product and all its features need to be understood and unique selling proposition of product need to be studied. 

Price is amount end user is expected to pay for product. How a product is priced will directly affect how it sells. This is linked to what the perceived value of product is to customer rather than an objective costing of product on offer. If a product is priced higher or lower than its perceived value, then it will not sell. It is imperative to understand how a customer sees what you are selling. If there is a positive customer value, then a product may be successfully priced higher than its objective monetary value. If a product has little value in eyes of consumer, then it may need to be underpriced to sell. Price may also be affected by distribution plans, value chain costs and markups and how competitors price rival product.

Promotion - Marketing communication strategies and techniques all fall under promotion. These may include advertising, sales promotions, special offers and public relations. Whatever channel used, it is necessary for it to be suitable for product, price and end user it is being marketed to. It is important to differentiate between marketing and promotion. Promotion is communication aspect of entire marketing function.

Place has to do with how product will be provided to customer. Distribution is a key element of placement. Placement strategy will help assess what channel is most suited to product. How product is accessed by end user also needs to compliment rest of product strategy.














































· Different steps of marketing plan: understand all steps of a marketing plan and be in a position to apply five steps to a given scenario.

Step 1: Situation analysis

	Current position/product
	Market analysis should be confirmed by means of proper market research. 
Internal and external environments should be analysed using SWOT analysis (to determine organisation’s strengths, weaknesses, opportunities and threats)
Is product or service adding value to customer?
What is sales history of product?

	Target market
	Who are the customers? 
Where are customers residing?
What is their demographic profile?

	Competition
	What similar products or services are being offered by competition?
Who are the competitors?



Step 2: Marketing opportunities

	Present markets
	Where is product currently being sold?

	Buyers
	Who are the buyers?

	Growth markets
	Which markets are unexplored and can add growth of product or service?

	Product service development and innovation
	Can product be changed to better suit needs of customer?
Is there an opportunity for better service delivery?



Step 3: Marketing objectives

	Data gathered from situation analysis
	Based on the market analysis and the analysis of the competition, what objectives can be set to improve the situation?

	Opportunities identified
	Which new opportunities exist for the organisation’s product and/or service?

	Setting goals and objectives
	What exactly are the goals and objectives for the next marketing period?

	Assigning responsibilities
	Who in the organisation will be responsible for achieving these objectives?

	Projections for the future
	Which aspects might impact on the organisation’s product and/or service in the future?
Conduct a trend analysis



Step 4: Strategies and action plans

	Objectives
	Marketing actions should be designed to realise all objectives. 
For each marketing objective, several marketing actions could be set

	Mission, vision and organisational culture
	Marketing actions should incorporate mission, vision and culture of organisation

	Schedules
	Marketing actions should be scheduled according to attainable deadlines and assigned to responsible personnel

	Budget
	Marketing actions should be planned and implemented according to predetermined budget



Step 5: Financial control and budget

	Implementation
	How will budget be implemented according to each marketing action that has been set?
What will each marketing action cost?

	Monitoring
	How will expenditure of each marketing action be monitored?

	Review of marketing plan
	Is it necessary to review marketing plan? 
How much will review cost? 
Was campaign effective? 
What were the results? 
Can budget be justified in terms of results?


















 Integrated marketing communication (IMC) (chapter 6) 

· Definitions of key concepts: define and differentiate all key concepts. 6.2 pg 184

While in the 1990s the marketing concept was articulated as reflecting necessary characteristics of modern marketing, emulating creed of modernism in general.

In 21st century it is upheld as a necessity for survival (Du Plessis, Bothma, Jordaan & Van Heerden 2003). The 21st century is characterised by a postmodernist perspective in a market where strategies and tactics are needed to create and sustain a competitive advantage (Proctor & Kitchen 2002). Contradictory viewpoints on IMC in the 21st century. Some see it as replacing traditional above-the-line and below-the-line approaches with a through-the-line or zero-based approach, while others view it holistically, in terms either of a 'skin-deep' integration of messages or of a comprehensive plan that evaluates strategic role of a number of communication disciplines (such as advertising, direct response, sales promotion and public relations] needed to achieve synergy (that is, in which the whole of promotional efforts is greater than the sum of the parts) (Schultz & Kitchen 2000). 

According to Baker (2003), watershed between production/sales approach to business
 
Today it is accurate to say that IMC is a newly emerging discipline with managerial orientation and business philosophy, and is affected by a postmodernist perspective. 

Most widely used definition is that of the American Association of Advertising Agencies (1993), which defines IMC as

a concept of marketing communications planning that recognises added value of a comprehensive plan that evaluates strategic roles of a variety of communications disciplines and combines them to provide clarity, consistency and maximum communications impact through seamless integration of discrete messages.

More recent definition is proposed by Duncan (2002:8), in which importance of branding is emphasised:

IMC is the process of strategically managing customer and stakeholder relationships, which support and drive corporate brand of an organisation.

Turney (2001) argues that, in spite of various debates, professional journals report that public relations and marketing have already merged and that a wide range of communication tools and strategies need to be integrated in order for marketing communication goals and objectives to be achieved. He understands IMC to be 'the irrepressible intertwining of heretofore separate disciplines ... into a sometimes unholy alliance to win customer support' (Turney 2001). 


































· Explain driving forces for growth of IMC 

	Driving force
	Description

	Value for money 

	Organisations want to gain maximum value for money with maximum impact, resulting in shrinking marketing departments and pressure on margins

	Increasing pressure on organisations’ bottom line 
	Organisations seek compensatory savings in all activities via economic pressures and profitability

	Increasing client erudition 
	Aimed at understanding retailers and consumers which results in an increased confidence in using other marketing communication disciplines

	Dissatisfaction with advertising 
	Clients using other disciplines to improve consumer relations and sales

	Increasing mass media costs 
	Where database costs decreased, mass media costs (especially television) increased dramatically


	Disenchantment with agencies 
	Ad agencies lost ground in terms of strategic input and direction

	Media channel fragmentation 
	Changing face of the media demands re-evaluation of a variety of media channels to deliver message and achieve impact from marketing communication budgets

	High expense of traditional advertising, which is not cost-effective 
	Traditional forms of advertising are no longer cost-effective therefore organisations are turning to other forms of advertising to achieve objectives


	Rapid growth and development of database marketing
	Sophisticated database techniques are a more precise means of targeting consumers, by moving away from traditional mass marketing towards focused communication


	Shift of information technology 
	Information technology allows for interactive communication and direct buying


	Power shift towards retailers
	Manufacturers’ domination bowed to demands of retailers to ensure that products are not delisted on shelves 

	Increasing price competition 
	To overcome impact of downward price spirals, organisations are realising that marketing communication is often the differentiating factor between competing brands and brand distinction

	Environmental factors 
	Environmental concerns forced organisations to adapt to environmental changes and to use environmentally friendly products

	Emergence of a variety of remuneration methods 
	Today’s marketing communication organisations are rewarded in more ways than merely commission

	Need for brand integration 
	Brand’s personality and values should link to strategic and consistent communication of messages to establish brand values

	Stakeholder centricity 
	Focus should be on needs and wants of stakeholders

	Synergy 
	Branding should be aligned to enhance and reinforce synergy

	Message consistency
	Core messages should be aligned with organisation’s corporate brand

	Sustainable
	Long-term relationships should be established and maintained



· Discuss the stages of IMC development 

 Stage 1: Tactical coordination of marketing communication
First stage of IMC focuses on functional areas, including advertising, promotions, direct response, public relations and special events. High degree of interpersonal and cross-functional communication is required, as formal policies and procedures are insufficient.

 Stage 2: Redefining scope of marketing communication
Organisation begins to examine communication from customer’s viewpoint, including all contacts and entry points. Scope of communication activities also broadens to include internal marketing to employees, suppliers and other business partners. Extensive information on customers is gathered via primary and secondary market research, as well as actual customer behavioural data. Feedback channels are created to gather information about customers.

 Stage 3: Application of information and technology (IT)
Organisation uses data via IT to provide basis for identification of values, as well as to monitor impact of integrated internal and external communication programmes over time. IT must be incorporated effectively into communication planning, development and execution.

 Stage 4: Financial and strategic integration
Emphasis shifting from skills and data to driving corporate strategic planning using customer information and insight. Financial measures should be brought into evaluation process, based on return-on-customer investment measures.








· Components of IMC: you should understand all components of IMC. 6.4 Pg 188

Following dimensions are crucial in practice of IMC:

· IMC is an increasingly important feature of strategic marketing communication 
· Organisations should strive to achieve profound and enhanced integration of marketing communication actions that are aligned with corporate brand. 
· IMC reflects a fundamental conceptual and practical change in development and implementation of marketing communication programmes.
· To achieve global presence, organisations should attempt to achieve consistent imagery for its brands and coherent messages in its integrated communication.
· IMC required emergence of better skilled communicators who have a holistic overview of communication in organisation from a brand management perspective.
· Focus on a few key brands with effective brand support.
· Consumer information infrastructures (for example databases) should be managed to achieve brand objectives in terms of core values, promises and personality.
· IMC encourages view of communication as a unified image rather than individual brands (adapted from Baker, 2005).

Benefits of IMC and barriers obstructing its use

	Benefits
	Barriers

	· Creative integrity
· Consistency of message delivery
· Impartial marketing recommendations
· Better use of media
· Improved marketing precision
· Operational efficiency
· Cost savings
· High-calibre, consistent service
· Easier working relations
· Increased impact
· More creative ideas
· Better communication uniformity
· Increased importance of single brand personality
· Greater control over communication budget
· Greater professional experience
· Better measurability of reaction and liability for communication programmes
· Increased brand awareness
· Combats competition
· Stronger, single, focused message 
	· Few organisations have reached the stage of full integration
· Subject largely misunderstood
· Internal problems: Lack of management understanding of benefits; short-term outlook on planning process; inherent nature of political battles between departments for supremacy; fear of departmental budge/staff reductions; and fear of losing expertise
· External factors: Agency egos and fears of losing control; lack of expertise in individual areas of communication; concern over reductions in the scale of communication
· Budget and problems with remuneration system
· Structural problems: Few organisations are in the position to implement integration
· IMC staff need to develop new skills and expertise



· Factors which gave rise to importance and growth of sales promotions. Pg 198

Sales promotion has grown dramatically, mainly at the expense of mass media, owing to various factors from organisation's uncontrollable macro environment. Factors include(Kitchen 1999):

· Balance of power transferred from manufacturers to retailers: Abolition of resale price maintenance, growing retail concentration, spread of own-label brands and use of optical scanning equipment. 

· Stagnating markets and increased brand similarities: Gradual stagnation of consumer goods markets and inflationary conditions, which kept profits low, meant that organisations had to find alternative ways to improve shares, and primary method was to spend more money on sales promotions to increase sales impact. Without genuine, significant product differentiation, consumers have become more reliant on price or price-related incentives such as coupons, refunds, give-aways and competitions. 

· Reduced advertising efficacy: Dramatically higher costs of advertising, media clutter, and audience fragmentation and receptivity (for example, different target groups in SA). 

· Demographic changes: Population in most economies has grown very little, growth in unemployment rate, and growing number of employed women. 

· Demassification and fragmentation of markets: Erosion of television audiences and development of multi-set households, remote control television consoles, video recorders, computer and television games, cable and satellite television, the Word WideWeb and Internet, touch keypads, and CD-ROMs, as well as emergence of a multiplicity of other promotional activities, has had a direct impact on effect of activities on target markets.



 Online marketing (chapter 10, sections 10.2 to 10.10) 

· Terminology: understand all terms mentioned and be able to use them in your online marketing discussions. Pg 332

· Internet: System of computers linked to one another through networks consisting of telephone cables, satellite communication, optical fibre lines, office computer networks, etc. These computers are constantly online to ensure a core of permanently linked units. Message structure of information on the internet consists of text, graphic images, audio clips and video images (or a combination of these).

· World Wide Web: A hypermedia information storage system that links resources around the world. Allows users to obtain or display information, access computer software or programs, and communicate interactively. A particular site can have a number of graphic images and text that contain hyperlinks, which will take user to another site to obtain further information.

· Intranet: Private computer network accessible only to an organisation's employees.

· Extranet: An intranet opened selectively to third parties, such as vendors, customers, suppliers and stakeholders. Confidential internal information is shared with them to build collaboration and partnerships. It requires connectivity, security, applications, compatible directory services and messaging systems.

· Email: Transmission of text messages and attached files delivered from an originator's computer to a recipient's computer. If you have access to a computer and internet, it’s the most inexpensive medium for global communication because an email can be sent from anywhere in the world at the price of a local telephone call.

· Internet phone and picture (video) phone: Enables users who are at the same time online to talk to each other via the Internet or, if they have necessary facilities, to see each other on their respective computer monitors while they talk at a cost lower than normal telephone calls.

· Mailing lists: Items are sent directly to users in the form of an email

· Electronic news and electronic newspapers: Newspaper agencies use the internet to update people about current affairs.

· Online marketing: Interactive form of marketing where online media are used to reach a global target audience; allowing one-to-one communication.

· Corporate website: Document designed to be displayed on a browser by an organisation rather than a private individual. In this document, choices are available which lead to all other pages that are offered by organisation.

· Internet resources: Internet applications for online marketing such as WWW, email and corporate website.

· Online marketing applications: online actions the marketer can take on the corporate website to foster an organisation’s marketing strategy, for example e-commerce, customer service, email marketing.




























· Nature and development of online marketing: explain all aspects of online marketing and how it developed. 

Online marketing is the use of the internet and related digital information and communication technologies to achieve marketing objectives. The explosive inception and immense growth of the internet resulted in the development and institution of online marketing, as marketers increasingly realised how online environment could benefit and enhance their marketing strategies.

First online marketing revolution was a rapid growth in the business-to-consumer market. 
Second online marketing revolution focused on business-to-business market. 
Third revolution is currently taking place within organisations themselves. Organisations are establishing corporate websites, extranets and intranets which, in turn, are transforming customer and employee relationships.

Two main factors that accelerated growth of online marketing are technological and economical in nature.

Technological factors that contributed to development of online marketing:

 better internet connectivity, namely changes from dial-up to high-speed internet access;
 more memory speed for computers;
 better online security; 
 development of new technologies, such as Java and dynamic website technology.

Economic factors that contributed to development of online marketing:

 reliable online purchasing systems;
 lower prices of computer hardware and internet services.

Recent trends in marketing have introduced new concepts – such as online marketing, e-marketing, e-tailing, digital marketing and mass customisation – which propose that the internet can be used to develop a marketing strategy for a single customer. Major strength of the internet as a commercial medium lies in the fact that it allows an organisation to personalise its offer to match interests and lifestyles of consumers, as opposed to simply extensively reaching out to a general audience.

Online marketing is now more about reaching the right people at the right time in the right context than about reaching as many people as possible over an unlimited period of time. Being successful online includes anticipating customers’ needs, meeting those needs and retaining online customers. Online marketers and advertisers are especially interested in customer retention and long-term loyalty.

Online marketing generally has three objectives:

 Brand development
Organisation’s online efforts are integrated with, and complement all traditional marketing efforts.

 Income generation
Revenue is increased by means of online sales, generation of leads and direct online marketing.

 Customer service support online 
Organisation could augment its customer service and support at a lower cost.

· Differences between online and traditional marketing: 

	Online marketing
	Traditional marketing

	Direct selling to an individual using an internet resource tool
	Marketing to the masses

	Pull marketing environment (online customers find organisation's website by being attracted to benefits it offers and then select messages they want)

	Push marketing environment (organisation attempts to reach its target audience through marketing communication messages after it has selected appropriate audience through market research)

	Two-way marketing ± more feedback is involved than in traditional marketing
	One-way marketing ± there is little feedback from the target audience

	Environmental scanning on the web that entails a more specific approach, including competitive, technological and cultural scanning
	Market segmentation and demographic research on the web are not yet reliable


	Environmental scanning entails a broader approach, including competitive, technological and cultural scanning
	Market segmentation and demographic research are more reliable

	Online  brand management is mainly consumer-centric
	Brand management is more product and profit focused







· Explain how online and traditional marketing can be integrated and what benefits of such integration are, using examples where possible

Marketers usually integrate their traditional marketing and online marketing by using traditional media to make public aware of organisation's corporate website and online activities. Organisations therefore integrate their traditional and online marketing activities by using traditional media to advertise their online business. They do this by advertising location of their websites in their advertisements in traditional media. 

Online marketing as a push and pull mechanism 
Marketers can use online marketing as either a push or a pull mechanism. When they use it as a push mechanism, they push web pages so that customers can find them. Using push technologies such as webcasting which imitates television. Consumers subscribe to channels that are published by advertisers. Advertisers then send information and advertisements to consumer on a schedule that is determined by consumer. Advertisers also sometimes use advertisements as screensavers. 

In the case of online marketing as a pull mechanism, consumer is not pushed to find a website; instead he or she is pulled to site because he or she is attracted to benefits that it offers. Customers can, for example, visit organisation's website because they noticed an advertisement in traditional media and are interested in benefits that product offers.

· Online marketing applications: understand all online marketing applications

· E-commerce - buying and selling products and services over the internet. Some consumers embrace this way of shopping because it saves time, money, travelling costs and websites usually offer a wider selection of products.

· Online market research - used to gather information on customers by tracking their online activities. This information can be used to create profiles, which could enable organisations to target customers with tailor-made offerings.

· Customer service and support online - The internet is also a valuable customer service tool. Information can be made available immediately on corporate websites and can facilitate two-way communication between organisation and consumer. Marketers should ensure that their corporate websites provide online tools to simplify transactions. This helpful resource may cultivate lasting relationships.

· E-mail marketing utilises e-mail as a tool for marketing purposes. E-mail marketing is cost-effective and more appropriately targeted messages can be sent to customers.

· SMS marketing - use of text messages to deliver marketing communication via cellphones. Most consumers own cellphones and these can therefore be an effective marketing application.

· Online advertising pg 346

	Advantages
	Disadvantages 

	· Marketers can reach a global target audience.
· Advertising expenditure is spent on a target audience that is extremely receptive to marketing message.
· Target audience can read marketing messages 24/7
· People able to afford organisation's product or service tend to react to online marketing messages.
· Marketing occurs through a customer-driven channel.
· Marketers deal with customers at point when they are ready to buy.
· Multimedia makes marketing message more appealing and creates relationships with customers.
· Allows organisations to link directly to consumers, which enables new relationships and interactions.
· Organisation can make more profit by cutting out salespeople, warehouse costs and distributors.
· Cost-effective in comparison with other media.
· Small organisations can compete against larger organisations on an equal footing.
	· Marketers reach only those able to buy a computer and can afford costs of a telephone and an internet dial-up connection.
· Barriers still exist, such as computer illiteracy and the digital divide.
· People prefer personal service to online purchasing.
· Organisations do not know how to benefit from their websites commercially.
· SA continues to face barriers with correct and secure online payment systems.
· Organisations' websites are not perceived as credible.
· Organisations still do not know how to fulfil consumers' online needs or to retain online customers.













· Integration of online marketing with traditional marketing: be able to 
· Explain both social media content platforms and social media marketing communication tools. You must also be able to apply them to any given scenario. 

Social media content platforms

Marketers are using social media content platforms for the purpose of viral marketing, or eWOM to complement their traditional and online marketing strategies. Social media is user-generated content created or produced by the general public than by paid professionals and primarily distributed on the internet.

Cosmo (2008) explains these as follows:

· Networking sites: Used for locating and keeping in touch with friends and family, or participating in online groups (Facebook)

· Social bookmarking sites: Allows users to locate and save websites that interest them.

· Social news sites: Online communities allow users to submit new stories, articles and multimedia to share with others

· Video-sharing communities: Allows any video to be posted online. (Youtube)

· Photo-sharing sites: Allows for worldwide photo sharing, commenting, and photography-related networking. (Instagram)

· Professional networking sites: Business and professional networking sites (LinkedIn)

· Web-based encyclopaedias: Free web-based written and edited by volunteers (Wikipedia)

· Community answer sites: Questions are asked and answered by online members of community. (Forums)

· Blog networking communities: Hosts different sites and usually remunerate user either with advertisement revenue, salary, or on per-post basis in order to load their sites with excellent content. 

· Social media aggregators: These websites accumulate information on everything that users do on social networks or websites, and then integrate it all in one location. These websites allows users to follow exactly what other users are doing on social media. (FriendFeed, Streamy)

· Micro blogging: Content is usually much smaller in size than of a regular blog. Micro blog entry might consist of a short sentence, an image or an attached video. (Twitter)

· Blog publishing: Publishing platforms allows users to create and publish their own blogs. (Wordpress)

· Social web content discovery (RSS feeds): Users can find appealing internet content by subscribing to a feed.

· Social media searches (Socialmention): Social media search engines search user-generated content such as blogs, comments, events, news, videos.

· Social event calendars (Google calendar): Community-driven websites allows users to find and promote social events for free.

· Mobile phone platforms (Mxit): Assist users in locating friends and family and then staying in touch.

Social media marketing communication tools

· Twitter and micro blogging: Promoting content about organisation’s products and services by sending short messages (tweets) to followers (using no more than 140 characters).

· Beacon: Advertisement system on social media site (Facebook). Data sent from external website to Facebook to communicate with targeted ads while users can share their activities with their friends.

· Fan page: Set up by a celebrity or organisation for a brand.

· Blogs/Product Blogs: An individual provides commentary in the form of a personal diary about various topics of interest. Visitors of blog may respond to messages.

· Blog press room: Press-related blog maintained by individual or organisation in which info is fed by media by means of press releases, videos, photos.

· Review blog: Focus on promoting products and services, and providing opportunities for professional reflections and viewpoints.

· Message board: Electronic forum where various messages about different topics can be posted.

· Podcast: Digital media file users can download from internet and play back.

· Vlog: Videos in which users can see and hear message.

· Wiki: Organisation makes available web pages where users can modify content.

· Really simple syndication (RSS) feed: By subscribing to a feed, users can be connected to internet content about organisation’s products and services.

· Widget built into social media site: Applet which can be built into an HTML web page to add content and make it more interactive.

· Games, competitions, incentives: Provides entertainment to online community member while they surf website.

· Video advertisement: Engaging audio visual ad that is generated by users and which is available on sites that are part of Google content network.

· Online social media press release: Press release with multimedia features that users can access online.

· Mobile platforms: Organisations can use mobile social conversation sites to reach online consumers or to build organisations brand (Mxit/WeChat).

· Defining concept of electronic word of mouth (eWOM). 

eWOM is any positive or negative story, via the internet, from potential, actual or former consumers that concerns an organisation’s products and services. With eWOM, consumers obtain information about products and services from people who are familiar to them, as well as from consumers, who have actually used these products and services.

· Mobile marketing: explain nature of mobile marketing. 

Mobile marketing refers to promotion of goods, services and ideas using mobile communication techniques. Consumers can subscribe to a branded mobile channel where they can access different offerings that can include exclusive content, applications, games, special opportunities, incentives and emotional experiences.

Mobile service providers are also able to provide customers with relevant information in the right context and in real time. Mobile marketing however has its limitations (small screen size, limited bandwidth, device diversity, limited se of visual and audio capabilities; and issues such as permission-based regulations, consumers’ trust and perception of personal intrusion). 



































 Integrated communication campaigns (chapter 13) 
· Defining communication campaign: explain five elements of definition of a communication campaign. 

· Purposive - Considered, planned and structured.
· Undertaken to achieve specific outcomes, and specific results are intended.
· Aimed at a defined audience, the characteristics of which are clearly specified. Campaigns were originally defined as being directed at large audiences, but technology and evolving perspectives of planned communication have changed this, expanding reach of campaigns to small audiences and individuals.
· Occurs during a given time period, which may range from weeks to years. It differs from a communication programme, which is continuous, and from a communication event, which is a single element of a campaign or programme.
· Involves an organised set of communication processes. These are in the most cases the elements of marketing mix and activities required in managing them. They could include, for example, direct marketing, advertising, impact research, message production or distribution of communication material.

· Interactive model of communication campaigns (all the phases and headings, including subsections) 
· With regard to the interactive model of communication, you will have to be able to apply the phases of the campaign to a specific scenario or come up with your own scenario. 
· How should you approach such a question? First discuss the theory behind each phase and the headings. Then provide an example that is based on the scenario. (We might provide the scenario, or you might have to use your own scenario within the context of marketing communication.) Marks will be awarded in terms of a balance of theory and application (in other words, references to the scenario). When you answer such a question in the examination, use the framework in your prescribed book (pages 454–456) and include examples for each heading. Also explain the heading first (that is, what is happening and why). 

Phase 1: Assess
· Identify communication problem or opportunity
· Specify provisional topic of communication campaigns as conceived at outset – not campaign objective! A finalised objective should not yet be stated unless it has already been conclusively specified and is absolutely clear.
· State what is to be achieved by communication campaign and reasons for implementation.

· Identify communicator
· Reason, group or organisation on whose behalf communication campaign is implemented.

· Identify communication planner
· Individual/group responsible for planning, controlling and implementing communication campaign.

· Identify target audience
· Primary audience: demographics, psychographics, sociographics, behaviour and usage or needs (of campaign’s idea, product or service).
· Secondary audiences: same as primary audience.
· Always consider internal audiences for inclusion in one or the above.

· Analyse situation
· Look at historical review and forecast. Identify role of central idea, service or product of campaign in the lives of target audience – why and how it is used.
· Consider costs, dispersion and availability, and social, political and economic environment of product, service or idea.
· Identify competitors.
· Describe communicating organisation and specialists involved in campaign.
· Identify infrastructure and critical information (timing, budget, constraints, obligations). Included are conditions and directives for integration.
· All of the above must be written up in form of an assessment document.

Phase 2: Create
· Stipulate communication problem or opportunity
· State communication problem or opportunity as given in assessment document (or communication objective if it has already been specified).

· Define problems, strengths, weaknesses and opportunities
· Identify problems, strengths, weaknesses and opportunities of product, service or idea in respect of its relationship with communicator, target audience, and important stakeholders. A SWOT analysis is most commonly used for this.
· Describe audience in terms of most important characteristics identified in assessment.
· Describe product, service or idea. Revise this from assessment to highlight only factors relevant to campaign.
· Describe position of product, service or idea amongst primary and secondary audiences: acceptability, awareness, perceptions, usage, overall relationship.
· Define the need, audiences’ general needs, problems and motivations, and specifically those in relation to communicator and campaign’s product, service or idea.
· Describe competition: competing ideas, services or products.
· Describe environment and environmental conditions.
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· Establish campaign topic
· Describe focus of communication campaign clearly at campaign topic – specific concept of product, service or idea that is to be communicated.

· Specify strategic communication objectives
· Must be operationally specified, relate directly to campaign topic, and be directly attainable by communication campaign alone.

Next three steps – message creation, task and resource allocation, and media selection – may be undertaken at the same time or in any sequence, depending upon campaign priorities.

· Create communication message
· Create big idea (what message will communicate) that is to establish communication topic in the mind of target audience.
· Develop creative concept (how message will be communicated) by individually developing message approach and execution.

· Allocate resources and tasks
· Specific budget and allocation
· Allocate tasks to specific people and groups
· Specify infrastructure through which relationship with audience is to be maintained.
· Specify communication mix – publicity, direct marketing, etc – not media.
· Identify review mechanisms that ensure and measure integration and objective attainment.

· Select media
· Keep target audience and communication objectives in mind.
· Select most cost-effective media with greatest reach, frequency and impact.
· Integrate individual media strategies.

· Produce communication material
· Formal and informal media/material to be used during implementation.

Phase 3: Implement
· Timing
· Implement on time for period necessary to ensure attainment of objectives.

· Media
· Monitor media to ensure compliance and effectiveness.

· Budget control
· Review costs throughout

· Supporting communication
· Simultaneous communication can be undertaken to support campaign or deal with stakeholder responses

· Behaviour
· Track audience behaviour, interaction and relationship indicators.

· Measurement
· Implement measures of effectiveness and objective attainment

Phase 4: Evaluate
· Objective attainment
· First evaluate campaign objectives, and then evaluate audience reach, budget, media, creative objectives and integration criteria.

· Corrective action and follow-up
· Decide on next steps: termination or reinforcement of campaign message if campaign was successful; corrective action if problems were encountered.

