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We chose to publish this e-book to reach the most people in
the most efycient way possible.

Our hope is that youill ynd the information contained herein
valuable and helpful, so much so that youill want to share it
with your colleagues and friends.

We want you to share this e-book. Please:
Blog about it
Tweet about it
Link to it on Facebook or LinkedIn
Share it however you wish

The more the concepts in this e-book are shared, the more
reyned each of us can be in our quest for perfect integrated
marketing communication.

We encourage you to use part or all of this e-book and only
ask that you give attribution to the authors.
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Building a powerful brand has always been about a focused
message, continuity and consistency. With todayis highly
fragmented digital and traditional media choices, thatis
truer now than ever.

With so many digital communication and content delivery
channels now available, including the proliferation of user
generated and social media tools, using a comprehensive
and integrated marketing strategy is critical to managing
your brand image.

Integrated Marketing Communication (IMC) should be
part of your strategic game plan to help you monitor and
leverage every customer contact point and brand experi-
ence to help create a consumer centric brand.
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Typically when people refer to an integrated communication strategy, they are referring to integrated advertising, or the
one-look one-voice concept where all the advertising material has a common look, feel and message. Although this is
certainly a large aspect of IMC and creating a powerful brand, IMC goes well beyond planned communication. It embraces

every unplanned communication as well.

4BDAPCHL" IP={0L=0.=

Hilo Hattie is the hands down dominant
player in the gift shop business on the
Hawaiian Islands. They integrate an
entire shopping and service experience,
delivered consistently, and combined
with a great selection, and powerful advertising and
marketing.

e

For example, they provide a free shuttle to and from the
hotels to bring you into the stores. And not just any shuttle,
but one of those festive open-air cable car style shuttles that
kids and tourists love. Or if you drive yourself, they have
friendly, smiling parking lot attendants who will direct you
to an open FREE parking space. And in Honolulu where
parking is limited and expensive, this is a big value.

Once you get to the front door, you are welcomed by a
friendly greeter, who places a complimentary shell neck-
lace around your neck, thanks you for coming, and directs
you to the complimentary refreshments. You have a choice
of tropical fruit punch, fresh pineapple juice, ice-cold wa-
ter, or fresh Hawaiian grown coffee.

AG$B2=L:0.C=LIP=Lp<PIFLIC Jo++4

Inside you are offered a variety of free samples of tropi-

cal nuts, chocolates, and other delicious treats. They must
know that it takes energy to shop, and hungry people donit
stay long. You also notice that the temperature is absolute-
ly perfect. Not too cold or too warm. Most retail environ-
ments in tropical areas have the air conditioning so cold

it freezes out the customers who come in wearing beach
attire. Most retailers set the temperature for the employ-
ees, not the customers.

The store is well staffed with very friendly and helpful
people, all wearing festive island attire sold in the store, a
nametag and a big smile. They ask if you need help, and
if you do, they are in fact very knowledgeable and help-
ful. You never have to search for a sales clerk, as they are
plentiful.

The product selection is huge; in fact the biggest of any
gift shop on the islands. So you know you can ynd what-
ever you are looking for. In whatever size, color, price
range, quality, brand or style. The products are very well
displayed, with the right retail lighting, and always shown
in an attractive display that makes the product look very
enticing.

$B2-L:EFPCINBD
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Like Las Vegas, there are no clocks or windows, so you can
spend hours shopping and not realize it. And why leave
when they give you free food and drink samples, so you
donit feel that you need to rush out to grab a bite.

The restrooms are easily accessible, large and ultra clean.
And the overall store decor is festive, colorful, and very
clean. In fact, as far as retail store lighting goes, it is per-
fect. Not too bright and not too many green tinted puores-
cent lights.

And to make it even more of a fun and spontaneous desti-
nation, the poor clerks will hand you a key to the fiitreasure
chesto and if your key opens it (one in twenty do), you can
choose any item in the treasure chest as a free gift.

When it comes to payment, they have lots of modern
check-out stands to get you through quickly, and they ac-
cept cash, debit cards, every domestic and international
credit card known to man, and traveleris checks. They also
offer shipping to anywhere in the world, and gift-wrap-
ping. It all adds up to an integrated shopping experience
that seems to be the same on every island.

As for marketing, they do a lot of print advertising in all
the tourist magazines, on the free maps, the restaurant
guides, and on the hotel closed circuit TV. All their print
advertising includes a trackable and coded coupon for a
free T-shirt or mug, both attractive, and of course with
their logo on it, which provides additional brand advertis-
ing. Their ads have a call to action, an expiration date, and
explain their unique selling proposition.
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For all of the reasons above, Hilo Hattie has become a
destination for millions of tourists a year. They have also
established the benchmark in their industry for volume
and proytability. Keep in mind, they are not necessarily
the lowest in price either. They have built their brand on a
consistent delivery of service, selection and value.

Other organizations that deliver a consistent and integrat-
ed brand message and customer experience come to mind
like Disney, Ritz-Carlton, Harley-Davidson, Audi, Google,
Apple and Hollister. All great brands that deliver a supe-
rior product, customer experience, culture and service by
integrating their mission statement, objectives, and their
measurement and reporting tools with their hiring, train-
ing, retail environments and locations, packaging, market-
ing, PR and advertising.

NThey have built their
brand on a consistent

delivery of service,
selection and value.o
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Integrated marketing communication means that at every
contact point where the customer or prospect receives an
impression of the brand & including actual experiences
and interaction, as well as what they may hear or read
from media, even down to the social buzz regarding the
brand & the message is consistent with the brand posi-
tion, personality and mission.

Social buzz may include user reviews, testimonials, word
of mouth, blog posts and comments, and social network-
ing. Channels include sites like Facebook, MySpace, Twit-
ter and YouTube. This digital space is impossible to con-
trol, manipulate or silence. In other words, the brand must
deliver on its promise or the news will spread.

iThe digital space is
Impossible to control,

manipulate or silence.o

"19LLGEP?=>

IMC means then, that a brand manager must be con-
cerned with all three pillars of the marketing communica-
tion plan:

Planned impressions O totally controlled.
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Somewhat manageable impressions O traditional public
or media relations, community relations, and main-
stream media channels by way of placed articles and
interviews.

Unplanned and largely uncontrollable impressions & cus-
tomer interactions with employees on or off the job, and
social media buzz.

B, CNE7>HBLIEEPC

In order to best predict and manage all three pillars, a
true IMC strategy considers every aspect of the business
to ensure total focus and consistent delivery on the stated
goals and objectives for the brand experience and brand
impression. This includes the corporate, departmental and
individual mission statements, the compensation/rewards
plan, reporting and benchmarking, management style, and
employee training. It also includes packaging, positioning,
promotions, pricing, store locations, merchandising, the
warranty and guarantee, and even the means and speed of
distribution.

Effective IMC requires an inside out, top-down, bottom-
up, total buy-in approach to management and market-
ing. It requires team work and camaraderie. It requires
building and fostering a culture that believes in and works
toward a common and uniyed vision for the brand.
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IMC starts with the inside reality of a company. In other
words, the ofyce of the CEO sets the pace and tone for the
entire organization. It is then consciously and deliberately
executed throughout the company. The CEO must take a
proactive role in the IMC process, as they will help create,
support, endorse, and execute the corporate psyche, goals,
culture and mission statement, which are the backbone of
IMC.

Integrated marketing communication is a comprehensive,
consistent; goal oriented, focused and planned methodol-
ogy to all aspects of communication. It is the hottest trend
in marketing communication and brand management
today.

IMC ties together the leading-edge business principles of
management by objectives, total quality management, re-
lationship marketing, mission marketing, digital market-
ing, social media marketing, and database marketing.

SLIC6t=Ng LLPNI

The foundation of IMC starts with sufycient research to
understand who the target market is (demographic, geo-
graphic and psychographic proyle), what message they
want to hear and how they want to be communicated with

(what media channels they prefer). Such research includes
information on how the customer deynes your service and

how you can maintain a positive relationship with them.

By focusing a consistent and appropriate message to your

deyned market, using the channels of communication they
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prefer, you can break through the competitive, unfocused,
inconsistent and off-target clutter.

While the competitionis approach is trying-this-and-try-
ing-that, a little-here-and-a-little-there, the organization
with an IMC process reaps the rewards of building a solid
brand image & a distinct corporate identity, and top of
mind awareness for its product category. By remaining
consistent and relevant in its marketing message, consis-
tent in its service and shopping experience (which deliv-
ers the experience the advertising message says they will
have), the organization is building trust with its customers
and prospects. Trust and consistency is the cornerstone of
a long-term customer relationship.

AIMC...Is the hottest
trend In brand

management today.o
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5B:|q+LJ>q,C every message and customer contact point within your or-
ganization, including the way telephone operators, greet-
ers, sales people, ynance people, service people and others
relate to, talk to, prioritize and deal with the public. It
includes your hiring and training practices, compensation
plan, job descriptions, employee dress codes and stan-
dards, and management style.

IMC is a process, not an event. Itis a mind-set, not a pep
rally. It is an all encompassing strategic and tactical ap-
proach to every facet of your marketing communication.
It includes mass media advertising, digital media, niche
market advertising, interactive marketing, social me-

dia marketing, direct mail, database marketing, contact

management and follow-up systems, events, promotions, 3P=POP>Ly.=

public relations, in-store displays, packaging, distribution o )
methods, pricing strategy, employee uniforms and dress IM(_: cr(_eates processes and logistical systems to bU|_Id and
codes, sales approach, corporate communication, corpo- maintain customer databases for follow up to provide cus-

tomer requested information, to retain and grow customers,
and for speedy and thorough customer conpict resolution.

n I M C IS a p I’OCGSS, An ideal database marketing program will include data en-
\ richment or data overlays of purchased data to better pro-
N Ot ahn eve nt 0] yle, segment and target your database based on geographic,

demographic and psychographic segmenting. It will also
include the most important database marketing segmenta-

rate mission statement, cause related or mission market- tion technique known as RFM analysis & segmenting your
ing and relationship marketing. customers based on Recency of purchase, Frequency of
The more platforms, communication channels and touch purchases, and Monetary value of purchases. Recency is the
points you can effectively integrate the more powerful most important consideration of RFM analysis.
your brand becomes as it builds consistency and continu- Part of your database marketing strategy should include
ity in the mind of the market. building an e-mail database of your Web site visitors and
" sending personalized automated e-mail responders based
= | . i .

LPqu [ qPCMq BYNIq'BDLBCL on event and time triggers. This, of course, assumes they
Integrated marketing communication makes shopping have opted-in to receive your e-mails, which are hopefully
easy and fun with Integrated Marketing.docomanages helpful articles, tips, and useful information.
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