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Abstract—When the product homogeneity is increasingly serious
and consumer spending habits have been changing constantly
today, the brand has become the main source of enterprise
competitive advantage, and integrated marketing
communications based on the brand value will bring more lasting
development for the enterprise. In this article, the authors
explore the IMC theory system based on brand value and the
operation level by putting forward the core and ultimate value of
IMC. Then point out the challenge for the implementation of
IMC based on brand value in China. Moreover, the authors
propose the method of constructing the IMC with Chinese
characteristics.
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I THE COREAND ULTIMATE VALUE OF INTEGRATED
MARKETING COMMUNICATIONS

A. The Core of IMC

The concept of Integrated Marketing Communications
(IMC) was originated from the "Communication Synergy"
concept in the 1980s, the corporate communication on the
synergy effect further developed the concept of IMC. In the
early 1990s, the father of the theory of IMC, professor T. E.
Schultz, first put forward the Integrated Marketing
Communications concept, and considered the IMC as a new
way of marketing communications, recombination of
transmission elements such as employee communication ,
advertising, public relations, marketing, et.al.. From the
definition of IMC by professor T.E. Schultz, the core of IMC is
that change the traditional marketing theory framework, focus
on consumer's need and demand, integrate various marketing
communication channels, form of interactive two-way
communication to customers, deliver consistent, effective
information, so as to establish a long-lasting integration
relationship between brands and consumers, accumulate
enterprise brand assets and create enterprise core
competitiveness. That means that IMC information can be
more consistent, and help to build brand equity, create more
sales. It is forcing manager to think of every kind of way of
contact between consumers and companies, the way of
spreading their positioning, the relative importance of each
kind of medium, as well as a matter of time. IMC can improve
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the company in the proper time, proper place to pass
appropriate information to the appropriate consumers.

Core purpose is to establish customer relationship. In
the 21st century, market needs a new method for
consolidation and integration, this method will appear
new changes: from "marketing and information

dissemination personnel delivering information to

customers and potential customers" to the "customers
and potential customers to make marketing and
information dissemination personnel know their needs,
desires, and hopes", marketing personnel collect the
information and meet the needs of the consumers.
Under the condition of new technology support, put

more emphasis on IMC to collect consumer

information, establish database of consumers, use
guantitative analysis means to analyze consumer
demand, and put the existing and potential customers
in the center of the unprecedented, which aim to
establish  long-term, sustained and two-way

relationship with customers. Obviously, the highest

level of IMC is not just about the effect of spreading

and promotion, but to establish customer relationship
as the core objectives.

Integrating communication way. Professor Schultz,
the father of IMC, in his book "global integrated
marketing communications"”, wrote that in the era of
information explosion, the mass of information
receiving mode is: 99% forgotten and filtering, can
only 1% remembered. Therefore, enterprises need to
integrate a variety of transmission method, one by one
in the public mind "fragmented" 1% will eventually
add up to 99% of the enterprises wanting to form in
your mind. Marketing communication includes eight
kinds of main mode of transmission: advertising, sales
promotion, public relations and publicity, events and
experience, direct marketing, interactive marketing,
word-of-mouth marketing and personal selling, which
have their own advantages. Integrated marketing
communications identify and evaluate the strategic
role of comprehensive value added of transmission
ways based on company product characteristics and
consumer demands, then integrate the advantages of



each mode of transmission, convey a consistendeliver brand information to the consumer, but now emerging

message to the existing customers and potentiahedia, such as internet and mobile phones, spreads the

customers and establish a brand image through thénformation" which covers the vast majority of media

role of the integration mode of transmission. information, so that the world is entering an era of information

. . . . L explosion, a revolutionary change on brand dissemination, a

*  The consistency of information dissemination. T_h%{)ormation of a new pattern of diversified media, which make
spread of IMC conveys to the consumer in an unifiedy .oy spreading more efficient, broader, richer, and better.in
information, which can make the information more

. " ; AN the new environment At the same time, brand communication
consistent, namely "speak with one voice" (with one,

X | d Keti L guts forward higher requirement using diverse media in the
voice to say). Integrated marketing communications,gnacts of integration and coordination. Under the perspective
from existing and potential customers make its aim at’

.9 C ; N 2rof integrated marketing communications, brand communication
all enterprise information communication system will

b brand poi d by all system is not merely to the outside, but interactive. They are no
e an aggregate brand point contacted by all consumgg, g controlled by marketers or information dissemination,
contact, and the efficiency of the information

) e - ut controlled by consumers. Obviously, the 21st century
dissemination will come from all the synergy brought

- . marketing needs a new method for consolidation and
by the consistency of the contact way. The IMC is noﬁntegration
only based on the organization sending or conveying '
something to existing customers and potential Brand media can find a new point of view and direction
customers , transmission also occurs in the brandnder the guidance of integrated marketing communications.
contact, that is to say, the IMC ultimately make The ultimate value of integrated marketing communications is
contact with existing customers and potentialpointed to the brand value, and there is only the brand value
customers in the market and form the unique branthat can associate many of the content covering all aspects of
image  through the consistency and validity ofmarketing communication in reality. It is necessity to research
information communication. So focus on information brand communication through the integrated marketing model:
dissemination, find the contact point of consumerfirst of all, brand value conforms to the connotation of
build a foundation for establishing a brand relationshigntegrated marketing communications which view consumers
as the center. Integrated marketing communications theory
B. the Ultimate Value of IMC —= Brand value stress that all activities should start from the demands of
(austomers’, at the same time, the enterprise also must perceive
onsumers not only existing but also potential customers to the
ost important position to realize the brand value. Second,
rand value puts emphasis on brand information consistency

Ultimate value pursuit is to create brand image and bran
equity. Brand has increasingly become one of the mo
valuable assets controlled by an organization. Professor Schu
related the brand into integrated marketing communicationg e connotation of integrated marketing communications.
research system, and thought that brand equity is the ultlma]f ted  marketin communications romote . brand
value pursuit of IMC. Also integrated marketing . egrate Ing unicatl P

communications strategy methods create the core competiti%%gormat'on consistency "in the same voice fo say", which

advantage for enterprises, so that enterprises create bra O%Oﬁtﬁenzivgomt: r(e); dcomgct c\évr;tgisttelsqﬁc aug}enﬁ?orﬂgfggnh
image and accumulate the brand assets in the fierc P 'SP y !

competition environment, which own the attraction to existin sefrengthen the brand dissemination way, and also keep the

. : ronsistency of the dissemination of information and interactive
customers and potential customers, so as to achieve the vert?gnthe process of brand communication, thus brand image will

integration of brand and the consumer relationship. In additio e clarified. Finally, the ultimate goal of integrated marketing

professor Schultz ,in dialogue with famous brand strateg ommunications and brand marketing is to maximize the brand
expert Li Guangdou, shows the ultimate aim of the spreaé 9

should be to accumulate the brand assets, not only limited lue. The combination of these two approaches sets up brand

the short-term profits. Marketing is a marketing tool, which carL age, accumulate brand assets and bring long-term profits for

be imitated, learned and copied and brand is the enterpris% r’]rtr?rgrtl:iismmgtri?)ne%?Igfazgagss?(lest:I?2&'12rtr;ﬁazu'rﬁsotsghgfrtl-?gr?r;
core competitiveness, which is unique and not copied. Th J

PSP : rofits, it should also is the essence of integrated marketin
purpose of Transmission is long-term at_:cumulatlon of bran ommunications and brand management of t%e whole Thati%
assets rather than just short-term profits, it should be tht :

essence of integrated brand communication and bran say, "integrated marketing communications" is essentially

; . _Integrated brand marketing”, enterprises should use
management of the whole. That is to say, "integrated market|f1 nsgmission [eSOUICES  as %upportingp for the long-term

communications" is essentially "integrated brand marketing o . ;
enterprises should take advantage of communication resourc%%mpetlpve'advantage of bra_nd, assist the brand establishment
nd maintain long-term relationships between consumers, set

as support for the long-term competitive advantage of bran&
assistpl[;he brand es?ablishmentp to  maintain g Iong-terer the brand loyalty of consumer, and accumulate brand assets.

relationship between customers, establish the brand loyalty of

consumer and accumulate brand assets. Il THE CHALLENGE OFIMC BASED ON THE BRAND VALUE
IN CHINA
Il THEIMC BASED ON BRAND VALUE The future of IMC is a good thing, but in a dynamic

Egnarketing environment which consumer demand increasingly

Enterprise brand value is realized through brand meol'gliversified, differentiated and personalized, Chinese

Traditional brand communication spreads in a single way t
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enterprises

in constructing and implementing integrated

marketing communications face significant challenges.

Challenge 1: branding IMC. The integration of

Chinese enterprises in the brand communications
should pay attention to accumulate the brand assets,
now in the era of media and information explosion, the
enterprise brand construction need to a revolutionary
change. Consumer demand is increasingly diversified,
differentiated and personalized, and at the same time
also appear diversified, differentiated and personalized
emerging media. Nowadays, media has to focus on
from mass age to personalized communication era, and
brand communication’s efficiency becomes faster, the
scope larger, content more and results better. At the
same time, the diverse medium of brand

communication in the integration and coordination

aspects put forward higher requirements. Therefore, it v

will is an important part of the challenge about how to
use integrated marketing communications strategy,
implement a system of

and evaluation of the brand. Once you get the public's
approval, can build a relationship with the public, a
kind of friendly feeling which has been produced to the
brand. An enterprise, always tries to set up a clear,
healthy, good image in all consumers’ mind; only mold
good image, can better create brand value. In today's
China emerge a batch of famous brand such as Haier,
Lenovo and Li Ning, they rely on the good brand
image to win the favor of consumers and loyalty. And
most of the Chinese enterprises have not strong brand
differentiation consciousness, still stay in the specific
products and specific service level, without using of
integrated marketing communications approach to the
construction of brand image and establishing a unique
brand image.

MEASURES ABOUT CONSTRUCTING THHEVIC BASED ON
BRAND VALUE WITH CHINESE CHARACTERISTIC

rate Build and implement IMC is facing a challenge, which in
brand communicationturn brings opportunities for the development of Chinese

strategy ,have the best brand communication effect anghterprises. Make full use of the development opportunity

the accumulation of enterprise brand

assetsprought by IMC inevitably requires that the integrated

but ,overcoming this challenge will bring a great brandmarketing communications theory can adapt to the market and

assets.

Challenge 2: Long-term brand value. The integration o
Chinese enterprises in the brand spread has far mo
attention of the sales over emphasis on brand building. «
If there is no a good brand, and blindly on promotion
can only be temporary profit, but guaranteed no long-
term interests. On the contrary, if a good brand, and
there must be a good sales. In the competitive domestic
market, there are a lot of enterprises more difficult to
achieve their goals in the long run, and easy to be hit
by a slightly unpleasant communication effect and
transform the core value of brand under the impact of
the market, and then brand positioning fuzzy, finally
deviate from the brand construction for a long time.

Challenge 3: global IMC. With the development of
globalization, the globalization of IMC has also be
unstoppable. Professor Schultz believes that we have to
analyze the integration of marketing from the
perspective of globalization, from the domestic,
national and international level of marketing and
transmission process and scheme to globalization of
marketing communication, that is to say, focus on
consumers, take full advantage of globalization
marketing communications with emerging technology.
Chines enterprises must adapt to the trend of The
Times in order to be in an impregnable position in the
market, constantly create and improve a complete set
of software system about the global IMC to lay a solid
foundation.

Challenge 4: The Construction on brand image of
Chinese enterprises Brand image is the brand that
manifest the social public characteristics of enterprises
and the external characteristics of the brand in the
market, reflect the essence and strength of the brand. It
embodies the public especially consumers’ cognition
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enterprises’ development present situation in China, which
eed to create a set of integrated marketing communications
G%eory with Chinese characteristics.

First, form the concept and idea of Integrated Brand
Marketing. Global marketing is not just a way of
integrated media communications, IMC must promote
and develop as a kind of thought, and an idea in China.
But there is not enough for China companies to know
the IMC, not to say to form ideas for promotion. Some
business, at the same time, our country enterprise did
not begin to register trademark of the brand as a
starting point of construction until 1979, and the
combination of integrated marketing communication
and brand communication appear later. Leaders know
the concept of integrated marketing communications,
but the understanding is not deep, some even
misunderstand the meaning of IMC by mixing with the
traditional marketing communication, or simple a
combination of a variety of medium, but the essence of
integrated marketing communications is integrated
brand marketing. In the theoretical circle and academia,
integrated marketing communications is a theory that
has not form a corresponding system of academic
research and also has not related to all colleges and
universities which can't provide the training of talents.
Therefore, Chinese enterprises must strengthen the
understanding of integrated marketing communications
system, form ideas of IMC, increase the transmission
of global marketing talent, lay the foundation to sound
IMC in Chinese enterprise

Second, strengthen the establishment of the database.
Database is the indispensable condition of the
implementation of IMC. Only under the condition of
the database established gradually perfect, can truly
interactive relationship established between consumers



and brand, can IMC be realized in real sense. In recembanagement knowledge, and the construction of new structure
years, Chinese enterprises have begun to pay attentiamd compensation system, and so on. Overall, it is a long road
to the establishment of the database, collect customéor the IMC in China. Majority of Chinese enterprise on the

information, establish enterprise internal database, anidtegrated marketing communications is still predominantly

focus on the development of related technologiesadvertising and facing various challenges, but the construction
Some good databases have gained popularity, such a6 the IMC theory with Chinese characteristics is bound to

customer relationship management system databadering significant economic benefits to enterprises in our

But this still has certain difficulty in China. Firstly, the country.

research funding will not be able to fully guarantee;
Secondly, the technical supports do not keep up with
demand; Thirdly, Chinese credit conditions are
relatively poor, affecting the integrity of the data; Forth,
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1
e Third, integrated communication of enterprises’ brand[ ]
image. Brand image involves all aspects of businessz]
which need to use the means of integrated marketing;
communications to convey the brand information to
consumers. Integrated marketing communications
performs the reorganization of enterprise marketind4l
and the overall management strategy by means of
integration of enterprise internal and external resource!
and consumers as the core, it makes the enterprise of
each department, each member, and all stakeholde[gﬁ
can achieve effective communication in order to
achieve the ultimate goal of brand value maximization;,
Brand media, formed by the combination of brand
integration and integrated marketing communications
and integrating all kinds of transmission of information[s]
and channels, builds the unity of customer oriented and
specific brand image and brand value. Therefore,
Chinese enterprises must first recognize the bran!
image of enterprise development; Secondly, Chinese
enterprises must be out of the traditional medid
advertising thinking in the process of shaping the bran
image, and integrate the effective way of marketinqEjl
communications, which have represented a single

1] JHuangli and He Xijun,The present situation

REFERENCES

Smith, Paul. Marketing Communications Strategy: An
Approach. Kogan Page,1997,1.

T. E. Schultz. et.al.Integrated marketing management.2002,8.

Dengken,ZhouJieru.Integrated marketing communications:  using
advertising and promotion to establish brand .Beijing: China financial
economic publishing house.2004.

Wei Junying.The theory construction of
University.2007,4.

Caowei.Integrated marketing communications perspective of brand
communication  research.Jiangxi  university of finance and
economics.2010,12.

Wang Baoli. The theory and application of the Integrated marketing
communications.Tianjin normal university..2004,5.

“Integrated marketing communications”and  “Integrated  brand
communication"——The talk of Li Guangdou and T. E. Schultz.China's
advertising.2007,6.

T. E. Schultz and Heidi. Schultz.Integrated marketing communications -
the five key steps of creating enterprise value.China financial economic
publishing house.2005,5.

T.E.Schultz and P.Cage.Globlal integrate d marketing communications.
Mechanical industry press.2011,11.

Xue Minzhi.Integration and value creation——the effect of IMC in
China and its thinking of reality.China's advertising,2003,7.

implementation of
integrated marketing communications in China.Advertising observatory
theory, 2010,4.

Integrated

IMC's concept.Zhejiang

concept in the minds of all consumers, in other words;12] sunbo, Zzeng Zijng. An analysis and construction of IMC in

form a unified brand image.
In addition, the building of IMC system with Chinese

China.Knowledge Economy, 2013,6.

[13] GUAN Hui, DONG Dahai. A Consumer's Perspective-Based Empirical

Study: Mechanism of Local Chinese Brand Image's Influencing the

CharaCt.eriStiCS should put emphasis on the development of Quaiity, Satisfaction and Loyalty. Chinese Journal of Management,2008,
marketing management, staff knowledge of IMC, brand 7

39





