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Transition of Concept on Integrated Mar keting Communication

WEI Junrying
( Communication Research Ingtitute, Zhgiang University , Hangzhou 310028 , China)

Abgract: IMC ( Integrated Marketing Gommunications) provides a new pergective for marketing and
marketing communications, to which it is a great rewlution that has inproved the basc oconception of
traditional marketing communications. IMC unifies marketing and communications, assuming that "marketing is
communications , while communications is marketing’. This propostion can be illugrated in the following three
agects. Hrdly, IMC directly integrates marketing and communications into a conplete idea which is beyond
the traditiona way. S it means that in the process of marketing communications, great importance should be
attached to the adequate contact and communication between the communicants and the customers, where a
relation resulting from exchanging irformation and sharing the same vdue exig¢s. Secondly , marketing and
communications share the same process, in which every dep of marketing contains the dements of
communications; a the same time communications isthe bassof marketing. Fndly , the ultimete goa of IMC
is brand value , which depends on the relation between the communicants and their customers or other persons
who are rdated to the bendit. Without establishing afirm and loirgterm relationship with them , irformetion or
any other value canmot be exchanged.

Snce the introduction of a series of concepts sch as”raation’ and “ contact” in IMC, the thought of
marketing communications is inproved. To begin with, nore importance is now atached to the god. In the
pag , advertiang and marketing jus am at sales. But now , IMC has clearly redlized that advertisng is a kind
o contact which should be good for the harmonious relationship between the brand and its cugomers.
oonddering in a drategic way , advertisng and any other form of marketing communicationsis not jus a method
of pronotion that catersfor sdles but a meansdf communication that triesto contact with cusomers and hold on
a relationship with them. In the second place , the direction of communication has changed. The crux of IMC
isto atain interactive exchange and to egablish a good relationship with customers 9 as to reach the sling
gd. D inthe processaf IMC, the direction isfrom the outsde to the indde. In the third place , the concept
of contact greatly exceeds the tempord and atia redriction of traditiona media. It removes the obgaclesin
the way of communicating by traditional media and widens the way of sharing irformetion. Besdes, it shows
that information has an atribute of saf-communication except for its desgned purpose in the process of
marketing communi cations.

Definitely , the development brought by IBCis ot the complete negation of the former ideas. It makesone
oond der marketing communications in a broader way 0 as to be nore adapted to the market in this irformation
age. As away of communications being carried out from the outd de to the indde , IMC has conpletely changed
its media gpplication. " Integrated’ means"integrating the gpplication of various media to utilize their integrated
dfects’. But the communicants can a9 choose the nog gppreciative ways in the process. Here the traditional
way of marketing communications is re-conddered and it is endowed with new conrotation. S it becomes nore
expresive and meaningul .

Key words: IMC (Integrated Marketing Gommunications) ; traditional node ; conceptua trandormation ; core
value; rdation; oontact



