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Several studies, including one recently
conducted by the Association of National
Advertisers, indicate that achieving effective IMC campaigns is
marketers' primary concern. But there is considerable uncertainty
about how to staff, design, manage and measure the success of

Bob Liodice

REUTERS

such programs.

Although 74% of firms we've surveyed say they are using IMC
approaches for most or all of their brands, only 25% rated the
quality of their IMC programs "excellent" or "very good" --
underscoring the need to identify best practices and address the
barriers that can impede IMC efforts, including a lack of strategic
consistency across communications disciplines; the absence of a
common IMC measurement process; the existence of entrenched
functional silos inside marketing organizations, as well as within
their agency partners; and the dearth of cross-discipline skill sets
among marketing staff.
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So what it will take to overcome these obstacles? Four imperatives:
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An IMC campaign should start with a compelling consumer insight
that can be translated into a strong, differentiated marketing
strategy. This leads to the development of a creative "brand idea"
that drives each discipline's tactics. For many brands, however, a
very different process typically takes place. Each discipline
articulates its own strategy and develops its own brand ideas,
which, executed independently, fail to deliver the exponential power
that's possible with a strategically integrated campaign.

BFACH | loy g

u’vin

Chicken Santa Fe Style
Rice and Beans

@D Procter & Gamble's
brand-building
framework requires
that every marketer,
multifunctional brand

builder and agency
understand who the
target consumer is,
what the brand
represents in
NETWTS0IUSSD)  marrmevn e cont 1saadus consumers' minds, and

Teamwork: All Kraft Foods brands use cross-
functional teams to create integrated campaigns.
One of the successes of that approach is its
South Beach Living line.

how marketing can be
optimized to reach
target consumers
when and where they

are receptive.

MasterCard's marketers took another path in creating the
"Priceless" campaign. It was less about linking different media and
more about connecting all components of the marketplace --
merchants, issuers and consumers. Each audience received tools
that enabled the "Priceless" vision to seamlessly integrate across
the business.

Ensuring consistency is the responsibility of the marketer, who must
keep all disciplines -- people, messages, tactics and budgets --
performing in unison and must constantly guard against tactics
straying from the overarching brand strategy.

2. COMMON MEASUREMENT PROCESS

Traditionally, each marketing vertical uses its own measurement
protocols. Vertical or function-specific measurements are useful,
but we need to go further. Although organizations have become
more skilled in crunching numbers, there is no single, consistent set
of metrics that transcends discipline-centric measurements.

In a recent article in Ad Age _, Jack Neff noted the "new opacity"
arising from having a multitude of information but no common way

to process it. The lack of a standard measuring process is one of

the most serious integrated-marketing challenges. ANA marketers
are finding new ways to overcome

this impediment and working to

ABOUT THE AUTHOR

Bob Liodice is president-CEO
of the Association of National
Advertisers. Prior to joining the
ANA in 1995 as senior VP, he
was VP-global marketing and
sales for Grupo Televisa, a
worldwide broadcaster.

create a new, more comprehensive
cross-functional approach. Advances
in marketing-mix modeling make it
especially useful in today's
multichannel marketplace because
such models can isolate the effects
of individual elements -- even when they appear to be working in
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In an ANA Advertiser magazine IMC roundtable, Karna Crawford, 2

director of media and interactive integrated communications for the WHAT THE 20]0 CENSUS
Sparkling Business Unit at Coca-Cola Co., discussed the importance MEANS FOR MARKEI‘ING
of having the mentality to think differently and end some "tried and

true" measurement approaches. In her opinion, "there is no 'silver AND ADVERTISING

bullet' change, particularly when you think of how TV is measured. TheU popultion willop 309 mallion an census day.Apel1,2010.Inthe
' h has occurred in the South and West

concert. This new thinking requires flexibility, creativity and a
willingness to change.

That's a deeply held, entrenched, traditional approach that has all pastdecade, 850 of the,
PRLRCTS SAML Y PPN B 200

sorts of financial and systematic factors related to it. It will not be
easy to get people or the system to change."

3. FUNCTIONAL SILOS

For too long, marketing functions have been vertically organized by
media type. This siloed approach is mirrored on the agency side,
with rewards based on discipline-specific P&L models. These silos
must be torn down.

The client-side strategic integrator must involve and lead a team of 2010 America explains what you need to know
colleagues who have the responsibility, vision, understanding and about the biggest consumer market-research
project of the decade: the 2010 U.S. census.
Demographics expert Peter Francese, author of

) ) ) ) this highly readable Ad Age white paper,
goals -- not historic patterns -- drive budget allocations. analyzes what the census will reveal about the

commitment to engage in a media-agnostic planning process. And
this team of enlightened marketers must be willing to let strategic

changing face of consumers.
To eliminate silos, the
strategic integrator SPECIAL REPORT
should lead a multistep
: process that
A y YRR accomplishes the
{ & following: looks at

America's Hottest Brands

{
4

different silos that N

‘Y
people who undcrs("nd you: priceless A8
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AN

operate together and
determine who should be
engaged and the scope
of their role; evaluates

any resistance, whether
it is technical, political or Advertising Age Honors the Top Brands of the
Year -- and the Brains Behind Them

cultural; determines a
tactical approach for
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chart; and takes steps to

Useful links: MasterCard (top) and improve process and
Wachovia each connected with different technology issues so that
parts of the marketplace -- consumers,
marketers, analysts -- to make integrated

approaches work. correct information and MOST READ MOST E-MAILED

'''''''''''''''''''''''''''''''''' resources at all times.

all players have the

1. My Life as H.J. Heinz: Confessions of a

llof Krant Eobde' brande f | ; ional Real-Life Twitter Squatter
of Kraft Foods' brands, for example, use cross-functional teams What It Takes to Be an 'Undercover Boss'

to develop IMC programs -- an approach that has led to many 3. Live TV's Alive as Ever. Boosted by Social
successes, including its South Beach Diet initiative. Wachovia Bank Media

created a triumvirate of resources by merging executives from 4. Why lIt's Still Your MTV, According to Judy
McGrath

5. A Look Back at 10 Ideas That Changed the
Marketing World

finance, marketing and analytics -- a unique partnership that
created the culture, organization and functional expertise necessary
for its vision to succeed.
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4. PROFESSIONAL SKILLS BRANDEL CONTENI
Achieving strategic integration requires a top-to-bottom reinvention Intﬁ/llhglfnci for g V‘anors on How Best
of the marketing organization. This transformation must be led by to Market Your Goods
“renaissance marketers" -- a new breed of holistic professionals TECH MARKETING CENTER
who are system thinkers, customer-centric believers, innovators CHANNEL

= T KNOWLENGE
and dreamers. 4 ID(J 117

More

These individuals should be cross-trained to understand the entire
marketing spectrum and learn discipline-specific skill sets.
Increasingly, these leaders will need strong quantitative skills -- a
key finding in the ANA's Marketing and Media Ecosystems 2010
study -- in order to analyze the data-rich resources and leverage
mathematical tools now available, especially if they are to drive
cross-disciplinary approaches that fuse disparate consumer-
engagement channels. Above all, they need to be superior team
leaders who have the insights, talent and passion to take marketing
integration to new heights.

1 Comment B
By cdobles | Brooklyn, NY June 20, 2008 12:52:07 pm

In Bob Liodice's article Essentials of Integrated Marketing there
is one essential element missing. He recognizes, as many 'new
age' marketers have, that the power has shifted to the
consumer. In the age of social networking it is the consumer
who determining marketing communications. CMO strategies
are, now more than ever, dependent on 'personalization’. In fact,
the Internet has turned the concept of personalized
communications upside down. It is no longer sufficient to show
you recognize the individual you must now establish a two-way
conversation and surrender the control of your brand message
to them for them to be fully engaged with the brand.

So what is missing now that the power has shifted to the
consumer? - The recognition that an effective Integrated
Marketing Strategy must go beyond incorporating new emerging
media and relevant technologies. It must, now that the
demographics of the marketplace have shifted as well,
incorporate emerging consumer segments through relevant in-
culture communications. Not to be politically correct but to be
marketing correct.

I emphasize relevant because prominent in our industry is the
misconception that it is enough to simply translate the English
language creative into Spanish, for instance, to do the job right.
Wrong. This practice outright ignores the points addressed by
Mr. Liodice. There is no strategic consistency, no common
measurement process, no leveraging of functional silos and
absolutely no recognition of professional skills.

In-culture expertise must be integrated from the get go in

developing the strategy and communications. As the lines

between brand and consumer continue to blur in the diverse

marketplace, consumer ghettos are no longer a reality.
Permalink

Comment :

http://adage.com/cmostrategy/article?article_id=127599 Page 4 of 6


http://adage.com/rss-comments?article_id=127599
http://adage.com/cmostrategy/article?article_id=127599#comments-20314
http://adage.com/cmostrategy/article?article_id=127599#comments-20314
http://brandedcontent.adage.com/mic/techmarketing/
http://brandedcontent.adage.com/mic/techmarketing/
http://brandedcontent.adage.com/mic/techmarketing/
http://brandedcontent.adage.com/mic/techmarketing/

Essentials for Integrated Marketing - Advertising Age - CMO Strategy 2/16/10 2:31 PM

pz
Post Comment
Note: Comments submitted to AdAge.com are posted
automatically and will include the user name with which you
registered. Ad Age reserves the right to delete comments that
are insulting or personal in nature. Comments may be used in
the print edition at editorial discretion. Comments are
restricted to 500 words or less.
Share & Save ( ?2)
Google RSS Feed
netvibes .. Save on Del.icio.us
Bloglines &} & Digg this
2 newsgator @ Reddit
wYAHOO! Bookmarks
£7 Windows Live Linkedin
Stay on top of the news and stay ahead of the gameN sign up for e-
© mail newsletters now!
AD AGE RELATED CMO
WHITEPAPERS STRATEGY
The Economics of Online Video A Look Back at 10 Ideas That
The New Female Consumer: The ghanc:etd t‘:e l\/ll(grkett;]nqzm\l(orld
. ecret o Breaking the Z-Year
Rise of the Real Mom Curse: It's the Sales, Stupid
2010 America Why Visa's Going Big for the
Hispanic Fact Pack Olympics
A . Why Issue-Based Advertising Is
q . - P
Winning Consumers In China Like Walking a Minefield
More...

YY MORE CMO STRATEGY ARTICLES

a- o

http://adage.com/cmostrategy/article?article_id=127599 Page 5 of 6


http://adage.com/whitepapers/
http://adage.com/whitepapers/whitepaper.php?id=11
http://adage.com/whitepapers/whitepaper.php?id=10
http://adage.com/whitepapers/whitepaper.php?id=9
http://adage.com/whitepapers/whitepaper.php?id=8
http://adage.com/whitepapers/whitepaper.php?id=6
http://adage.com/whitepapers/
http://adage.com/cmostrategy/article?article_id=142090
http://adage.com/cmostrategy/article?article_id=142092
http://adage.com/cmostrategy/article?article_id=142013
http://adage.com/cmostrategy/article?article_id=141991
http://fusion.google.com/add?feedurl=http://adage.com/rss-feed?section_id=319
http://www.netvibes.com/subscribe.php?type=rss&url=http://adage.com/rss-feed?section_id=319
http://www.bloglines.com/sub?url=http://adage.com/rss-feed?section_id=319
http://www.newsgator.com/ngs/subscriber/subext.aspx?url=http://adage.com/rss-feed?section_id=319
http://add.my.yahoo.com/rss?url=http://adage.com/rss-feed?section_id=319
http://my.live.com/?s=1&add=http://adage.com/rss-feed?section_id=319
http://adage.com/rss-feed?section_id=319
http://del.icio.us/post?v=4&url=http%3A%2F%2Fadage.com%2Fcmostrategy%2Farticle.php%3Farticle_id%3D127599&title=Essentials+for+Integrated+Marketing
http://digg.com/submit?phase=2&url=http%3A%2F%2Fadage.com%2Fcmostrategy%2Farticle.php%3Farticle_id%3D127599&title=Essentials+for+Integrated+Marketing&bodytext=Integrated+marketing+communications+isn%27t+new%2C+but+it%27s+gaining+momentum+as+power+shifts+from+the+marketer+to+the+consumer+and+as+marketers+recognize+the+power+and+efficiency+of+taking+a+holistic+approach+to+engaging+consumers.
http://reddit.com/submit?url=http%3A%2F%2Fadage.com%2Fcmostrategy%2Farticle.php%3Farticle_id%3D127599&title=Essentials+for+Integrated+Marketing
http://www.google.com/bookmarks/mark?op=edit&output=popup&bkmk=http%3A%2F%2Fadage.com%2Fcmostrategy%2Farticle.php%3Farticle_id%3D127599&title=Essentials+for+Integrated+Marketing
http://www.linkedin.com/shareArticle?mini=true&url=http%3A%2F%2Fadage.com%2Fcmostrategy%2Farticle.php%3Farticle_id%3D127599&title=Essentials+for+Integrated+Marketing&summary=Integrated+marketing+communications+isn%27t+new%2C+but+it%27s+gaining+momentum+as+power+shifts+from+the+marketer+to+the+consumer+and+as+marketers+recognize+the+power+and+efficiency+of+taking+a+holistic+approach+to+engaging+consumers.&source=adage.com
http://adage.com/rss#share
http://adage.com/register
http://adage.com/cmostrategy/archive?section_id=319

Essentials for Integrated Marketing - Advertising Age - CMO Strategy 2/16/10 2:32 PM

Advanced Search

Advertising Age: Your Online Source for Marketing and Media News

NEWS Latest Marketing and Advertising News | Marketing and Advertising Agency News | Best Ads From Creativity | CMO Strateqv|
DataCenter | Digital Marketing and Advertising News |Global Marketing and Advertising News | Hispanic Marketing | Madison+Vine |
MediaWorks - Media and Marketing News |Ta|entWorks |This Week's Issuel Your Opinion

COLUMNS Rance Crain | The Media Guy | Teressa Iezzil Al Ries | Guest Columnists

WHITE PAPERS The Economics of Online Video| The New Female Consumer: The Rise of the Real M0n1 More...

RESOURCES TalentWorks |Advertisinq Age Events | Industry Events |White Papers & Marketing Information | 360 Multiplatform Media

SERVICES Subscriptions | Media Kit | Help Center | List Rental |a (What is RSS?)| Archive |Get the issue digitally (Texterity)

More from Ad Age: Creativity | Ad Age China| White Papers | Jobs | Ad Age On CamQus| Manage Your E-mail Newsletters

Copyright © 1992-2010 Crain Communications | Privacy Statement | Contact Us

http://adage.com/cmostrategy/article?article_id=127599 Page 6 of 6


http://adage.com/latestnews/
http://adage.com/agencynews/
http://adage.com/bestads/
http://adage.com/cmostrategy/
http://adage.com/datacenter/
http://adage.com/digital/
http://adage.com/globalnews/
http://adage.com/hispanic/
http://adage.com/madisonandvine/
http://adage.com/mediaworks/
http://adage.com/talentworks/
http://adage.com/current-issue
http://adage.com/opinion
http://adage.com/columns/home?section_id=285
http://adage.com/columns/home?section_id=269
http://adage.com/columns/home?section_id=392
http://adage.com/columns/home?section_id=300
http://adage.com/columns/home?section_id=559
http://adage.com/whitepapers/whitepaper.php?id=11
http://adage.com/whitepapers/whitepaper.php?id=10
http://adage.com/whitepapers/
http://adage.com/talentworks
http://adage.com/events/adage
http://adage.com/events/
http://brandedcontent.adage.com/mic/
http://brandedcontent.adage.com/360/
https://sec.crain.com/AA
http://mediakit.adage.com/
http://adage.com/help
http://adage.com/lists
http://adage.com/rss
http://adage.com/archive
http://adage.com/digitaledition
http://adage.com/adagegroup
http://www.creativity-online.com/
http://adage.com/china
http://adage.com/whitepapers
http://adage.com/talentworks
http://adage.com/adage-on-campus/
http://adage.com/emailprefs
http://adage.com/advancedsearch
http://oascentral.adage.com/RealMedia/ads/click_lx.ads/www.adage.com/cmo_strategy/article_id_127599/1360609878/Bottom/default/empty.gif/674d3659493074362f30304141633246?x
http://www.crain.com/
http://adage.com/privacy
http://adage.com/help/contact

