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Preface

Why study marketlnBOnNO?ions‘?
Mark § munications provides a core actmtyg nlsations large and small,

a| government, charities, educational and oth -profit and third-sector

sations and their various audiences. The goal is to fo agement so that all

%ested parties can understand the intentions of others and aﬁ' te the value of the
VOods and services o ;

w The world of. inues to change@ some of these

i i is the principal drj f this change,

ehaviour, chan rganisational

ications, and o se different

ised organisatio rformance.

in this book. It i possible to
d practitioner reactions to these

@ expectations, experience
Many of these change

cover them all in depth
developments are exami

irimpact are e
f the key aca

Wl Yourcareer and
P Whether you follow a cart

discipline, you will need t
9 lems, and for communica

&the ability to think critically and to apply core concepts and ideas t situations.
/ When you are in your fﬁr and starting to apply for jobs, y%l need to demon-
|

, marketing communications or any other business
range of skills necessary for analysing solving prob-
as and solutions to colleagues and clients. This requires

te to potential emplo t you are ‘'employable’ and th ave the character-
skills and potential t p distinguish you as the ind ey need to employ.
ability is a core focus of this book. Critical thinki Qveloped through ques-
tion%sks positioned in the Viewpoint features view questions, which are
positio d of each chapter These $ and activities are designed to

encourage rea and thereby improve and deepen
your learning.
eveloped t

Critical thlnklng is also hrough the use of theories, concepts and frame-
works. These can be found in each of the chapters. In certain chapters we present a range
of theories and approaches without specifying one that is correct. You should consider the

different appgﬁlrﬁ ﬁ Rf& , making a judgement about which
is more appropriate and note'the reasons r your €cision.
The case studies |Peacr|s° igtbaokereall drawn from the world of marketing com-

munications. Many are written by agencies and practitioners. A large number of these
cases have won awards, and national and international recognition. Readers are encour-
aged to consider the cases from a critical perspective and to think about the actions and
decisions that agencies and clients have taken. The review questions that follow the cases
are designed to help you apply your learning and understanding of the case itself, and
with regard to the content of the chapter in which it is located.



xx Preface

The aim oﬂl?s book

Q

©

9 used to explain all marke
presented for some of th

9nterpretations.
ers a blend of acaderr.

If you have access to the online learning resources, you will find a range of multiple-
choice questions. Answers are provided, so use these to test your understanding and make
sure your learning is on track. These questions enable you to reflect on your learning and
on where additional work is required.

In terms of employability, employees who can think flexibly and apply concepts and
theories in new and perhaps strange situations to analyse and solve problems will be
much more valuable to their employer. This book helps you to develop these skills. What
is more, use of this book and online gesources will allow you to gain experience in
using evidence to suppo ss Taloyers value these problem-solving

s the

skills and the nstrate your abi greater the number of opportunities
that W||| way /

is is the ninth edi nd we have de it to reflect
current issues
The book
The practitio
ture of this book (Rossiter a
and endorsement provided
continued and is much appr

This book:

t marketing comm |cat|ons
important d|st| ing fea-

in this edltlonwsuppor’c
titute of Practi in Advertising (IPA) has been

* Recognises the complexi
tactical and operational a
munications from a cont

ations and considers @trategic,
e, this book considers ma ng com-
andpoint. This means that no one sjagle theory is

munications activities. Indeed, sever eories are
s, and readers are encouraged to Wer multiple

practitioner materials. The go

he practical applicati heories and concepts. This

to encourage you to reflect on your learning, t
eal-world examples to understand marketi

enable you to
|d orientation is
it to the real world,
unications issues and

proble Q you develop your career.
In particular, th Gmteraﬂeou in four main ways:

1. To understand and appreciate the variety of ways in which organisations use mar-
keting communications.

marketin OV' Via
3. To appreciate thefay in rscbna_ctomterials can be used to interpret practical

aspects of marketing communications.

2. Toidenti gnd understand some of d theories and concepts associated with

4. To develop insights into the reasoning behind the marketing communications activ-
ities used by organisations.

Marketing communications is a complex subject and draws on a variety of disciplines. This
book has been written in the hope of disentangling some of the complexity so that you
can enjoy the subject, be stimulated to want to know more and wish to engage further
with the exciting and fast-changing world of marketing communications.
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Chapter 1

The scope of marketing
communications

K>

g

© m

Marketing communications i ed with the mg¢ processes, meanings, percep-

tions and activities that audie sumers and tions) undertake with regard to
the presentation, considerati tions assg products, services and brands.

¥ Aims and learni es
9The primary aim of this chag to set out the scope of marketing unications,

&Iuding its purpose, tasks, and the role and significance of engage A further aim
? explore how the use of ting communications is influenc context. Con-
jon is given to the us rketing communications in th omer journey, in

|
intePnatibnal markets and as inflienced by technology, before ring some of the
ethicalia oral issues involved in its use.

The learn l ives are to enable readers to: §
1. understand the F‘o@a dﬁ@ofrﬂark ting communications;
g en h

2. learn about the role o it underpins effective marketing
communications;

3. describe the nature and configuration of the marketing communications mix;

4. comprehendSw ﬁm rketi icati in the customer journey and the
developmen oéc !Ex GEQSZTHL@& Wﬁ
5. explore some of theRﬁ@fs&Od&dMemational marketing communications;

6. examine how technology influences marketing communications;

7. appreciate some of the ethical and moral issues associated with the use of marketing
communications.



Chapter 1 The scope of marketing communications 5

Introduction

Tag lines such as ‘Because you're worth it' (LOréal), ‘Have a break, have a KitKat’, ‘The
world’s favourite airline’ (British Airways), "We try harder’ (Avis), and 'Vorsprung durch
Technik' (Audi), all provide instant brand recognition and understanding.

These memorable slogans represent the fundamental essence of the brand, an idea

from which marketing com ic a flow (Edwards, 2021a).

These tag lines are communications and are incorporated
in the varj caﬂpa s an actlvrtles o engage audiences. However,
mark i unications is not simply about ta eed it is a complex activity,

a used by organisations with varying degrees tication and success. For
global brands develop campaigns to run across n territories, using mul-
medla and several languages. In contrast, a local firm may ce a one-off print ad

be run in a local news
While organisati

unications in di ays, to achieve

w different goal and business ves engaging
q audiences | e success of any ca is text will help o understand
why orga use marketing communicati ow campaigns eloped and

@ impleme , i ic and practiti ws.

-19 has had
ding consum

In addition to the im
transformed our way of
patterns, business opera
refer to many of these ¢
while others are longer |

N has had to adapt to the e

many of their behaviour

P in turn has required rapi
9 and the ability to sense
demand or competitors (
&commumcatlons
/ E ment’. This represents the de

arlier we referred to
étlvate audiences. The universally agreed definition

is used in many different contexts. Marketing comm ons is closely aligned
to |ona| context and Li et al. (2013) refer to trﬁy s of engagement taken
from erspectlve These are cognitive, re d behavioural engagement.

Cognitive ers to the degre ﬁa\/\bch iduals are intellectually involved
|r

health, the pa ic has also
rganisational behaviour, work
, marketing communications. We
cognising that some are transient
is that marketing communications
nvironment. Consum ve changed
quickly, during periods o down. This
s to the way marketing communicatk%is used. Agility

ly adapt to changes in information ssing, market
et al., 2018) now characterises con%rary marketing

which messages
term ‘engagement’,

in what they are I | engagement refers to the extent to which
individuals feel connec onment, while behavioural engagement reflects
the extent to which mdrvrduals feel involved and participate in activities.

All three of these aspects of engagement can be activated using marketing commu-
nications. A range of communication tools are available to first expose, and then some-

times to gaismpli&,pbﬁnﬂdeldrédbaable interaction with and between

audiences. It is oftepyachieved through a blend of intellectual and emotional content.
Engagement may | teeaﬁégnh&gmmpact of a funny video ad, an emotional
TV ad or a witty interactive billboard. Alternatively, engagement may be protracted and
last hours, days, weeks, months or years, such as an exhibition, a festival sponsorship
or brand experience.

All organisations, large and small, use marketing communications as either planned or
unplanned activities. Planned marketing communications incorporates three key elements:
tools, media and content (messages). The main communications tools are advertising,
sales promotion, public relations, direct marketing, personal selling and added-value
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1t

of services (just how good
Q(Gronroos, 2004).

approaches such as sponsorship, exhibitions and field marketing. Content can be pri-
marily informative or emotional but is usually a subtle blend of both dimensions, reflecting
the preferences and needs of the target audience. To convey these messages to their
audiences, organisations have three main channels:

1. They can pay for the use of particular media that they know their target audiences
will use — for example, social networks, websites or television programmes. These are
referred to as paid media.

2. They can use thelr ow ﬁ Nﬁ such as their buildings, employees,
vehicles ani ; ey ?

use. These are referred to as
owned me

ncourage people to talk and share ideas ab ir. brand, often through
edia, which involves relatively little cost. These ar rred to as earned

a||ty brands use a ned and earned ( rmats, which
Iectlvely are refe
Unplanned unications ages that have een antici-
emphasis is on he organ-

isation react i i audiences. So, ents by

third-party experts and infl n or regulation govern-
ment, the actions of compe or distributionmesses or
— perhaps the most potent f-mouth comments between

nd brands are perceived and

customers, all impact on th
the images and reputation to these there are communi-

ures in the pro
munications
hich organi

cations arising from unplan elated experiences ty stock
shelves or accidents). Peopl Ing communications rel to both
thelr experience from using sty is this burger?) and their consumption

service in that hotel, restaurant or airport?)

holars’ p‘ 1.1

§does customer engagement me
Sant

adelra W.J., Pinto, D.C., Hert Sampaio, C.H.,
& Babin, o<:|al media: A frame-
work and meta- W cademy of Marketing Science,

48(1), 1211 1228

These researchers consider different aspects of customer engagement and with a
social medla context pr vide helpful background information about the concept.
They find engga ﬂcpd’ghfsb&ﬂ aM[arFormance behavioural inten-
tions and word- of mQuth.

earson.com

See also:

Hollebeek, L.D., Glynn, M.S., & Brodie, R.J. (2014). Consumer brand engagement
in social media: Conceptualization, scale development and validation. Journal of
Interactive Marketing, 28(2), 149-165.

Hollebeek, L. (2011). Exploring customer brand engagement: Definition and
themes. Journal of Strategic Marketing, 19(7), 555-573.
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Defining marketing communications

v
2

(9

There is no universally agreed definition of marketing communications. This lack of con-
sensus can in part be explained by the vast number of ways marketing communications is
used and partly because of the way marketing communications has evolved, particularly
through technological advances

Over time, different defi rged reflecting the topical perspective of the
subject. These |nc|u gratlon relationships and experience.
ions a|| to draw

Some of mtOpr e that marketing communications

prow value through enhanced product a isational symbolism. They also

far gmse that it is the context within which mar mmunications flows that
s so much upon the meaning and interpretation giv h messages. Its ability
me and associate offerings with different environments is rful.

Rather than simply provi service information, m communications
now forms an inte overall commun és and customer
experience str ommunications ay, two-way,
interactive , the varying neeéjlﬁerent audi-
ences. A i i Id be an audienaot product-,
centred a

The purpose of mark unications is pt engagementmto promote
conversations with a audiences. T the development and presenta-
tion of relevant mess articular attitudinal, emotional or
behavioural response

There are three aspects

The first aspect concer ng communications shoul n audience-
centred activity and in t e, it is important that messages be fased on a well-
founded understanding the needs and environment of the ience. To be
successful, marketing co cations should be contextually relev d grounded in

the behaviour and information-processing needs of the target audience™ This requires an
derstanding of the co which the communications eveq occur. From this

it is easier to prese position brands in order tha re perceived to be
nt and of value to the target audience.

nd aspect concerns engagement. Consum an have different forms of
relat| i h brands These span a spectrum r m transactional to collabor-

ative relati aEactlonaI links betweengs b nd seller are based principally

on price, functl ntation. Collaborative relationships occur
when buyers and selle other, they are also committed to the rela-
tionship over the long term. Value is vested in the relationship, not the product or the
price. This means that engagement will need to take different forms depending on the
relationship needs of the target audience. Marketing communications can be used to
engage audsaeﬁn (de)dm\ﬂatlve and dialogic communications,
in order to captivat udlencﬁéChapters 4 and 11). It is unrealistic to believe that all
audiences always w r organisation/brand, and, for some, one-
way communications, based on price and functionality, are fine. Messages, however,
should encourage individual members of target audiences to respond to the product/
brand. This response can be immediate through, for example, purchase behaviour, use
of customer help/carelines or use of the FAQs on a web page. Alternatively, it can be
deferred as information is assimilated and considered for future use. Even if the informa-
tion is discarded at a later date, the communications will have attracted attention and
consideration of the message.
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The third aspect from the definition concerns responses. This refers to the outcomes
of the communications process, and can be used as a measure of whether a communi-
cations event has been successful. There are essentially three key responses: attitudinal,
emotional and behavioural. Attitudinal responses can be seen in changes to audiences’
attitudes towards brands, services or issues. For example, communications activity may be
aimed towards improving consumer attitudes towards the quality perceptions of a brand.
Emotional responses seek to drive emotional engagement with the brand or organisation.
Campaigns seeking to elicit emetion onses use emotional messaging, which is dis-
cussed further in Chapte " m@ sponses can occur when campaigns
seek to chan atmd es actually do em aging with a communication

event. F , @ campaign might try to drive peo bsite, to visit a particular
page|=: y now using a promotional code.

ommunic iéns

ent of marketiémmunica—

unications enablesibrands to
e of these obje will vary
market share arﬁcourage
eptions or attitudes, or simply
ry according to the prevailing
audience response. For Rossiter

ing products and servi hey see
elling ‘'more of the branded.product or

at consumers are willing to pay thanpuwould obtain

The engaginig role of

q e(/e have now

tions. Engag

pursue their

between organisations. Som

loyalty. Other goals include r:
developing brand values.

The reason to use mark

situation or context but an e

N and Percy (2013, p. 392) this

the role of advertising as un

service, or to achieve a high

oin the absence of advertisin

To get to the point of purc . however, several communications eﬁwsually need
ave been achieved. So, the esponse might be geared to develo rand values,
des preferences and th ive thoughts an individual migh bout a brand.
)&grounded in a ‘thinkin eeling orientation’, a combinai f both cognitive

and emotions and feelings about a brand.
ed earlier, "behavioural responses’ are almeg couraging particular
audlen ’ rs. For example, these might incl a piece of cheese in a
supermarke ra isits to a website mdm ce of music, placing orders
and paying for goo‘bw rmation with a friend, registering on a
network, opening emails, signingiape alling a number. Brands with a Facebook
presence can utilise call-to-action (CTA) buttons, such as Sign Up, Shop Now, Contact
Us, Watch Video and Apply Now. These buttons enable users to tell their audience how
to engage with a post. For example, if a user is posting a link to a new product, the shop
now button shoéi&]@p ﬁ@Ml&d’Eidte\Haers how to interact with a post,
and it makes response easier (Kunesh, 2020). In other words, CTA buttons encourage

engagement. . Pe€arsofi.com
Engagement, therefore, can be considered to be a function of two forms of desired
response, one to drive brand values and the other to drive brand responses. Marketing
communications should be based on driving a particular type of response. For example,
furniture retailer Cotswold Company used TV advertising to drive brand awareness, alter
some unfavourable perceptions and grow the brand’s stature. This was then followed up
separately with a brand-response campaign using print inserts, direct mail, and digital

and social media. Sales grew at a faster rate than ever previously experienced (Gibson
& Owen, 2020).

that engagement |
ith audiences through marke
objectives. T
o drive profit, i
reness, changi
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Where engagement occurs, an individual might be said to have been (positively) cap-
tivated and, as a result, opportunities for activity should increase. Engagement acts as a
bridge, a mechanism through which brands and organisations link with target audiences
and through which the goals of all parties can be achieved. In other words, there is mutual
value.

Today there is a multitude of media channels, which represents a major challenge for
those seeking to interlink their communications. Some brands and retailers attempt to
manage the multichannel epviron tby treating each channel as an independent entity,
a silo approach. Oth chu T consistent customer experiences and

to do this link to e various pein customers interact with brands.
This r nsumers encountering seamless bw iences regardless of device,
locat context. This is referred to as omnichannel
cessful engagement indicates that understanding ning have been con-
d effectively, that the commumcatlons have value. Counti he number of likes,
wers, readers or impre e about the quality of t gement and the
value that it represern evel, engagement @h one-way com-
w munications ep - and product and offers, to the

q extent that i ici C t to enterinto r communica-
tions acti o-way or mtera communica-

tions enak i exchanged
@ The greater the frequen e more ||ke|y cMratwe rela-
tionships will develop.

Viewpoint 1.1
Mesﬂes can be planned,

Image 1.1 Pictures of the wrecked Hyundai Genesis GV80 Crossover in which Tiger Woods crashed generated
huge levels of positive unplanned marketing communications around the world. The car’s structure and strong
safety values may have saved the golfer’s life

Source: Frederic J. Brown/AFP/Getty Images.
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In February 2021 Tiger Woods was involved in a
car crash in which he was the sole occupant of the
vehicle. He suffered serious leg injuries, had to
be cut out of the vehicle and underwent immedi-
ate surgery. Although news of the golfer’s injuries
spread around the world quickly, huge attention
was also bestowed on his car, a Hyundai

GV80 crossover. Images and vi osgft

aged GV80 spread rapidly oél media as law
enforcement officials sai integrity of the vehi-
cle may well have sa fe.

Lorna Jane, a u lian activewear brand
with 134 stores ir&ralia, and other countries,
launched a ne of athletic leggings.i
The compa imed that its p
sprayed wi hield, which
and stopp e spread of Co ese claims

were made in a variety of m cluding email
in-store ge, its own website, social

Sources: Australian Associated Press (2021); Corriga

Insighit"

The w ide attention given to the G
sis GV8 example of unplanned ma

ing com ations. The positive comm
about the and structural integrity of the
vehicle, pro y credible sources, na

police officers, have positively enga

posts and press releases. Advertising used the tag
‘Cure for the Spread of COVID-19? Lorna Jane
Thinks So'.

In December federal court action was taken
against the firm for making false and misleading
claims. It was alleged that the statements gave the
Ns iop, that the Covid-19 claims were based

i@cp?de e when this was clearly not
the case, a point e brand later admitted.
Lorna Jane respo @ating that LJ Shield
was not a cure and that w is simply added
protection for clothes like €anijtizer is for hands.

They claimed to have been own by a sup-
ane was found to h avedinan

hen fear and ca about
igh. Apart from amage

tion, Lorna Jand fined

wards (2021b); J 21); Lim (2021).

@,

ential buyers and added to the reputation

of the brand.
The Lorna Jane issue highlightstse of
owned media (the Lorna Janex e) and

earned media (social medi

a
publicity associated with the %ctions).

nts and

O

: =
Question: To what extent is it ethi @Neee@ using highly sensitive and possibly
misleading claims?
Task: Follow up the Lorna Jane case and consider the judgements and impact on the brand.
c‘ﬁm“lﬂ “vﬁ":dﬁd ":‘ﬁ
= T IIPIC PIUVIUC\.«I [ =]
Pearson.com

The tasks of marketing communications

Communications are important as they can help achieve one of four key tasks. These are
to differentiate, reinforce, inform and persuade audiences. See Figure 1.1.

Marketing communications can be used to differentiate brands and services. This
means that in markets where there are few physical or service features that separate
competing products and brands, communications can be used to add emotional values.
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Differentiate Reinforce Inform Persuade ( )
To position To remind, reassure To make aware, To encourage purchase
or refresh educate or make further enquiry
¥ |} |} 3 N
N N N N 7

The core tasks of

To position a product
or service so that it
stands out in the
category

marketing
communications

To encourage further
positive action, often
purchase-related

To consolidate and 0 ma nown and
strengthen previou vise
messages and

encegsh ncmg and |

(& J

Figure 1.1 DRIP - the% asks of marketing communications &)

ths can help abra in the category. It {mo help to reduce

©

wl
|

>

any purchasin d provide the onfidence and
|o03|t|ve atti . Thi positioning, w e consider in
depth in .

i i i pring, are Iargedﬂar By using

arate brand ide s within the
ages and engage with them, and

ands have crea
ers to form dis

emotional messages the
same market. This enabl
make purchasing decisio

Communications can
of reminding people of
past transactions, with a
exchange. Amazon and
items left in their baskets
action. In addition, it is
prior to an exchange or,
drive customer reviews, whi

eriences. This may take the form
reminding them of the benefits of

that they should en@:o a similar
ill remind potential buye t they have
ey should return to the site and c lete the trans-
to provide reassurance or comfort, ei immediately

commonly, post-purchase. This is irwant, as it helps
r

are then used to assist potential cus s to make their
rchasing decisions.

ommunications can i nd make potential customers? of an organisation’s
g. By informing audiences of a new brand, revised t features, offers and
in r@ audiences can be made aware and those w nsidering a purchase in
the c ht become engaged with the co n. By providing knowledge
and infor brand any per dJsk sually be reduced. Communi-
cations may atte Q Q potential customers of the desirability of
entering an exchange a the use of emotional messages that trig-
ger particular influence strategles, consumers can be motivated to make a purchasing
decision. Therefore, communications can differentiate, reinforce, inform and persuade;
in other words, DRIP. The nature of the tasks in a campaign will vary, often because of
the point thasw eapﬁﬂkmmg[@aney which we consider later in this
chapter. This means at only one or possibly two of these DRIP tasks will be used in any
one campaign. P/Son Corﬁ
In addition to supportlng transactions, by differentiating, informing, reinforcing or per-
suading, there are other, higher-level outcomes that the communications process delivers.
For example, communications itself offers a means of exchange, such as communications
for entertainment, for potential solutions and concepts for education, and self-esteem.
Communications involve intangible benefits, such as psychological satisfactions, for exam-
ple the entertainment associated with engaging and enjoying advertisements (Schlinger,
1979), the experiences of participating within a sponsored part of a social network, or
through online gaming.
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The nmketing commun

|

Q !e seen in the

Communications can also be seen as a means of perpetuating and transferring values
and culture to different parts of society or networks. For example, it is argued that the
way women are portrayed in the media and stereotypical images of very thin or ‘size zero’
women are dysfunctional in that they set up inappropriate role models. The form and
characteristics of the communications process adopted by some organisations (both the
deliberate and the unintentional use of signs and symbols used to convey meaning) help
to provide stability and continuity. Dove, for example, understood this and successfully

repositioned itself based on raI y usmg a variety of ordinary people for its
communications.

Other exa ofint |b|e satis actlon the social and psychological
transactionsi increasingly with the work of the alth Service (NHS), which
due tost vid-19 crisis has had unprecedented coverag ws media, and char-
itie ga‘uonal institutions and other not-for-profit organisa h as housing asso-

i Not only do these orgamsa‘uons recognise the need to c icate with various

nces, but they also perc
All organisations h
ere the value

ing seen to be ‘of valu elr customers.
lop their commun s to a point
titive advanta is value can
of the messag inonen and
stitute communications value.
sented, where aommuni-
cations occur and their timi portant contex in which

a communications event oc ments are embedded within
marketing communications this text.

, timing, volume or
e that there are four element
the informati
rwords, itist

Strandvik (20
These are th

@)

Figure 1.2 depicts the three that comprise the marketing commLﬁtions mix:
ools, media and content.

Successful marketing com
according to the needs of

iginally the elements t

i o be just the tools

ications involves configuring the vario ents of the
arget audience and the goals of t paign.

e up the marketing communications mix were con-
plines, namely advertising, motions, public

Tools

“Clon o0& ‘*}0/ \

¥

\l/ \l/ S The marketing

communication

mix

Advertising
Sales promotion
Public relations
Direct marketing
Personal selling

/ Five core tools \ ﬁ hree tsa m‘p p [/GV’id'ed "-V‘iat\

Added-value approaches

Sponsorship, exhibitions

\_ and field marketing ) U \_ J k /

Paid media Informative
Owned medi? € AJ'S PN, C Bekana
Earned media User-generated

Branded

Figure 1.2 The elements of the marketing communications mix
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relations, direct marketing and personal selling. These were mixed in various combinations
and different degrees of intensity in order to attempt meaningful communications with a
target audience.

This mix was used at a time when brands were developed using advertising to generate
above-the-line mass communications campaigns. The strategy was based around buy-
ing space in newspapers and magazines, or advertising time (called spots) during major
television programmes that were watched by huge audiences (20+ million people). This

strategy required media o s topereate programmes (content) that would attract brand
owners because of thﬂbla% iences. By interrupting the audience’s
entertaln brand ers could talk t e| rkets in order to sell their brands.

Th a proliferation of media. Although teIeV|5|on is actually increas-

in nces, especially young adults, no longer u n as their main source
rmation or entertainment. When considered toget alling newspaper and

zine readership, it is clear that consumers are using me | variety of purposes.

ese include a need to iscover new activities, ?, experiences and
rands, to particip ies, to share experi nd information,
and to express that people seekfactive engagement

q with media
We no ctivities, and we ide how and

, i
ple are motivéand able to

video, and co topics that
nd messages, not the tools, are
and highly targeted personalised
e other tools of the mix now pre-
nces successfully, it is necessary to

messages (content). @
g communications tools, ecessary to

ich advertising and other marketinﬁnmunications
h

develop their own cont

they can share with frien

therefore key to reaching
communications activitie

dominate. This indicates

N combine not just the too
So, in addition to the

P add the media, or the m

messages are conveyed.
characteristics and seek t

%omething is missing, the in

d media should not be confused as t ave different
eve different goals. Also, just in ca were thinking
rnet is a medium, not a tool.
Without messages bei veyed to and among target au
going to occur. Increa eferred to as content, four for
i aI emotional user-generated and branded content. re explored in various
h|s text, and in particular Chapters 8, 10 ao. reviously, organisations
were esponsible for the origin and nat content about their brand.

Today ahu rﬂ‘tm of messages are@elwe onsumers and shared with other

s, engagement is
be identified: infor-

consumers and

The contemporary communications mix represents a shift in
approach. Traditionally the mix represented an intervention-based tactic, one based on
seeking the attention of a customer who might not necessarily be interested, by interrupt-
ing their activities. Today brands use a conversation-based marketing communications
tactic, wheresafpn @wpf@\'ﬂd@d)rvwa and between members of an audi-

ence, including som?who mag have contributed content to the campaign.

earson.com
Marketing communications in context

Having considered the nature and tasks we now consider ideas about the different con-
texts in which marketing communications is used. Each context influences the nature and
form of engagement, and in turn this shapes the marketing communications mix and
the way it is deployed. There are many contexts that shape the way in which marketing
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)

Technological
context
and influences

] ] ] ] nature apd form

Ethical context
and issues

Customer International
journey context

S
N N N N 4 of marketing
communications
Stages: consideration, Values, beliefs, i MP, Duties and use.d b.y
research, selection, customs and symbols ) uences organisatigiy
post purchase © ati asgmanip ulati
Language, technologies th t
Identification and use a i . Vulnerabl
of touchpoints ) et Privacy and res|
Customer experiences gaptatit;\n o Convergence and TaSt(_f‘ ik decer.u:y
consolidation Incentives and bribery

and relationshiﬁd with par-
s well as the bu sector or
regulations sh e use of

in this text. Herﬁxamine
eting communications. These

tions is used

industry and a
considered el
the broad use

@ marketing communications.

four contexts or settings that
are set out in Figure 1.3.

Markéﬂl communicati
journe ntext

m hase goods

rney. The pur-

is the process through which individua
as a customer journey or purch

ices. This is often refe
)#umey was once conc ed as a linear passage, often
set out in Figure 1.4 (Court et al., 2009). This approacg
way ¢ t identified a problem, how they considered a t of brands, and then
their sys uction of the number of feasible soluii il a purchase was made.

Marketing co ications was seen to be used;to geba n, drive interest, create desire
and then trigger acti r‘ progressed along the funnel (AIDA).

é ovided
g%c QOQ:} ”‘O} —‘—
el I I

Awareness Familiarity Consideration Purchase Loyalty

ﬂrst context that we consid

00000000

00000000
00000000
0000 0000

Figure 1.4 The traditional funnel metaphor
Source: Court et al. (2009) used with the kind permission of McKinsey.



Chapter 1 The scope of marketing communications 15

Today, the complexity of the media landscape, the variety of buy

ing opportunities

and the huge volume of data that is available have made the linear interpretation redun-
dant. Now a non-linear explanation, a near circular format, is necessary in order to

express the multiplicity of paths customers use to make purchase decis

ions. Hogg (2018)

suggests the journeys can be considered as ‘a sightseeing tour with stops, exploration,

and discussion along the way—all moments when you need to convin

ce people to pick

your brand and stick with it instead of switching to a competitor’ (p. 1). Marketing com-

munications is still used to
different stages in th 'a

influe eople in their journeys, but in
@ S P @ s and increasingly th

ue that there are four distinct phases to the

different ways, at
rough interaction

orary customer decision

and dialo -
D(e@'e omplexity of contemporary journe ’ Et al. (2009) and Siebert et al.

(2
'o%y.
% ase 1 —initial consideration phase — use of brand advertisi@d c
v Phase 2 - active f potential purcha(
w website tool

Q Phase 3
tising

Phase
the consumption exp

Marketing communicati
phases. Success in terms
lihood that customers wil
elements work together.

ontent marketing.

se of interactive

e of a brand - u@n—store adver-
and service up%atsi to enhance

stomers over during these four
r the first cycle i
1.5 sets out the way in which these

increases the like-

2
®% :

The consumer * Active evaluation

an initial set of brd
based on brand perc
and exposure to recent
touch points.

Loyalty 1cop

|E:Itla|-t‘ Moment of
consi s :tra ion purchase

Post-puichase experience
Ongoing exposure

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision journey.

Consumers add or subtract h ,

, the consumer

, Information gathering, shopping mately
i selects a brand at the

moment of purchase.

Figure 1.5 The circular decision-making journey
Source: Court et al. (2009) used with the kind permission of McKinsey.
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Rennie and Protheroe (2020), building on the work of McKinsey, propose a revised
model that focuses on the period between what triggers a purchase and the purchase
decision itself. They call this the ‘messy middle’. See Figure 1.6

Rather than identify several linear or progressive stages in decision making, their
research leads them to believe that there are only two significant mental states. As people
consider search engines, social media, aggregators and review websites, activities distil
to exploration, an expansive activity, and evaluation, a reductive activity. Rennie and Pro-
theroe argue that ‘people |oo Arou se twin modes of exploration and evaluation,
repeating the cycle as m i ~ ke a purchase decision’. What trig-
gers a decisi ||eﬂfav rough t es s heuristics, mental shortcuts
that we d using ratlonal formal and dlf'ﬁc processes We consider
theu r|st|cs as a part of decision making again in
er interpretation of the customer journey is conside
used to maximise engagement opportunities at partlcular
journey. Touchpoints refe asion when a consumer i ts with a brand
h n a channel. These oe physical (as in o ce to-face or

mt) or digital (ej eviews), which ar d a brand’s
dlrect control (i atifying touchpm&erefore is
marketing com tions in

order to influ aging purchas eys and

@ touchpoints is a critical aspe sidered further i pter 16.
Developing a single jour sible approach, and attempts

to manage the various cons der to improve efficiency and
customer satisfaction at ind equally questionable. Rawson

.

eting communica-
points’ on a con-

PURCHASE

Figure 1.6 The messy middle of purchase journeys
Source: Based on Rennie and Protheroe (2020).
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et al. (2013, p. 92) believe that customer satisfaction is not a factor of these multiple, yet
individual interactions, it is the ‘cumulative experiences across multiple touchpoints and in
multiple channels over time’ that influence the overall experience and levels of customer
satisfaction. Indeed, it is the sum of all the different types and forms of engagement
with a brand that appears to be critical. Customers now interact with brands through an
increasingly complex web of channels and media. As a result, attention has shifted from an
emphasis on understanding touchpoints and customer satisfaction to one that is focused
on managing the customer experi (Lemon & Verhoef, 2016).

Subsequent to th i found that organisations using digital
technologi desig d continuously irrk ision journeys can now respond to
customers ey make purchasing decisions, anu also ‘actively shape those
degis urneys’ (Edelman & Singer, 2015). Many lea nisations use journeys to
value to the customer (as well as the brand), and achiev by radically compress-

r eliminating the consideration and evaluation phases. Co rs are consequently
ojected into the loyalty phe elationship. The purcha yney is now config-

sistent a
However,
tations they can also risk
offer what Siebert and hi
inconsistent, they require
tomers involved and exc
gaming, in which attentio
will happen next. This ind
and is determined to co
approach than for smoot
progress at a different pag

e frequency o ision making.
periences satisﬂﬁsmer expec-
ntrast many or tions today
journeys. These are deliberately
predictable in order to keep cus-
ambling, entertainment and video
predictability of the journey, or what
Ustomer anticipates wh@ght happen
Vlanaging sticky journeys re s a different
s, partly because each is unique and because customers
ore on this interesting concept see S%rs’ paper 1.3.

w These journe Q) are referred tOQ oth’ journeys.
Q The assump omers' lives easi@creating con-
: e

eir attention.
ues refer to as
d are intenti
bert et al. reff

e made to the emerging idea that p e journeys and

Finally, reference need:s
&experiences are not always undertaken by individuals. The conceptyof“social customer

Aiurneys’ has been advan

amilton et al. (2021). They refe idea of ‘traveling

Figure 1.7 The accelerated loyalty journey

Source: Edelman and Singer (2017) used with the kind permission of McKinsey.
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companions (or social others on the journey), who interact, directly or indirectly, with the
decision maker through one or more phases of the journey’. The authors believe that
travelling companions not only influence the decision maker, but also the companions’
own journeys. See Scholars’ paper 1.2.

Delivering consumer experiences

ass commumcations and now expect a more

People have become less res n |ve
personalised experlenc ﬁ
[ ou the|r se IVI

attention sp e cﬂcr t
that bran

on th

is a view that considering

nter, with any part of t
annels and at vario
15). Providing
of marketing a
becoming a
Becker an
reconcile the different views
comprises customers’ non-
related stimuli along the cus
As customers interact wit
and media, their purchasing j
N communications is used to
neys. Indeed, the establish
isations, including KPMG, A

of this aspect of marketing.
is a multidimensional constr

©

&otional, behavioural, sensorial and social components (Schmitt, 1

fr purchase journey. Man
z&\e a competitive adva

r's overall decision journey (Rawson et al., 2013). Each to
g ice, brand or organls

which they are purchasing. Their
re more detailed. This means

dellver a more relevant and enga ience at each touchpoint
er's purchase journey. @
individual touchpoints mis igger picture of a

customer/brand
cross multiple
an experience (P & Viassone,

sumers has bec ey aspect
nd experlencesécreasmgly
ce literature is empt to

e that ‘custom erience
es and reactions to offering-

uchpoints in multiple channels
erably more complex. Marketing

mer experiences duri@ese jour-
rience managers at many r organ-
oogle, is recognition of the growing importance
nd Verhoef (2016) believe that custorr%xperience
's cognitive,

), during their

n opportunity
competitors.

olving a customer’s responses to a

periences during the entlreJour
omething that cannot be co

Viewpoint 1.
The Peloton experience

Peloton supply high-tech indoor fitness equip-
ment such as bikes and treadmills, and comple-
ment it with subscription-basesam

pete and share progress in classes taught by
their elite instructors. Unsurprisingly, Peloton
saw sales rocket when the Covid-19 pandemic
forced gyms to shut, and people had to work
from home.

{ON 0CQ

pre
group fitness classes to people in thej E their ommunications:
around the world. Peloton subscnb? (%ffsow Eﬁﬁf

K\

Peloton have mapped how customers think and
feel during the qustomer journey and this helps
& fcentdnd potential customers through

Step 1 - intrigued (with the idea/product).

Step 2 - infatuated (with the desire of bike
ownership).

Step 3 — pragmatic (about logistical issues).
Step 4 - excited (by placing their order).
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Image 1.2 Peloton extend the entire purchas:
customer experience
Source: kali9/E+/Getty Images.

wl

Ste apprehensive (until delivery a

erience).

This map of@ney also enables Pelo.
focus on the ¢ ? experience.

When Peloton d in the UK it opened

9etup).
Step ﬁdiction (to the thrill of the

several showrooms i order that poten-
tial customers could tr q bikes. To a55|st
the process, PR and advertisi J:

brand awareness and to stimulate trl

paign ran for six months across national TV, d|g|—
tal out-of-home, experiential and digital media.
Nearly 25 per cent of the digital work was linked

to Peloton’s website.
Peloton targeted fitness fanatlcs n

Opust  pr ¥ Owusedrtons| o

©

isfaction of achieving their goals. Using artifi-
cial (Al) technology, algorithms w eveloped
to identify user groups with a ikelihood of
purchasing a Peloton bike.

Relat|onsh|ps established ther members,
such as an ‘exercise bu%an be rewarding
but it is the relationshi are made with the
instructors that enh verall experience for
many users. | ot only lead and direct
the cla SeSy, provide leaderboards and

ts con ratulating riders on milestone
a hdays and personal goal attainment. All
of this coalesces into a strong sense of commu-
nity that in turn fuels an incredible 96 per cent
level of retention, and releases further monthly

Search, social media, email, word-of-mouth,

gym users, many of whom often regP(ﬂla(rsS@nawm Peloton’s own uniformed delivery and

a means to improve their body shape. Fitness
fanatics are interested in the exhilaration of a
strong workout. They relish competition, and the

Sources: Brereton (2020); Biggart (2017); Vizard (2018).

installation service, all play an important part in
attracting, enabling and refreshing the entire Pelo-
ton experience.
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Insight

The Peloton customer product and service
experience is crafted around an understand-
ing of the target market, the customer journey,
astute messaging and the knowledge that hi

through trialling in showrooms (even hotels in
the US), to online sales, personalised delivery
and then addiction through use. The Peloton

end technology can be used to fuel co '
and community. Marketin munications s

used to engage audie@ the beginning

experience might represent a ‘sticky’ journey as
N ired and each Peloton ride is
unp

ﬂl,as i ctors seek to keep cus-
tomers involved ed.

e.driven by technology an Wunications

e steps in the Pelo; stomer

-
m
@

Question: To xtent is the Peloton bra
i than the nature of

Task: t possible coma

rney.

©

Scholars’ p

W | Customer journe
? Hamilton, R., Ferraro,
Traveling with compa

Marketing, 85(1), 68-

e essence of this conce aper is that customers invariabl e purchase
jsions with others, an ey are not alone for an entir ney. This also
ans that some custome eriences are shared, includig e with artificial

| e agents who serve as surrogates for social 00 is very accessible

.L., & Mukhopadhyay, A. (2Q21).
he social customer journey. Journglof

in
papehisia t read for both students/academics aswéll actitioners.

See also: l =

Becker, L., & Jaak ONust@ Grience: Fundamental premises and im-
plications for research. Journal of the Academy of Marketing Science, 48(4), 630-648.
Siebert, A., Gopaldas, A., Lindridge, A., & Sim&es, C. (2020). Customer experience
journeys: Loyalty loops versus involvement spirals. Journal of Marketing, 84(4),

66 Sample provided via
Lemon, K.N., & Verhgef, P.C. (2016). Understanding customer experience through

the customer journe MF[SO/B‘(GMMA/MSI Special Issue, 80(6), 69-96.

Marketing communications in an international context

For organisations operating in international markets there are a host of economic, cul-
tural, social, legal, educational, attitudinal and religious differences that usually need to
be considered. Brand managers might be conversant with the marketing environment at
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home but, as they move outside the country or region, it is likely that their knowledge and
understanding of market characteristics, such as prices, market channels, finance, customer
behaviour and knowledge, media and competitors, will be less informed.

Developing marketing communications for overseas markets has always been seen as
particularly challenging for organisations. Understanding the differences in consumers’
beliefs and values and interpreting the sometimes subtle nuances that exist between cul-
tures has challenged brand managers for decades (Melewar et al., 2000). The complexities
of creating international or o S al c igns, and the decreased level of control that often
accompanies interna | eﬁ t, provides additional uncertainty. It is
not unsurpsising that thérisks assoaated al and global campaigns are seen

to be n those for their home country /
v en campaigns are created for single-count ven the global nature of
, particularly digital platforms, it is likely that comm will be seen in a num-
countries. Brands, therefore need to consider how thelr ges will be received

different cultures and e
organisation’s hom

even if the campaign to be used in the

Culture is es, beliefs, cu nd symbols of
particular s vide |nd|V|dua|s¢the|r identity.
Itis cultu to be accepta haviour and
influence aviours an cations needs t ure that cul-
ture is respected, otherwi gns will be seen ensive, and

this is likely to have a ne
to meet the local marke
norms. Melewar et al. (2
advertising in Middle Ea
to avoid showing food b
modestly dressed.
Other aspects of cultu
considerations for mark
share meaning in society.
need to consider how other

. Campaigns are often adapted
and language adhere to cultural
of meeting cultural norms when
ple, they suggest advertisers need
hand and suggest w are shown

s language, symbols and religion aregggqually important
munications. Language is a symbo&vice used to

ore, the words and style of languag in campaigns
embers of that society will receive the age. Translating
vertising from one lan o another can be problematic vertisers need to
re that the campaign e is retained and understoo local market.
an|sat|ons need to be mindful of the imagery used ertising, public rela-
irect mail campaigns, to avoid infringing aau 's aesthetic codes. The
cloth dels for use in international an arketing communications
material ¢ arly problematicgandsit uncommon for some photo-
graphy and film O‘G/Nh models wearing different clothing to
align with local dress
Religion has always played an important part in shaping the values and attitudes of soci-
ety and is an important cultural consideration. Care needs to be taken not to offend reli-
gious beliefs and their associated artefacts. Turnbull, Howe-Walsh and Boulanouar (2016)
suggest orgﬁampl@ pr@ﬁk]d @dti\[el‘@cs when developing messages for
Muslim audiences. They argue that advertising needs to be mindful of both the socio-cul-
tural and religious se XSSMHGQ)Eﬁnes and when targeting Muslim consumers.
Using imagery such as statues is seen as being insensitive to Islamic tradition and to be
avoided. Other considerations, such as avoiding comparative advertising and respect for
elders, are highlighted.
Although many organisations go to great lengths to ensure that they get their commu-
nications right, with some pre-testing their messages across countries, blunders are not
uncommon. For example, the US beer brand Coors launched their "Turn it Loose’ cam-

paign in Spain. Unfortunately, the translation of the tag line reads as ‘suffer from diarrhoea’
(MediaBeacon, n.d.).
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& varro et al., 2010).

Standardisation versus adaptation

The dilemma that has faced organisations is whether they should use a single creative
platform that can run globally across markets, or to adapt messages to meet the needs
of each individual market.

Since Levitt (1983) published his work on global branding, declaring the world had
become a global marketplace, the issue of whether to standardise messages or adapt

campaigns to meet the needs if Iocaﬁkets has been a topic that has received signif-

icant discussion.

Standar “ o!
Stan ion offers two key advantages for brands is the potential for

cost efficiencies associated with adopting a un|for ach to marketing
nications. Organisations can save on creatlve developmen production costs

ing the same creativ assets across marke | makes better
scale leveraged, isations have
tion. This means here is the

r-scale campaigns.

of resources an

e opportunity
otential for

The seco dvantage of a standardised a is that it presents_a‘consistent

see a brand message, it will

ontally integrat paigns

many global brands opt for a

global brand
be the same; message consi
is very compelling, and it is
standardised approach.
While standardisation off
sage synergy, several proble
al. (2015) highlight the cultur.
language diversity, alternativ
of the impediments to stand
nd argue that ignoring loca

s such as cost savings and mes-
adopting this strategy. Kanso et

rs across markets, diﬁe“festyles
res and government regulat ionis as some
. Some authors have warned against ardisation

nd culture does not provide compe ﬂ‘ dvantage

tation 36
g messages to meet t eeds of local markets prowde rnative approach

for 0 ions. The argument in favour of this approach the different needs
of cons argues that even if suitable advertisi | could be identified as
having univers itis unllkely that consumers ac ernational boundaries share
similar experien || t| ss |nfor ation in a standardised way, or
to ascribe s|m||ar sets o t ey perceive. Using ideas and message
concepts developed centrally may be inappropriate for local markets and less effective at
engaging audiences.

Adaptation considers the ditferent cultural environment of each local market. Messages

are developed tSanhtTE(!) ! haes V](ﬂ'etf iguage is used. This may mean for
le

example, that in some M st countries Arabic calligraphy may replace typefaces in
advertising copy. This sBea lIsoléfsuresihat local advertising regulations are consid-
ered when campaigns are developed.

The strategic choice of whether to standardise or adapt marketing messages is a
complex one and in practice few organisations operate at either end of the spectrum.
Most brands tend to use a ‘middle of the road’ or contingency approach (Melewar et al.,
2000). This means that there is a degree of standardisation that occurs, and organisations
will try to make cost savings whenever possible by using existing creative material across
markets.
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Some organisations choose to adopt a strategy of ‘glocalisation’. This means that the
organisation develops a global creative platform centrally and then allows the local mar-
kets to adapt or localise the creative. This has the advantage of offering a more consistent
brand style across markets and is also tailored to local culture.

Global consumer culture theory

An alternative theory lain strategies for global marketing in recent
years is global consurp 6 nould & Thompson, 2005). The theory
of GCCT s tRat globallsatlon o ma d to the emergence of a global
cons re, with consumers who share si and consumption values.
T gsumers are not bound by where they live a market segment exists
borders. Sharifonnasabi et al. (2020) show that GCC n considered in terms
omogenisation, glocal|sat|on and more recently, deterritori

evelop positioning
strategies for bra thors argue that g consumers have
ossible for bra develop posi-
propose globa umer culture
use to identify their brand as a
e two alternatives to GCCP; local
mer culture pomng (FCCP).
y association with shared global
eanings within their message. A
at GCCP is frequently being used
, 2015). The findings highlighted how

culture such as luxury @s and well-
s such as Pokémon and soccer’players were
vertising in Japan.

consumer culture positi
LCCP refers to when an
cultural meanings and in
study of advertising from
as a positioning strategy
GCCP appeals in the US
known sports brands. Si
identified in GCCP appe

The suggestion here i andardisation of advertising may b ffective route
for more global brands. T entification of a global culture allows isations to use
h

a eal to a wider cultural base. Dev%fng a position and
| across borders allows organis o take advantage
ential to save costs. :1

% t of social media in a ontext
Sheth (202 gso ﬂetﬁion finternational marketing and com-

munication, base iples associated with GCCT. He refers to the
explosive growth, ‘a tsunami’, in hls words, of social media. The numbers of people who
are active monthly users of Facebook alone equate to the emergence of a new nation, the
‘Facebook Nation'. He argues that this transnational, not international, new nation is sub-

ject to little io eloped as a truly global village with
an assoaate m 1 h?gmégﬁlj Iaczs such as Alibaba and Amazon.

The significance Pearsﬁlnlrgerhal brand context is observed by Kim et al.
(2019). They refer to the importance of social media to managers because it provides an
immediate reflection of what is happening to brands across markets. Sheth argues that
digital campaigns can no longer be clearly delineated by markets. This is because inter-
national markets are no longer rigidly defined, as there is leakage through social media
channels across regions, resulting in market distortion. The outcome is ‘that it is becoming

increasingly difficult for international brands to contain themselves within single markets as
local issues seldom remain local’ (p. 5). This, Sheth suggests, will lead to a ‘global village'

lobal media and has t
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where ‘social groups (tribes) will become more prevalent and displace the nation-states.
International marketing managers will have to target their communication and campaigns
to these global villages in the new world of social media tribes’ (p. 10).

Viewpoint 1.3

Global brands approachic “@MNO

Ld

Image 1.3 Thes ?\ ional houses on the coast
focus its communicatidns, on local storytelling

Source: Josef kubes/12

t
global awareness and establishits
These are regarded as competitive,
irreverent, ambitious and bold. When Nike
introduced its NikelD co-creation platform, it
enabled consumers to design the products they
wanted. Through this approsla\iﬂﬁ Iﬁ:'p
customised products that align with differe

cultural preferences and styles.

Nike used high-pro i tising, celebrity
endorsement and spon ré QOth drive
is

Red Bull with its distinctive red identity, hosts
and sponsors extreme sports events such as
air races, windsurfing, BMX, mountain biking,
Formula 1, snowboarding, cliff diving and free-
style motocross, as well as supporting concerts

.ano a Mare, ltaly, provide Airbnb a
Y i |
N

Pearso

and music festival d the world. This not
only complem e adrenalin-fuelled drink,
ariety and excitement of the events

i powerful customer experience. Red
Bull also produces high-end action sports and
youth-culture-oriented content distributed
across interactive and linear media.

rovii‘dﬂdgwa marketing communications

strategy is founded upon localisation. The
MbGdd HEl a dedicated department responsi-
ble for making the site accessible around the
globe. The brand focuses on local storytelling,
which serves to develop trust and a sense of
community between hosts and travellers. The
brand’s move into streaming its own original
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travel-related entertainment emphasises its
global positioning.

Although the Coca-Cola bottle is recognised
universally, its strategy to adapt to local

the brand'’s global development. Coca-Cola’s
strategy is founded on universal values such
as sharing and happiness, as well as own-
ing the colour red. These are then localised

by featuring local celebrities and cultural

tastes and cultural preferences, including its
references.

marketing communications, has underpinned
Inlea (2020); Lapo N o
\ . 0

Insight
These exam w that brands do not prac-
tise marketi mmunications at the extremes

of the s?dlsatlon/adaptation
Differ ds adopt differe

Whed unicating with

Sources: Campaign (2020);

They create individual& aches that are

partly a reflection of their e, the nature of

oduct/service, and the ﬁﬁoach to the

<

Queshigh? To what extent do you belie ilar beliefs and mmption
values globally?
Task: Consider each of the examp eir marketing communications

incline towards standardisatiq

@)

—
v

> L

r‘@al

Scholars r1.3

L
lture and soc edia impact inter

tlng

She q 0) Borderless media: Ret$g international market-
ing. Jourhal 3-12.

This is an excellent pap t not only provides a review of the various
approaches to |nternat|ona| marketlng, but also signals how the impact of social
media is going to affect international marketing practices.

Seealso: Sample provided via
Sharifonnasabi, Z ardh| F & Luedicke, M.K. (2020). How globalization affects

consumers: Insig &gﬁrgjlobahzatlon research. Marketing
Theory, 20(3), September 273 298.

Meyer, M. (2017). Cultural behaviour determinants of the global consumer. Handel
Wewnétrzny, 1, 230-239.

Levitt, T. (1983, May/June). The globalization of markets. Harvard Business Review,
61, 92-102.
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Marketing communications in a technological context

Technological developments have always had an impact on marketing communications.
From the creation of the printing press, to the development of radio, and then television,
which enabled brands to get closer to their audiences. In the past 30 years it has been digi-
tal technology and the internet in particular that have had not only a huge and significant

ud
9’(

impact but have also dis
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peiane ) 7 persﬁgza r b‘ Weeem more effective
Data analysis Improved targeting messages Budget targeting
Measurement, and insights accountability
feedback and results Lower risks with improved Reduced number of
Reduced margins of media resources used
Real-time campaign error and more experimentation Improved margins
adjustments reliable campaign Improved margins
measurement Optimisation
Faster media-buying opportunities
e AN AN AN X J

Figure 1.8 Benefits of using contemporary technologies within marketing communications
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Volume Velocity Variety Veracity Value Variability J

T 7 1 _ 1 7 I | =

N N N N N dimensions of

Big Data
The different The accuracy The benefits The different
data formats: e datagan created for users ways in which
structure ubs derganisations Big Data can
semi-structur lysesith: be used and
a’ re undertake hemain va formatted
structured lies'withi

The sheer
magnitude of
data that
organisations
collect from a

The near real-
time speed at
which the data
is created,
stored,
analysed and
visualise

array of
sources

analysis of raw
primary data

—

Figure 1.9 The i’&Big Data

w Organisation disciplines but in eting it can pro-
vide deep insi then be used to r personalised
communi i e the quality o mer engage-
ment an iences (Botelho & Bigelow, 202 A
@ The utilisati i i ous impact onm ting com-
munications. It can help ith detail not p sly known,
including knowledge of t those that are claimed, which are
gleaned from surveys an sed to segment and target audi-
ences as narrowly as a sin tinto the media used as individuals
move through purchase | sed not only to me a purchase
N click but also to determi were that the |nd|V|du®—xsumer was
? exposed to on a particula ese and other outputs from th e use of Big Data

are considered in later ch

derstand cons
|, real behavio
nnaires. Big
n and provi

Data management platforms

Data is harnessed by nagement platforms (DMPs) chents and agen-
can centrallse the con Il their audience and campal . DMPs use first- and
data from online, mobile and offline source ollect, classify, analyse
data to other platforms such as those use, eted advertising, content

custo d campalgn management.
Among fits, this enabl ||mts implement customised re-target-
ing campaigns 6;&: @ d behaviours. They can also optimise their
websites so that conten omiséd for different customers, and measure campaign

performance. In addition, DMPs enable audience segmentation and targeting, and media
integration, as well as real-time campaign and audience analytics. DMPs have spurred the
technologicalrevolution, by focusin eed.to understand what the data reveals.
That means itist rlﬂ %&I thVcll% itself that is critical (King, 2016).

Peanon .com
Programmatic technologies

Programmatic technologies are concerned with the automatic buying of digital adver-
tising space, using data from a DMP, to decide which ads to buy and how much to pay
for them. This is often undertaken in real time. When looked at in terms of traditional
approaches when publishers ran campaigns, programmatic reverts the management and
measurement to the advertiser (Rogers, 2017).

Programmatic enables advertisers to target very exact audiences, at precisely the right time,
in the right context and with the right creative message. In addition, campaigns can be adjusted
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or optimised, based on real-time information, to re-target audiences and to deliver more
appropriate messages. Media budgets can also be optimised to reflect changing campaign
conditions. More information about programmatic media buying can be found in Chapter 16.

Mobile

Of all the new technologies, it is the near-saturation ownership of a mobile device, and

the pervasiveness of smartpho ar, that has arguably had the greatest impact

on the media landscape, ﬁc@ W tions. Consumers now spend much

longer (an e ur Woursy'each day with m m pre-mobile era and stay con-

nected t et for longer using mobile devices 96 per cent of UK house-
at;]shobile phone and 92 per cent of UK adults

smartphone (O'Dea,

ith a major part of their usage geared to social me
e's always on’ and roaming capability presents adver‘use@h an opportunity
nsumers’ desires at the oment, at the
age users through ound touch,

ersive, multls periences
turn presents a & of oppor-
e, but add the ﬂnous rise

and virtual re chnolo-
orship, and itis not a surprise

in the use of social media, vi
gies, plus product placemen
that mobile has become the

Consolidation and
and as a result many orga@ions are

ples include deals such as Meta'’s purghase of Giphy

Technology has forced med
moving into unfamiliar mark

oln 2020, Apple’s takeover of in 2018, and Amazon'’s acquisition of in 2019.
This means that while the panies previously operated in sepa ctors, con-
& ence has brought them into direct competition with one another. Contvergence and
tion activity can be see gh consoles such as the PS5 and eries X, which
&eaming apps such as Amazon Prime and Now TV, a sed through the
een

isations seek to package different technologies % and in doing so offer
h|gh lev —funct|onal|ty For example, Virgin r phone, mobile phone,
broadband an S ackages as one tiopa T vides advertisers with access
to a range of potent| Q éer as the supply of content now outstrips
demand, it is inevitable th || b rm of market consolidation (Rajan, 2020).

Global companies such as Apple, Google, Meta, Amazon and Microsoft are recon-
figuring themselves to compete in new markets, introducing new advertising platforms,
investing heavily in innovation and derlng technological change. For example, Meta is
investing heawl)s l‘@d B Wi edSWﬂat allow users to add digital fea-
tures to their view of the.world. aJanmgéalso points to the growth of gaming, which
accelerated through th expected to grow as the availability of
superfast broadband continues.

We have referred to only a limited number of ways in which technology has influenced
marketing communications. Other developments include the introduction of 5G, the evo-
lution of social media, including viral marketing, the penetration of voice and chatbots,
Al-powered augmented and virtual realities, and the rollout of targeted apps, all of which
are considered in Chapter 15. What is common to all these technology-enabled marketing
communications is the change in consumer behaviour that they generate. These changes
are explored in Chapter 3, but for clients and agencies they have disrupted their use of
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marketing communications. The impacts have been felt in terms of strategy and plan-
ning, tactics, more precise segmenting and targeting of audiences, more effective use of
budgets and reduction in the amount of waste, real-time optimisation, more media-based
experimentation, and highly tuned measurement and campaign management. In addition,
there are changes in agency structures, operations and the skill sets required to deliver
optimal returns for their clients. These are also explored in later chapters.

The final comment at this stage is reserved for the way in which technology has brought

to the surface several ethicalissue se include concerns associated with data privacy,
taste and decency asa ith Q nd misplaced ads, plus deception and
misrepres, ionPwhiéh are explored'in t %0&
’ 3}
holars’ paper 1.4

How does t t marketing? 7,

Just as the title indic
Al will impact marketi
background material
absorbed in jargon an

eresting insigh the way
haviour. It provides insightful
t concepts without becoming

See also:
Puntoni, S., Walker Re otti, S. (2021). Consum@hd artifi-

? cial intelligence: An e ective. Journal of Marketing, 85(1), 131-151.
n, R., & Lecinski, J. (2019). Understan the

Kumar, V., Rajan, B., Vi
role of artificial intellig personalized engagement marketing€alifornia

& Management Review, 61(4), 135-155. é
walthouse, E.C., &Li, ). Opportunities for and pitfall: g Big Data in

dvertising research. J f Advertising, 46(2), 227-23
fr s, M., Wagner, U., & Béck, A.-M. (2017). The effe dia multitasking on

|§g message effectiveness. Psychology & ig , 34(2), 138-156.

-
Marketing communic tmsqg ethical context

Any introduction to marketing communications would not be complete without a consid-
eration of th&am ciatéd with'its d&dﬂVlahe study of morality, and it involves
those practices and activities that are importantly right and wrong (De George, 1999). Mar-
keting communicati @%SQmMe moral considerations that apply to human
affairs in general. As organisations seek advantage in increasingly competitive and turbulent
markets, so they must be held accountable for the decisions and actions they undertake.

Genuinely ethical brands need to distinguish and differentiate themselves from com-
petitors to ensure that they deliver both the functional and the symbolic needs of custom-
ers. This requires an understanding of their customers’ values and then communicating
appropriately. Here functionality refers to a brand’s ability to satisfy utilitarian needs, while
the symbolic dimensions are those aspects of a brand that enable consumers to express
something about themselves.
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Table 1.1 Areas of ethical concern in marketing communications

Mass manipulation The use of advertising, primarily, to manipulate people into buying products they do
not want. This view is often used when reviewing the use of advertising in political
critiques of capitalistic society.

Truth-telling The need to present aud|ences with factually correct and transparent information, and
not to lie, mpany or an offering’s attributes.
Vulnerable groups recké ith people (groups) who are unable
informed decisi ch|I P ople with learning difficulties,
ly people, the recently bereaved and pe
Privacy and respect ‘1 To respect the wish of some people not be sent dire catlons and to refrain

distress or shock.

<

Incentives, bribe extortion

Q
©

from using communications that are annoying, harassing o, Eause unwarranted

Taste and decency The use of com not either deliberately or i ently offend

cheat and wolateﬁ tive justice.
be considered in riate use

s issues associa!ed with the

ct ethical standards. Some of

the use of corporate
eting communications.

e that there a
me of which

Brands, however, need t
use of marketing communic
these are set out in Table 1.

Brands should ensure th
words, ensure that the ethi
siderate actions, events and
caused considerable advers

ys satisfy these issues. In other
and complemented gh con-
ple, a Peloton ad (see oint 1.2)

ntas it depicted a man giving his wif%iloton asa

Christmas gift. Reactions on edia included ‘sexist’, ‘out of touch’ a eranged’
9 ichallon, 2019).

&n addition to a brand’s self-awareness of societal norms and morals, advertising

| try provides a further co I umbrella. One form of control cised through

jon administered
g one of the best

legislation and anoth ajority, is through informal r
quntary self-controls. Indeed, the UK is regarded a

self— uI frameworks in the world. All advertising is y codes of practice
that ha ? ablished to protect the consumer e advertising is honest,
legal, decent 0 | These codes of p ained by the Committee of
Advertising Practice ﬂ by aII advertisers, media and agencies.

The codes are enforce o dards Authority (ASA) and regulate all
forms of advertising, |nc|ud|ng banner and display ads, paid-for search, company web-
sites and networking sites such as Twitter and Facebook, commercial email and SMS text
message ads, in-app ads and online behavioural advertising (OBA).

Earlier we cor]sarﬁjppl aquovmdleﬂowa@tmg communications, and one

major development concerns the increasing use of Al. Davenport et al. (2020) consider
a range of issues that hav&anide® i e tERded use of Al, including the degree to
which the management of data and associated privacy issues should be governed by
self-regulation or legislation. The answer is partly determined by the prevailing culture
and societal norms.

Another important consideration concerns the way brands use social media advertising
regardless of the impact it can have on some people. Organisations have a responsibil-
ity to ensure that their communications do not adversely affect people, yet the mental
health of some ad recipients, most notably young adults, may be jeopardised by continual
exposure to social media advertising. People with poor self-regulation skills are, according
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to Russell and Rogers (2019), at greater risk through their heavy use of social media, of
suffering from anxiety, depression and fear of missing out (FOMO). Here, self-regulation
refers to an individual’s ability to exert control over themselves by changing the way they
think, feel or behave. The weaker the ability to apply self-regulatory skills, the poorer the
likely psychological outcomes.

In view of these risks, brands might consider providing disclaimers with their adver-
tising, when messaging in environments that potentially can affect health, safety or the
financial welfare of potentialgcustamess, such as gambling. The important point is that
brands should evaluate their use of marketing éemmunications within recently developed
technologicalicontextsfrom an ethical pefspective.

ine a light

Image 1.4 Halonix responded to the public’s identification of crime spots in Delhi by installing street lighting
Source: Aleksander Ilin/123RF.

The Indian energy company @%wmmlléﬁto\zjﬁgae {He'ébrand was framed meaningfully

boards to communicate its bran supplementing Delhi’s energy grid, assist-

Delhi’s dreadful reputation as India’s fAge@dpitaty ) im0 thgefforts of the police force and contributing

Using an online poll, the public helped identify  to a reduction in the number of rape crimes. The

and prioritise the streets and areas in most need  campaign proved so successful that the Indian

of improved lighting. population expressly requested that the campaign
Halonix then installed a variety of lighting solu-  be rolled out nationally.

tions, which featured their brand name, but at the

Source: Brodsky (2017).
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Insight

This example demonstrates how marketing  provide a practical solution. They engaged not

communications can be used ethically within  only with the core social issue but also with their

a public sector and business-to-business (B2B)  various audiences. They used their brand name

context. Halonix demonstrated their recog- to communicate their involvement and social

nition and sympathy with a social i é ? hout overshadowing the cause
e}

working with numerous publl;orggn rtb

Question: ow her energy companies in India react to the strategy a y Halonix?
Task: ther energy company, i our choice, and deter yhether they
en involved in an j ¢

Q e
Q
© Scholars’ p

Acting unethicall

Woo, H., Jung, S., & J
themselves? The exte

? consumer behaviors a

Review, 29(1), 193-21

This paper provides an interesting consideration of the role of negat licity sur-
unding a brand following &

ident or event. In particular, attent iven to the
ct of various recovery es on consumers’ behavioural %ses and brand
i ? nance model.

{l The focus is on soci ange theory and Keller's Brg
Se @
Schaus eill, M. (2017). Have the ethics ch examination of
ethics in ad |$i$b1ﬁlat6 ag rnal of Mass Media Ethics,

8r can brands go to@end
Blicity impact on proact

d equity. Business Ethics: A Eurﬁan

32(1), 45-60.

Badger, M., Bronstein, C., & Lambiase, J. (2018). #NomenNotObjects: Madonna
Badger takes on objectification. Advertising & Society Quarterly, 19(1).

Sample provided via
Comment Pearson.com

This chapter has considered several issues that involve or impact the way marketing com-
munications is developed and deployed by organisations. One remaining issue needs
consideration, namely the impact Covid-19 and the pandemic has had on consumers,
organisations, agencies and clients who populate the world of marketing communications.

The crisis that exploded in 2020 generated a huge number of changes, in a very
short period of time. Many of these adjustments are expected to be long lasting as the
economic aftermath unfolds. These changes have influenced all aspects of marketing
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communications, but buyer behaviour and the media have been transformed by the crisis.
There was a major shift in the number and frequency of people using online purchasing.
There was a swing towards local shopping and a preference for local produce. People
became more of aware of the health and safety aspects associated with the products they
consume, while the reliability of products to continue to deliver functionality, as well as
value, became more important purchasing criteria. Brand switching became more frequent
as value for money, availability, proximity and flexibility became key factors for purchasing
(Martinez, 2020). Consumerssdemonstrated their agility by trying new brands, stores and
websites. N
Media ell.

has changed as w u the fir d second lockdowns, advertising

budg ashed but usage of both social m ive TV rose. Video and audio
stry usage also increased while outdoor advertisi . of course, cinema suffered
e press suffered a large drop in revenues, but o # line activity increased

antially.

ve had to demonstrate
ith the increasing
the continued nd the trend to
consumer ring heavily (Sentan
are seeki rness artificial intelligence
technolo ile progra igitechnologies a

Brands need to be changing soc
(2020) refer to a 'growi of doing the
“being all in this togeth s should be
associations carefully, a
send to customers are
pushed privacy and ethi
standards.

to be able change
ence of mobile,
ore direct-to-
n addition, brands and advertisers
ore, especially in the light of 5G
used increasingly.
rms. For exammrora et al.
ings, looking after society, and
the need to choose projects and

y, their employees and partners
nt. In addition, the pandemic has

genda as consumers@and higher

of marketing communication by engaging audi-
es does it becomes possible to provoke and sustain conversations.

° ent is a function of two forms of desired @; ne to drive brand values

an g' to drive brand responses.

e The task rrie unicatio re'Based within a need to differentiate, re-
inforce, inform Wdi@ ink and behave in particular ways (DRIP).

* The purpose of marketing communications is to prompt engagement and to promote

conversations with and among audiences. Through the development and presentation
of relevant messages the aim is to encourage particular attitudinal, emotional or behav-

oural escGrpple provided via

* The marketing cgmmunications mix consists of various tools, media and messages
(content) that are s%a)rrégnn&\&% provoke audience-centred conversations.
The five tools, three categories of media and four types of messages can be configured
in different ways to meet the needs of target audiences.

* As consumers progress through purchase decision journeys, marketing communications
is used to maximise engagement opportunities at particular ‘touchpoints’ or occasions
when a consumer interacts with a brand within a channel.

e The complexity of customer journeys has focused attention on a brand’s need to identify
and enhance the customer experience throughout an entire customer journey.
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e Organisations using marketing communications in international markets need to
observe and openly respect local and regional cultures. These concern the values,
beliefs, customs, symbols, language, and religious properties and characteristics that
provide individuals and societies with their identity.

e Afundamental decision for firms operating in the global marketplace concerns whether
to standardise communication messages or adapt campaigns to meet the needs of local
markets.

e Global consumer cult hoNy lobalisation of markets has led to the
emergence o glgaa r culture, ctu rs who share similar beliefs and
§ o

consumpt lues. These consumers are no yawhere they live and so this
mark nt exists across borders. J
S edia has transformed international marke g}actices, including
nications.

impact of Big Data, d latforms, programm ?d mobile tech-
nologies, among o t only aspects of ¢ er behaviour

w of the communications industry.
q | isati and societal issghen using
i ut mass manipulation, telling
@ the truth, icati ng individual rights to privacy
and respect, communica with decency, voiding

situations where accusati entives, briber tortion could be levelled.

Sample provided via
Pearson.com
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ed themselves with a host of nostalgic cultural

, Teg;}
moments and characters from Bullseye to Mr Blobby Mhlig e relationship between the brand and the nation.

Source: Tesco. Reproduced with permission by IPA.

Tesco's success as the UK's leading supermarket

Internally, stories emerged of supplier payments

came to an abrupt halt in 20145 Hityley 1@35\ro\riad%#vvi;a delayed and customers being mis-
tion of external and internal factors, TesP wth ed

o's gr
stalled. Externally, new competitors su
man retailers (Aldi and Lidl) changed price and value
perceptions, while premium players such as Wait-
rose, Marks and Spencer and Sainsbury’s positioned
themselves around higher-quality food.

Shopping behaviour had also changed. By 2014
over 50 per cent of shoppers chose to complete their
main shop across two to four grocers, shifting away
from the traditional out-of-town one-stop big shop
that had served Tesco so well through the 1990s.
Home delivery had also started to impact.

, while the category-wide ‘horse meat contamina-

CP@W I i€ ek raised questions about supply chains. Then,

in 2014, Tesco's share price plunged after it emerged
that the business had been overstating profits.
Drastic action was required and Tesco responded
with a five-year recovery plan, involving three core activ-
ities. First, Tesco needed to rebuild trust by putting cus-
tomers at the heart of the business. Second, it needed
to change perceptions of food quality by demonstrating
that Tesco cared about the food its customers created.
Third, the company needed to restore value percep-
tions by simplifying and rebuilding Tesco's offering.
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Rebuilding trust

Tesco decided it should put ‘serving customers’ back
at the heart of its business. This required several cul-
tural changes. The arrival of Dave Lewis as Tesco's first
CEO from outside the business reset the ethos of the
company, emphasising transparency, acts over words,
and serving customers. A new narrative ‘From run-
ning shops to serving customers' became t
stone of Tesco's new purpose. v 0
To deliver the ‘serving cust“ position, sev-
eral changes to the compan°> nications were
required:

® Previous campai focused solely on the
short-term, essgqtially price promotions. The n
approach rebalaficed the media inv

favour of ¢ )gns that suppor

brand-bas blectives.

e Tesco's share of voice (SOV) d to share of
market a end was in lon
needed restored to the stature of T

scale and ambition to serve.

® By re-weighting its media mix it was able to
reflect people’s evolving media consumption
resulted in down-weighting print and up-w

ing digitmnd.

* To rebuil tionships both inside and ou
of the bu customers and Tesco collea
were place nt and centre of its campa

This demonsw its shift to serving customers
through mess f ‘helpfulness’.

o Communication? lanned around maxim
Tesco's unique ow! nnels: over 2,300 stores,
330,000 employees, ? cks 17 million Tesco
Clubcard members, the
host of other websites. Th|s
of the nation before even pay
and was estimated to be worth £
annual media value.

agazme and a
over half
yin N

A trinity of people, stories and food was created,
referred to as ‘Food Love Stories, brought to you by
Tesco'. This was a series of tales that used food to
deliver love. This redefined how Tesco treated food
both internally and externally, from new dialogue
with suppliers and colleagues, to new recipes, food
inspiration and meal deals.

ﬁm lans used to deliver the Food Love Stories

ur elements:
1. The tastle
and build bran .
storytelling medium.

e amplified to drive reach
s added as a natural

2. Stories were made perso egmenting by

meal type, occasion, famlly )p and conven-
d further relevanc

ght to life and eep and
ful ways throug
int of sale POS e cards
ine and Tesco s well

as in-store.

nd optimised as stories were
his resulted in shifts from dis-
eighting out-of-home (OOH)

communications had been poor,
ort- and long-form co strate-

retold and

The Food Love Stories campaign he the brand
shift away from the ‘pile it high an cheap’, to
‘serving customers through the ey loved to

make’.

Restoring value perce,

By 2014, Tesco had 32
mechanics (e.g.

nd value promotion
one -free) and focused
the vast ma orlt o store media budget on price
ons Cldbcard had become complex and

h different ways for using points. Com-

pared to the German retailers’ simplicity of low prices,
Tesco looked complicated, confusing and out of touch.
Meanwhile, customers were walking away with extra

Repairing Tesco's food creCSathllsP Up rbmd@dbmthat they felt they didn’t need.
omm

Tesco's relatively low level of food qualit
nications between 2010 and 2014 whlch
on pricing) and a lack of product development com-
pared to its competitors exacerbated the lack of trust
and food scandals.

Food plays an integral role in our lives evoking
memories, anniversaries, holidays, special occasions
and good times shared. Tesco made a shift in focus:
from the food it sells, to the food you love to make
for the people you love.

It was necessary to simplify and rebuild Tesco’s

&t &P OFLOHdriNg. Previously there had been a focus on

transactional value such as the rational equation of
getting more for less. However, talking further to
customers revealed the importance of the feeling
of value. The emotion-driven pride of being able to
provide more for the family, the reassurance that you
knew where you stood, or the excitement of getting
something you wouldn’t normally be able to afford.
Tesco's role was to help make this achievable.



Tesco introduced a series of innovative products
and services that provided customer value in new
ways. It introduced seven simple value mechanics,
including a simplified Clubcard, based on easy maths.
All of these needed to be communicated clearly.

In order to reassure consumers on the essentials,
such as the new value range of ‘Exclusively at Tesco’

brands, communications were framed around -
per needs.
These messages were del] d ttough’a ‘virtual

g together front
s’ (a first), and combin-
edia partnership with The
regional titles. Tesco's exclu-
nership with The Sun se
block out the cafpetition in paper a
This was%plemented by
on targetgé oppers usin
Tesco's first ®er data mana platform (DMP)
to deliv ater relevancy cial, displaygvi
digital a@and addressable TV.

shop window’, created

ing it with a long-te
Sun, Daily Mirror
sive news bra

data from

Review questions

Tesco wquestions

1. Evaluawe main role of marketing com
tions in?esco recovery programme.

. Using th framework, explain the ke
that mark ommunications was requir
accomplish

communications were used in the ‘Food

Love Stories’ cam /
General questions 0 ‘ 0
1. Define marketing communications. rN

key elements in the definition?

co.
. Examine the n&l ents of the marketi
t
pg'

. How might the contribution of the tools differ
from those of the media within a marketing com-
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The outcomes
Over the five years of Tesco's recovery plan, repu-
tation, quality and value all experienced improve-
ments on a scale previously unseen in the category.
In 2019 the business posted its highest profits
(+£2.21 billion) since a pre-tax loss of £6 billion in
February 2015.
M ainunications became a vital part of Tesco’s
?ati e to consumers, the city and other
Tesco sta ho@ -weighting the plan to support
campaigns wi rm objectives, a single-
minded focus on m& are of voice (SOV), and
a media mix that reﬂec& ppers’ actual media
usage gave Tesco a stror@dation from which

edited version of a r submitted to

Awards 2020. It ha% reproduced
ission of the IPA, WARE, Tesco, and

MediaCom who e original

the IPA

. Identify the different ways in whi
engaged its audiences.

e influenced

ing communica-

5. Explain how the key target
the configuration of the m

tions mix. !
Q.
Q te the ways in which engagement might

vary across international borders.

5. Explain how marketing communications might
differ within consumer and business marketing

munications programme? Sa m ple p rOVid'edleVi a

. Discuss the way in which brands can
their customer experiences.

P&4&F¥son.com




38 Part1 Anintroduction to marketing communications

References for Chapter 1

Akhtar, P., Khan, Z., Tarba, S., & Jayawickrama, U. (2018). The Internet of Things, dynamic
data and information processing capabilities, and operational agility. Technological Fore-
casting and Social Change, 136, November, 307-316.

Alden, D.L., Steenkamp, J.B.E., & Batra, R. (1 999) Brand positioning through advertising

in Asia, North America, and f global consumer culture. The Journal of
Marketing, 63(1), 75— SQ I
Arnould, E.J.; nﬁso (2005). Consumer aultur: (CCT): Twenty years of

of Consumer Research, 31(4), 868-8 }
). Reimagining
insey.com/business-

ions/marketing-and-sales/our- |n5|ghts/re|mag|n|ng marketmg i —next—normal
cessed 28 March 2022
w rand Lorna Jane @5m for
. https://www.the ian.com/

thes-

of relationship sﬁc knowl-
4-123.

ental premises and implica-
ience, 48(4), 630-648.

rs: 3 key lessons from Peloton'’s

log/201 7/08/pe|otor‘@ket-

. TechTarget. https://searchdatamanagement.tech-
ssed 28 March 2022). r%

ed-5m-for-claim

@ Ballantyne, D. (2004). Dialogu
edge. Journal of Business
Becker, L., & Jaakkola, E. (20

tions for research. Journal

Biggart, A. (2017, August 15).

m meteoric rise. Conductor.
ing-strategy/ [accessed 28

Botelho B., & Bigelow, S.J. (n
target. com/deflnltlon/blg d

ereton, J. (2020, October 7). ey launched it: Peloton, LaunchNo te //www.
aunchnotes io/blog/how-they-launched-it-peloton [accessed 28 March
ky (2017) Urban brand-u ning brand comms into a networ at|ve

resiliency. Brand Qua ttp://www.brandquarterly.co rand-utility-
%ratwe strategy-can-turn-brand-communications-network- ive-urban-resiliency
las 15 August 2017].

Campaign

grand/a -z [accessed 28
March 2022]:

Corrigan, J. (2021, 2 N\A@ ash Golfer awake and respon-
sive as police investigate accident. The Telegraph. https://www.telegraph.co.uk/
news/2021/02/23/tiger-woods-injured-pulled-car-collision-los-angeles/ [accessed 28
March 2022].

Court, D., Elzmgﬁmﬁ é&\f%&j}g}éﬂ‘?mﬁe ) The consumer decision jour-
ney. https:// J ting-and-sales/our-insights/
the-consumer- decmorcharWne.%mch 2022].

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial intelligence will
change the future of marketing. Journal of the Academy of Marketing Science, 48, 24-42.

De George, R.T. (1999). Business Ethics (5th edn). Prentice-Hall.
Edelman, D.C., & Singer, M. (2015, October 1). The new consumer decision journey.

McKinsey & Company. http://www.mckinsey.com/business-functions/marketing-and-sales/
our-insights/the-new-consumer-decision-journey [accessed 28 March 2022].

Edwards, H. (2021a, April 22). Digital is a downstream discipline. Marketing Week. https://
www.marketingweek.com/digital-downstream-discipline/ [accessed 28 March 2022].

and proﬂles https://www. campa|gn|




Chapter 1 The scope of marketing communications 39

Edwards, J. (2021b, July 26). An activewear company told customers its clothes repelled
covid. The false claims led to a $3.7 million fine. Washington Post. https://www.
washingtonpost.com/nation/2021/07/26/clothing-company-fined-false-covid-claims
[accessed 29 April 2022].

Gibson, A., & Owen, C. (2020) Cotswold Co. - a leap beyond optimism, IPA Effectiveness
Awards, Winners Supplement, 3.

Groénroos, C. (2004). The relatlonshlp marketlng process: Communication, interaction, dia-
logue, value. Journa trial Marketing, 19(2), 99-113.

Hamilton, R., erraro Tay,
The sogi Ser ourney. Journa/ of ark

Strandwk T. (2005). Communlcatlon a

(2021). Travellng with companions:
, 68-92.

wt of service value. Interna-

|ty Think with
nce design/cus-

g-international-

ts — the point ofdctlon

@ between brands, busin tps://www.inter. design.org/
literature/article/custo i i i ands-business-
es-products-and-custo

Jardine, A. (2021, Februar
adage.com/article/new

m mcdonalds-poll-wedne
Kanso, A., Nelson, R.A., &

? tion of international se
4), .

9 ment, 25(4), 490-511
Kim, M-Y., Moon, K., & laco i, D. (2019). The influence of global bra ribution on

ting-strategies/

Tiger Woods. AdAge. https://
-woods-burger-king-redesign-beats-

cessed 28 March 2022@
eaningful obstacles remain andardiza-

ertising. International Journal of Com e and Manage-

brand popularity on social ia. Journal of International Marketin , 22-38.
G (2016, May 20). Bi not actually about the data. The@Washington Post.
s //www.washington m/blogs/post-live/wp/2016/0 et-professor-gary-

accessed 28 March 2022].

2020, March 7). The 2020 guide to social me o -action buttons.
tps //fanbooster com/blog/soaal m -to- actlon buttons/

Laporte N ad of IPO, travel app to develop
streaming show fastcompany com/90339846/airbnb-goes-
hollywood-ahead- of ipo-travel-ap p -to- develop streaming-shows [accessed 28 March
2022].

Lemon, K.N., & Verhoef PC (2016). Understanding customer experience through the

customerJSJ v:iwell\qfaeaa Issue, 80(6), 69-96.

Levitt, T. (1983, May/J he globalization of markets. Harvard Business Review, 61,
92-102. earson com

Li, T., Berens, G., & de Maertelaere, M. (2013). Corporate Twitter channels: the impact
of engagement and informedness on corporate reputation. International Journal of
Electronic Commerce, 18(2), 97-126.

Lim, S. (2021, July 23). Australia fines Lorna Jane $5m for claiming its activewear products
can 'cure Covid-19'. The Drum. https://www.thedrum.com/news/2021/07/23/australia-
fines-lorna-jane-5m-claiming-its-activewear-products-can-cure-covid-19 [accessed
29 April 2022].



40 Part1 Anintroduction to marketing communications

Martinez, R. (2020) COVID-19 drives lasting changes in global consumer behavior and
businesses operations. Deloitte. https://www2.deloitte.com/global/en/blog/responsible-
business-blog/2020/covid-19-drives-lasting-changes-in-global-consumer-behavior-and-
businesses-operations.html [accessed 28 March 2022].

MediaBeacon (n.d.). Case study — Companies that failed internationally from a lack of social
understanding. MediaBeacon. https://www.mediabeacon.com/en/blog/case-study-social-
understanding [accessed 28 March 2022]

Melewar, T.C., Turnbull, S. Internat|ona| advertising strategies of
multinational enterprls nal Journal of Advertising, 19(4),

529-547. VQ
Michallo , December 3). Peloton Christmas ad nd giving wife an exer-
cisgrbi cused of sexism. The Independent. https: //WW nt co.uk/life-style/
-ad-video-commercial-exercise-bike-christmas-sexism- tW| 231406.html

ssed 28 March 2022].

rro, A., Losada, F., Ruz
‘l itive advantages, a

0). Implications of pe ompet-
export commitm export

devices worldv&om 2020

tics/245501/mu|Mno—

1.
e UK 201 2—2021m:'sta.

ers-in-the-united-kingdom-uk-

@ O'Dea, S. (2021b, May 21). S
https://www.statista.com/s
by-age/ [accessed 8 April

Pantano, E., & Viassone, M. (

retail settings: Challenges
WAy 0etia

ownership by
1851/smartph

new integrated multichannel

ing and Consumer Se@, 25,

Rajan, A. (2020, December 29) s will 2021 bring for the media wor/d? BBC News.
inment-arts-55350906 [accessed 28 Marc| 22].

https://www.bbc.co.uk/new
9 awson, A., Duncan, E., & Jon 013, September). The truth about cuﬁr experi-
nce Harvard Busmess Review, 90-98. http://hbr.org/2013/09/the-trut t-customer-
erience/ [accessed 28 M 22].

A & Protheroe, J. (20 . How people decide what to
of the purchase journey. Think with Google. https://ww

' sights/consumerjoumey/navigating—purchase-boo
[acce g ch 2022]
Rogers, C. (2 hat is rogramm ad’rtl ?A beginner's guide. Marketing
Week. https: //ww N matlc advertising/ [accessed 8 April 2022].
Rossiter, J.R., & Percy, L. the s of advertising merely appear to have

changed. Internatlonal Joumal of Advertising, 32(3), 391-398.
Russell, A., & Rogers, J. (2019). Can social media ads facilitate retail therapy? An investiga-

tion of psychos%cal outc mes of ad e tin college females. Marketing Manage-
ment Journal, ) p . p rO\ﬁ deEd

Schlinger, M. (1979). A ppeamngemercials. Journal of Advertising Research,
19(2), 37-46.

Schmitt, B.H. (1999). Experiential Marketing. The Free Press.
Sentance, R. (2020, December 14). Digital advertising: Which trends will dominate

20217 eConsultancy. https://econsultancy.com/digital-advertising-which-trends-will-
dominate-2021/ [accessed 28 March 2022].

Sharifonnasabi, Z., Bardhi, F., & Luedicke, M.K. (2020). How globalization affects consumers:
Insights from 30 years of CCT globalization research. Marketing Theory, 20(3), September,
273-298.

in the ‘'messy
ithgoogle.com/
nd-decision-making/



Chapter 1 The scope of marketing communications 41

Sheth, J.N. (2020). Borderless media: Rethinking international marketing. Journal of
International Marketing, 28(1), 3-12.

Siebert, A., Gopaldas, A., Lindridge, A., & Simdes, C. (2020). Customer experience journeys:
Loyalty loops versus involvement spirals. Journal of Marketing, 84(4), 45-66.

Taylor, C.R., & Okazaki, S. (2015). Do global brands use similar executional styles across
cultures? A comparison of U.S. and Japanese television advertising. Journal of
Advertising, 44(3), 276-288.

Turnbull, S., Howe-W, ul 2016). The advertising standardisation debate
revisited: implicatio isation/localisation of advertising in
Middle slafic States. Journal of Islamlc ark 7(1), 2-14.

, November 19). "We want to build a b a brand’: Peloton launches
blitz to bring virtual spin classes to the masses. Week. https://www.
ketingweek.com/peloton-virtual-spin-classes/ [accessed ﬁ 2022].

Vs
<

v,
Yo 3)

Sample provided via
Pearson.com



	F01 Marketing Communications 00327
	M01 Marketing Communications 00327



