[bookmark: _GoBack]Reading Worksheet and Discussion 15 (Due: 11:59 p.m. on Monday, 8/5)

The following questions are based on the article: “The importance and relevance of integrated marketing communications: a global perspective.”

1. Among the seven major marketplace trends, which in turn have necessitated
new ways of communicating (Duncan and Caywood, 1996), describe the following trends (see p. 476-477):

1) Decreasing message impact and credibility
Is decrease in the impression that is created by the message that is conveyed to the cunsumer. Moreover, this has increased the number of advertising channels, owing to establishment of digital communication and other forms of multimedia thus decreasing the effectiveness f advertising and dominance of the traditional television. 




2) Increasing media fragmentation

It’s disentegratio of the media vehicle to more specialized offerings such as print, radio, TV and in offline and online media thus making the marketers to much from mass to micro marketing.



3) Increasing audience fragmentation 

It’s segmentation that has been brought up to the companies and to the target specialized companies due to use of computers, thus directing magaerial attention to the underlying dynamics of served markets. 



2. Nowak and Phelps (1994) provided early contribution to the understanding of the IMC concept, based primarily on the most fundamental notions of the concept (see p. 479-480). Please identify the three concepts:

1) One voice marketing communications
This is the clear and consistent position, image, theme or/and message for all maketing communication disciplines or tools. 





2) Integrated marketing communications 

This is a concept that focuses on bot the image of the brand and the behavioral resonses that are created by marketing communications materials. 



3) Coordinated marketing communications 


This concept advocates for use of various marketing communications tools such as sales promotions, advertising and  public relations in order to make an holistic communication campaign. 


3. Douglas and Craig (1996) argue that firms should not only coordinate across communications disciplines, leading to a clear
and consistent message, but should also coordinate across countries, thus
marshalling towards what has been termed global IMC (GIMC). What is GIMC? How is it different from IMC? Please be specific (see p. 489-490). 

GIMC is a system of promotional management that is active and it ensures that all global communications are strategically coordinated in all of its component parts both horizontally and vertically. 
The difference with IMC is that, IMC posses an horizontal integration in order to coordinate various promotions as well as other marketing disciplines. On the other hand, GIMC comprises of both horizontal and vertical intergration which involves coordination across the offices inside the country and outside the country. 























