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 Public Relations educators and scholars to determrne ‘whether IMC is benefrcral or
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'1nd1cate that most publlc relatrons educators and scholars belreve the 1mpact of lMC to be '

beneficial for.publlc relatrons educatlon.



ABSTRACT

Vijaya Singh
Impact of Integrated Marketing Communications: From the lens of Public Relations
Educators and Scholars
2005
Advisor: Dr. Joseph Basso
Public Relations Graduate Program
The researcher viewed Integrated Marketing Communications through the lens of the
Public Relations educators and scholars to determine whether IMC is beneficial or
detrimental to the field of public relations.
The purpose of this thesis was to explore (a) impact of IMC on public relations education
(b) perceived advantages and disadvantages of an IMC approach to a public relations
curriculum (c) determine if a need exists to revise public relations education at the
university level
To examine the impact of IMC on public relations education the researcher conducted a
formal quantitative content analysis of the curricula of 13 graduate programs in public
relations to determine if other marketing elements such as direct marketing, advertising
and sales promotion are included in the coursework. In addition, the researcher used
qualitative research in the form of interviews with 15 IMC specialists who have a public
relations background to gain an in-depth understanding of the educators’ point of view on
IMC and their perceptions of its implications on public relations education.

Findings indicate that most public relations educators and scholars believe the

impact of IMC to be beneficial for public relations education.
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Chapter 1

Introduction

Ihte.g.rated Marketing Communications'(iMC) co‘mbvines different communication
: instmmeﬁts such as promotion, public.felati.ons, sales promotion, personal selling and
Internet coﬁmunication té réac;-h;a company’s target-audi'eh_ce.

- According to the AEJMC conference éaper, ’fhe.InférdiScipiinary debate oﬁer
IMC, “During the 1990s, busineés soug};t:t:o fgster relati'Or.lﬂslil‘i?s with the public through
. IMC. IMC is the practice of goordihating meséages from advertising, sales promoﬁon,
direct resf;on_se and public relations. Traditilonélly, .mark_et'ing and pubﬁc relations |
.departmenis kept iheir activities separate, maintaiﬁing distinct role.s and operating in
| different branéhes of an ofganization. IMC, howevéf, offéred the opportunity for
coordination betweeﬁ departments. For example, \‘Vhéré public relations promotes retail
stores by issuing news releases or staging special events, which place products in
prominent view of consumers, niarketir@_ may support public relations by developing

produets or packaging, which reinforces the company image.”"

Therefore, IMC incorporates unique public relations and marketing approaches
that create and establish integrity and credibility through media relations coupled with the

integration of customized marketing programs to achieve strategic objectives.

! AEJMC conference paper, The Interdisciplinary debate over IMC, 1998
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IMC's innovative three-step approach can best be described as follows:
L. Complete Understanding of the Product and/or Servic;:s Relating to:

. Stratégic Direction
e Branding and Imége
. Corporate Positioning
¢ Public Affairs
. issues Managemént

IL Aggressive Approach t‘d:" '

. Media Relations

. Internal Communications'
e Marketing |

e Community Relations

" TIL Accountability -- Approachto Achieve Client's Objectives:

¢ Bottom Line

e Image

e Branding

qv -Corporate Positioning
e Media Visibility .

e Sales Support

e Crisis Communicatior‘ls'

e Promotions and Events>

Definition of Integrated Marketing Communications

Several scholars have offered a definition of IMC. For the purpose of this study,

the researcher used the definition from the American Association of Advertising

? www.imcomm.net



Agencies. IMC is defined as "a concept of marketing communications planning that
recognizes the added value of a comprehensive plan that evaluates the strategic roles of a
variety of communication disciplines--for example, general advertising, direct response,
sales promotion, and public relations--and combines these disciplines to provide clarity,

consistency, and maximum communications impact."

Don Schultz (1993), professor of Advertising and Direct Marketing at
-Northwestern University’s Medill. School of Journalism and president of Agora Inc.,
Evanston, Ili, auihored Integrated Marketing Communications. Schultz stresses that IMC
requires a big picture approach to planning commu_nic'ation programs, and it should
involve all sources of brand or company contact i:hat a customer or prospect has with a
product or service. Consumers develop their perceptiori of a company by synthesizing the
bundle of messages received through vehicles such as advertisements, price, publicity,

direct marketing, and retail environments.

Tom Duncan (1994), director of the new IMC program at the University of
Denver, Colorado, interprets IMC as “selling with a consistent voice and look, while

emphasizing interactivity as the key to relatio_nship building.™
Taken as a whole, scholars appear to agrée that IMC combines coordination of
activities, strategic planning and consistent messaging.

Shift in Trends

Several factors have spurred the trend toward IMC. According to Belch & Belch,

“Many companies have begun shifting marketing dollars away from mass media

3 AEIMC conference paper, The Interdisciplinéry debate over IMC, 1998
4 1y -
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advertising, claiming that traditional media has become too expensive and is ineffective.
Additionally, audiences are moré segmented and sophisticated in their reaction to
advertising, so marketers are turning to alternative approaches like special events
promotion, direct mail, and database marketing. Another major reasoh for the move
toward IMC is that companies, in the ongoing climate of downsizing, attempt to

"3 Schultz believes that “there is the

economize and maximize personnel efforts.
increasing capability of technology that has led to the move toward IMC.”® While IMC

represents an opportunity to some, to others it poses a threat. Some scholars raised the

issue of "imperialism,” concerned that one department may seek to dominate another.

Clearly a difference of opinion exists, in.the pefception of IMC. This difference
of opinion is most evident in public relations.

Although public relations plays an integral role in an IMC program, many
educators and scholars appear reluctant to take a strategic VieW.Of the implications of
IMC on public relations edu.cz;tiAon. Thé qu.estioln' rﬁbst fréqﬁeiﬁly asked is what does
public relations gain from integration? Perhaps, a better question would be, can public
relations educators afford to ignore the critical need to.-brbaden the horizons of a public
relations education, and'incorpdrate_ more emphasis on IMC‘)

Problem o

According to a study that appeared in Journalisrh & Mass Communication
educator in 1998, “Public relations students offeﬁ question their preparedness for
employment. It has been felt that those educétors are somehow failing to train effective,

job-ready communicators. Most of today’s public relations graduates do not join

SIbid
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agenc.ies but work as communication specialists where staffing and budget constraints
may require thcmv to pcrform multiplc functions. In this context a clear—cut dcrnarcation
 between major commuhications dis'cip‘lincs‘such as advertising,.direct marketihg, sales
promotion, internet marketing, and public relatiorls appears to limit most public relations
majors. "The change brought by IMC sug ests a need for a correspondmg change in
preparing students for the work force. As such, a need may e)_ci_st to rethink traditional
public relations education ahtt focus n'ioré on ahvinte»gratéd 'appr‘oe.i’ci_;h;”7
Some eduéators are questiouing .whether public relations séquences are falling
| behind cxpectations and if there is a need toT look at,cu'rréht pub_lic relations curriculum. -
: Howeuer, ‘resea‘rch shows v'that some publrc rclations cducat_or_s express co_nccrn that
mcrging the various components of marketing into the public relations cducation system
may impair a student’a'ability to become fluent in any single discipline. Therefore, the
primary purpose addressed in this study is ascertaining whether avmajority of _the puhlic .
relatrons educatoro/scholars uietv iutegrating courses Vbencficial. or detrimchtal to the
éducatiop‘ of public relations. ’
Purpose
In the introd‘uctioh to their book,. Marketing Conrmunications: hltegrated Theory, :
;’Strategy and Tactlcs authors J ames G. Hutton and Franc1s J. Mulhern (2002) make the - |
' ‘pornt that rnarkctmg comrnumcatlons is undergomg dlzzylng changes because of new

cOmmumcatlon tcchnologres, fragmentatron of the ma,ss media, new market segmentation

- 7 Journalism & mass communication educator Impact of IMC on advert:smg and pubhc relatlons
~ education, Vol.53, No.2,1998



techniques and the advent of massive customer databases.”™

Furthermore, management expert Peter Drucker opined that marketing is so basic
it cannot Be considered a separate function. 'Druc.ker writes, “Marketing is the whole
business from the point of view of its final result; that is from the customer’s point bf
view.”gl

Don Frischmann, IBM corﬁmunicationé o‘pé'rations director believes that public
relations and marketing are inextricably linked. According to Frischmann, “Management
is looking for public relations to make a difference where it counts, on the bottom line.”
He adds, “We’re communicators and PR people, not marketers, but the company sells
and we better be part of the'probes.s. If v&vfé‘c’an sell ﬁrodqcts though what was once a
major expense item, we can find ways'tb demonstrate the effectiveness of PR.”'°

The purpose of this thesis was to explore thé féilowing elements about IMC as a
component of a public relations curriculum at a university. In particular the rcsearéher
addressed four questions.

1) What is the impact of IMC on public re}ations education?

2) What are the percgived advantages and disadvantages of an IMC approach to a
public relations curriculum?

3) Does a need exist to revise public relatioﬁs education at the university level in
light of literature on IMC?

4) ‘Does a solution exist for reconciling the different opinions for implementing an

IMC approach into an existing public relations curriculum?

¥ Thomas L. Harris- “How MPR Adds Value to Integrated Marketing Communications,” Public Relations
Quarterly,Vol. 38, Issue 2, 1993: 13 ,

® Journalism & mass communication educator, Impact of IMC on advertising and public relations
education, Vol.53, No.2,1998 ~

° Ibid



Results from this study will help deveiop speciﬁc recommendations for
implementing programs and ideas for public retations scholars and educators in
developing an IMC program.

Procedure |

According to research done by Rose & Miller in A19.93, SIMC finds stronger
opposition among pubiic relations faculty than among faculty in other communication
disciplines. Many in public .rel-ations believe that their diseipline is not a marketing
- function but a broader entlty that cannot be wholly- represented in IMC The public
- relatrons practrtloner most often acts as a counselor (rnstead of a salesperson) whose

primary functiqn is to maintain internal and external relationships.”"!

Lauzen writes, “the idea that public r‘elations,'has"liittle or nothing o do with
marketing is prompting some public relations educators to characterize marketing as an
imperialist encroaclrment upen their field.”"

| Some see little cause for concern. Aecording te Harris, “If publtc relations can
derrronstrate its effectiveness, it’s difficult to fathom the near hysteria expressed in some
public relations crrcles about" an attempted take-over of the public relations function by
rr.rar-keting.”l3

A 1991 study sarveying members of Public Relations Society of America, the
American Advertising Fed_eration (AAF) and the International ASsoeiation of Business
Comrnunicators (IABC) concluded that, “educators should revisit and reshape the present

curriculum at the graduate level to reﬂect the_adv’an'c‘ed training needs identified by the

Yibid
12 Ibid
1 Thid



professional community” 14

Whatever the approach, there is one recurring thought thét must be addressed:
change is here and communication funétions are becoming more interrelated. Therefore,
the researcher offered comprehensive view of the coursework offered currently at the
graduate level to understand whether the public relations educators have confirmed to the
requirements of the changing communications industry.

Terminology
The following terms were used to uﬁdeﬁs‘ltaﬁa the problgrﬁ, purpose and

recommendations.

Content Analysis - A method of analysis used in qualitative research in which the text is
systematically examined by identifying and grouping themes and coding, classifying and
- developing categories.

Components of IMC - The five main components of integrated marketing

{

' communications are advértising, sales promotion, direct -Inarketing, Internet marketing
and public relations. The effective and judicious use of theée channels in conveying this
message is known las Integrated Marketing Communications (IMC).

Public Relations -The management function that evaluates stakeholder attitudes, changes
policies and procedures in reéponse .to stakeholder requests, and execute programs of
action and information to earn public understanding and acceptance.

Advértising — The non-personal communication of information, usually paid for, and
usually persuasive in nature, about products, services or ideas by identified sponsors
through the various media.

Direct Marketing - Any direct communication to a consumer or.business recipient that

“ 1bid



is.designcd to generate a respoﬁse in the forrn of an order, a request for> further
information, and/or a visit to a store or other place b_f Business for purchase of a specific
product(s) or service(s). |

Curricula - A plan of instruction that details what students are to know, how they are to :
learn it, what the teacher's role is, and the co.nt‘extAir‘l whic;h lggming and teaching will :

take place.

PR edﬁéétors{scholars - People invdlv_ed in téa'.ch_i-rvlg-publig r‘elatiqns students and
buil’ding.the ‘bo'dy of knowledge iﬁ publ-ié relations by conductiﬁg public relations |
research‘.

Sales Promotion - An activity or material that acts as a direct inducement by offering

added value to, or incentive for, the product to resellers, ‘salé‘speople Or consumers

Internet mai‘keting - Strategies and techniQues applied on thé Internet to support the
organization's overﬁll online mérketing o‘bjectivés. Goals may iﬁclude driving targeted
traffic to a Website and featuréé on the Weﬁsite to create a. desired call to action. Internet
marketing rnéy include keyword and Meta taglstrategies, newsgroup and mailing list
postings, banner advertising, reciprocal links, online promotions, content positioning,

online image development, email strategies and other interactive features.

Media relations — Building strong relationships with reporters in a community and

industry to develop positive, ongoing public relations for an organization.



Chapter 2

Review of the Literature

- Several scholars havewoffered a definition-of IMC. The vAmerican Association of
Advertising Agencies defines IMC-as “a concept of marketmg commnnicatlons pianmng
-that recognizes the added value 'of a comprehenswe plan that evaluates the strategic roles_
of a variety communication disCiplines—fOr example, general advertising, direct
res'ponse, sales promotion, and'publ_ic;relationsl——andcombines thes‘e disciplines to ‘ |

provide clarity, con‘51stency, and maximum commnnrcations 1mpact.” >

Schultz stressed that IMC requlres a btg pzcture approach to piannmg
commumcation programs and should 1nvolve all sources of brand or company contact _
that a customer or prospectzhas with a'product orserwce. Schu_ltz says, “Co_nsumers
develop their perception o_f a company by synthesizingf the _b.undle'_ of m_essag‘es received .
through vehicles such as adve.r_tis_ement's, price, public_ity,l direct marketing, and the retail
environments oftering the'product.”l(’ buncan defined IMC'as “selling with a consistent

'V01ce and look while emphasmng 1nteract1v1ty as the key to relationship- buﬂdmg »t

AEJMC conference papers, Central Michigan University - The Interdisciplinary Debate Over IMC:
Implications for PR Practitioners, Scholars and Educators, 1998

% Thid

7 Ibid
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Debate over integrated marketing communications

.Is IMC a win-win strategy for organizations, or is it Simply a turf battle be.'tweeh
pu‘blic relations and mar_kétiﬁg? Scholars and professionals from the communication,
| marketing and advertising professions have probéd the benefits 'o.f IMC. Others héve
bypassed the debate, to describe practic;al applications and impleméntationvstrategiés,

which achieve integrated communication and marketing objectives.

Lauzen in his conference paper,The Interdis_ciplinary Debate over IMC:
Implications for PR Practitioners, Sfchol.ars. and Educators, idéntiﬁed the dangers of
integration from the public relations viewpoint. As a result of perceived powef
differences, turf Wérs often develop With one départ,mént intruding on the activities held
in the domain of the other. Termed imperialism this behavior has important 'consequences
for public relations. In the study Lauzen argued “when marketing 6Vérlaps activity'\;v'ith
public relations, marketing tends to encroach oﬂ public r_elations-by taking over

" management of the department.”'®

Lauzen also fouri_d that marketing impgrialisfn led to encroachment on public
relations. He asserted, “p.lllnbl.ic relation:s départments which operate with a vacuum of
-power are likely to egper_icnce imperialism from multiple departments simultaneously.”
Lauzen adds, “p'iﬂla_lic relatjdrjs’ déparfmént's _afe, susﬁcépﬁble té imperiélism_by marketing,
legal, personnel, and human resource devélopment departrhen_té.” Deﬁ_ning tmperialism
as the takeovér or Qveriap of activitié_s traditionally done by oﬁe department he indicated,

“public relations isb y_ulnera_blé to imperialism by the marketing department. Marketing is

18 Ibid
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perceived as a company’s least substitutable function. Also, marketers have actively tried

to incorporate public relations into their piractice:.”19

Scholars have developed concepts like megamarketing, whereby marketers add
power and public relations to their tradiﬁonal focus of product, price, plﬁcg and
promotion. Marketers recommend using public feiations practitioners to plah and
implement mega marketing programs, thereby assuming public felations under their

auspices.

In another example, advertisers promote The New Advertising as the practice of
- integrating media advertising with sales promotion, direct marketing, product design,

: p:ublic relations, and directory advertising.

Lauzen contends, “p\__lblic_ relétio_ns ivs vulnerable to imperialism by the legal
depaﬁment. Legal and publicA relation's functions 0§erlap whenAtherel are labor contract
negotiations or other legal or phblidy explosive situations. Some examples are when an
organization faces an antitrust suit, éamplis uprising, boycott threat, accUéation of
discrinu'natipn, or military coﬁrt-_fnagtial‘.lbegal depaﬁments may increasingly claim the
public relations role.as its OWn dornain,.threatening the management autonomy of public

relations.”%°

According to Lauzen, “public relations is also vulnerable to imperialism by the
personnel departmént. Personnel OVerIaps with public relations because employees are
considered a public of public relations. Personnel’s domain may include employee

suggestion systems, bulletin boards, new employee orientation, exit interviews, and

Y Lauzen, M- Imperialism and encroachment in public relations - Public Relations Review, 1991: 245-255
207y
Ibid
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recruitment programs. Public relations’ domain typically includes annual reports, open
houses, news releases on labor negotiations, and maintenance of biographical data on key

021

employees.

Both public relations and personnel may be responsible for employee
“publications, employee newsletters, and conducting career days. As personnel
departments become more familiar with public relations activities, the threat exists that

personnel could be viewed as the expert.

“Human resources »developmént is andther area prone to imperialism o‘vér public
relatioﬁs”, suggests Lauien. He adds, “Human resources anﬁ organizational development
departments are responsiblé for maibntaining' organizaﬁoﬁéi relétionshi’ps, aspects of
empioyee corﬁmunication, writing reﬁorts, speeches and articles, and communication

with government and community agencies. These activities are potentially shared.

»22

domain with public relations.
Lauzeﬁ found thﬁtbﬁi? rnarllAiétin"g‘E jmpérialiSm evolves into encroachment. She

found thé éncroachmcnt occurs when top managemeﬁt pr‘orﬂotes, tfansfers, or}hires

~ ‘someone from ":ar'lot}.le’r i)fdfesSidn 0 ri‘ianége the pﬁbiic félations department. According__

to Lauzen, “further research should a;sses§ whether imperiaiiéﬁc departments are targeting

managerial or technicai pﬁblip rel‘ati_ons‘ ll?:lctivities, and Awhiethévr encroachment incfeases

the more a domain is shared by two departments.” =

2 Ibid
2 1hid
3 Ibid

13



Also writing from the communication perspective, Moriarty (1994) argues “public
relations makes valuable contributions to IMC and can use principles of IMC to improve
its practice.” She posits, “IMC is an amalgamation of many disciplines and has become a
ne@ field with independent theories and practices.f’ Moriarty contends “IMC planners
view every contact point between an organization and its stakeholders as a

. . . 2
communication opportumty.”’4

Moriarty presents an IMC Meséage Typology modél, stating, “An organization
must be able to influence four types of messageé. The four messages are planned,
inferred, maintenance, and unplanned. Planned messages are deliberate communication
activities such és advertising, packaging ahd public relations. Inferred messages are
created by the impressions a .company makes on people, for exahlple, through product
pricing and employee benefits. Maintenance messages are communicated through
customer service and employee .relations. Unplanned messages include media

investigations, product recalls, disasters, and issues management.’-’25

According to Moriarfy; “a Iiew orgaﬁizatienal structure must be designed to
oversee all four message types. Public relatiqns is .challenged because many
communications are controlled by other departments including marketing;, human
resources, and finance. Cross-functional téarns may be a solution to managing
communication across departments, of oﬁe person should monitor ali unplanned

communications.”?

* Moriarty, S- PR and IMC: the benefits of ihtegration. Public Relations Quarterly: 38-44
25 :

Ibid .
% 1bid
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Moriarty describes an ]MCSynergy model, which integrates an organization’s ‘
communication messages via three 'compbneﬁts. He says, “The goal of the Synergy
model is for the sum of an organizatiion’s‘messages to create a greater impact than the
individual messages by themselvés. The first component is that messages must bé
consistent despite the diversity of audiencgs. Meésage consist.cncy'shoul.d occur n
advertising and promotion as Well‘ as in cust(.)‘m‘er SErvice, e'mploy'ce’pro.gr.ams and
business communica__tions. .The_seCond compoﬁent is‘i-nteracti{rity with audiences.
Technology is creatiﬁg nejﬁv ;[;‘vb;way cdrﬁlﬁ;unicafion s)-is.teﬁ'ls with a va_riety of
stakeholders. The third component. of message'synergy is to havé a clear organizational

mission, which explains what the company stands for beyond products and sales.”’

According to M'Qr.ia_ljty, ‘fa m_iss_ion_,;invlites"commitmenf from stékcholders, ‘and
ﬁqotivates embloyees and investorsvto feél good _ﬁbout the company. A mission influences
an organization’s long-range planning_, and per.me.wat‘es communications and 'éorporate
culture. Mission strategy'céll'_s for a changé ég_ent épecialist, and that is an opportunity for
publiq relations or corporate commﬁﬂications managers to exteﬁd their sphere and make

an important contribution to the organization.”®

Moriarty believes that, “Public relations practitioners may be instrumental in
mission development and buy-in since they have the knowledge to nurture relationships,

. motivate people, and elicit behavior change.”29

Moriarty recommends Zero Bdsed Plzin'nin'g as a process for IMC. Zero Based

Planning occurs when an organization conducts annual evaluations of the company’s

¥ Ibid
2Ibid
¥ Ibid
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communicatiqn objectiyéh, ‘ahd allocafe's a budget and resources to.the' c‘onimunication.'
area, which can best 'délive:; success. By cleanng héhartméntal budggth to zero eahh:year,
l'a-ll the comrnun.ic.:atiohi areas start planni-hg on ve.qhal foloting. If one area is chosen to )
dominate in message dissemination, lthe.n 04t,her\departm.e_ntsprd'vi‘de'guppon to TEirl'fOICe;'
i _the_rhessage. Mor‘iarty Opine.s;--.“Duhing "Z_eho‘ Ba'sé_d Planning’, hubhc relz;tions canbe -
instrum’ental in determining target aﬁdiencéh,, niiéss.age. braftin g, an& tunmg of the
communication strateg'y.._ 'Cqmmunicatior_l,audits and ‘consuiner behavior research are also

parts of IMC planning.”30

Moriarty also contends “]Mé req-liir'e's“ leadehs with qross-dis_cipline'manageme.rit:
skills, knowledge of r,.niarketing' strategy, gpb'reciaition for thehontributlions of all
departments, and leédefship ability..Publih felat‘ionspractitibhersl are.wel-l :su"ited to f)lay a
role as change agents for an }organ'ization and hs experts on _relationships, motivation and

involvement. Through this knowledgé, public relations has much to contribute to mc

Adveftising scholars advocate for IMC Belch and Belch arglie, “public relations, |
publicity, and corporate advertising should be integrated into the pr_omo’tional':mix to

market products more e;f_fectively.”n |

They add, “whilé these three hhmpon_ents are tSrpi_célly_used to change public
attitudes Iand not to sell prdduCts;;fh'ey_ ghquld'be COOfdinatéd with mafketing hs a way of’
pfeventing miscommuhication'..” ‘Belch gnd Bel'c‘h highlight several beneﬁts to public
relations collaborating wi.th‘ mérlke'tihg‘. Béléh land Belch write, ‘.‘tr.aditional puhlic

relations tactics are useful to marketing because they raise awareness by informing and

* Ibid .

! 1bid _ : o .

2 Belch, G.and Belch, M- Public relations, publicity, and corporate advertising. In Introduction to
advertising and promotion-3rd edition, 1995: 516-547
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educating. They also help build trust, motivate consumer acceptance, and give consumers
a reason to buy. Benefits of public relations activities for marketing include building
‘consumer excitement before media advértising .breaks. A second benefit is creating
advertising news where there is né product news. A third benefit is introducing a product
with little or no advertising. A fourth benefit is providing a value-added service to
customers. A fifth benefit is bﬁilding brand-to-customer bonds. A sixth benefit is
influencing opinion leaders by providing them with information. A seventh benefit is

defending products at risk.”**

Belch and Belch state that “a barrier of public relations is the problem of clearly
linking public relations’ efforts to the organization in the public’s mind. Because of the
challenge, public relations should be evaluated in order to dembnstrate_its achievements
to managemant.”34 They recommend publicity, a subset of public relations, as anéther
promotional tool. They view, pﬁblicity, as a short-term strategy, and public relations as a
long—terﬁ strategy. They believe “publicity also differs from public relations because
coverage about the organization by the media may be negative or is less easily controlled,

whereas public relations messages are always positive.”35

A drawback to publicity is that the .planner cannot control the timing or accuracy |
of the news release. Corporate ;dvénising, according to Belch and Belch, “is another
promotional strategy which shap'és an organization’s image while positioning it in tﬁe
marketplace. General advertise_fnents ahd sponsorships may be used to recruit investors or

employees. Advocacy advertising is used to state a company’s position on a social issue.

3 1bid
3 Ibid
% Thid
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Cause-related marketing is yet another method, which links companies with charities or
nonprofits. A benefit of corporate advertising is that it reliai:)ly gets a message out,
whereas publicity is not guaranteed through public relations. Problems with corporate
- advertising are that few studies prove it actually works, ahd th¢ public may distrust it

because they see the strategy used only by large companies who can afford it

Belch and Belch say, “public relations, publicity, and corporate adve;tising are all
promotiona_ll elements which help achieve marketing objectivcs. These three aréas differ
from marketing, however, because the consumer cannot élearly'make the connec_tidn
between the message and the source. Public relations? pﬁblicity and _corporaté advertising

are also unigue because they do not promote a specific product or service.””’

From the markeﬁng perspective, Stewart (1996).contcrzlds “IMC.i's ineffective |
because it remains an ill-defined and ar_nbiguohs concept based on se\.feral iﬁacc_urate
assumptions.” Stewart argues, “Organizétions shoﬁld use a fnarket-baék approach when

.designing IMC programsﬁ A Iﬂafket-back approach résul;s in i)fograms which are based
on consumer feedback and are constantly evolving.” Stewart asserts, “IMC has been

adopted by rneiny org'anizatilbns, but each is defining it differen'tvly.”38

Stewart states the issue of IMC is “what requires coordination, then, is not just the
communication function, but the business.” He warns “merely coordinating the
communications function may not succeed,” citing Polaroid staff’s resistance to change

and several advertising agencies, which dismantled their integrative services in the 1990s.

* Ibid

 Ibid

* Stewart, D- Market-back approach to the design of integrated communications program: a change in
paradigm and focus on determinants of success. Journal of Business Research, 1996: 147-153
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In Stewart’s view, “IMC has become an ideal that is proving difficult to implement.”
Stewart argues “IMC has been unsuccessful because organizations make four inaccurate
assumptions. The first assumption is that organization-wide change is best. In the context
of IMC, this has not worked because organizational structural changes do not
automatically change behavior. In fact, they often foster resistance to change, because the

changes are not owned by those asked to alter their behavior.”¥

In his study Stewart suggests that “IMC should focus on putting communications
personnel into new situations where they are can establish relationships with customers
and other departments. Relationship building will reap better results than a more formal
integration in the organization.” Stewart states “IMC’s second inaccurate assumption is

that formalized organizational coordination creates positive synergy.”40

To the contrary, Stewart cites evidence that “organizations who formally try to
coordinate functions have actually produced negative synergy.”41 His research also
shows that negative synergy, known as X-inefficiency in economics, is found less in
workers who are closely tied to customers and are aware of how change in the market

affects their own and their firm’s well being.

Therefore, Stewart suggests, “communications should become more of a line-

function in organizations, so that those communicating have more familiarity with all the

company practices as well as a first-hand understanding of the customer.”*

¥ Ibid
0 1bid
! Ibid
2 1bid
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Stewart’s describes IMC’S third inaccurate assumption as the “idea that marketing
communications can be fnanag_ed separately frc)m.the rést. of the business.
Corﬂmunications is added too Ofteﬁ.as an afterthought oncé the products are planhed and
préduééd. Instead, Stewart argues that marketing comrﬁunicétions should bé iﬁvolved
early and throughout produéjc -desigp and delivery, 'and i(ha't: commun_ications. professionals

' 'mujst understaﬁd the ﬁr_rﬁ, its"Iﬁ'roductsAanydv séfﬁiées,'aﬁid its »bu’siness Strategy. These skiﬂs
L are typical more of a général manager, rather thﬁn‘..a funbtional s‘pvc'e(‘:ial.ist'."’4..3 :
Stewart defmes iMC.’s)foﬁrth einerlc'cufate ﬁssu_rnpﬁp_n és' “the ﬁotiqn- that marketing
“communication is é_l i)owei‘ful f:-O'-I'CG',.()n,.COhSHﬁiCﬁ-.”.@ | |
._ Stewaﬁ argues thﬁt the ‘;éra is ’fiﬁiShed, a"n'd/that _,\ﬁfittlr:ipc.r‘easi'ng media
- éﬂtgrnaﬁv_éé like the qomputér, Cénsﬁmgfs- a‘rer_l:)'é't:_te‘r’-a.blé to hide and seek in:farrﬁation
anohymously.” He adds, “Consumefs will. becbme ad"d"res'saﬁl_c ();ﬁy tvovthe extent they
want to be, Whercés thé_ cqmpanies afe_ more 'eas'ily, addresééd by the consumers;
' T héfefore, corﬁmunicat__ions shquid' not be about cb;’or-ltrol.l;i.ng n;iéssag‘es to tﬁé-_coﬁsﬂmer,
but ﬁf:lping consﬁmefs find the -‘ihfofmatioh thejr nee(i, at ihéir éo_nvenigrice and in tﬁeir
“ -owp 'préferr"ed form. Markgters rh@ 'mahjclige“ vand c.o.Qrd_inate., but they cannot make
B -chsumer.s'_pro'ce-ss éomnﬁunicatio’ns. To counte.r' the_éf; éséu_m;ﬁtion_s_, Stéwart.rec_;ommends
uéing a market—back appfda_ch to design suécessful_ MC prog.ra‘rns."’45 -
. ACéord_ing to Stewart, “The market—,backl a‘pproac'.h‘is baéed on four'prin_ﬁi‘ples.
' The first principle is that'véllu.e fof the -'custt.)ﬁler'shoﬁld be-ain.alyz-ec_l and the primafy goal

of communications is t6 add value, not to influence consumers. The second principle is

 1hid
* Ibid
- Plbid
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that planners should not replicate sﬁccess_ful progfams from the past but should constantly
.lea_rn new solutions. The fhir_d pr_incipke is to usel a bottom-ep strategy, .where,ernplo_yees
closest to implementing the stcategies with the customer provide cre’ative soiutions and
generate better buy;in.'The fourth principle is thaf co'ntinuou.s feedback ffom the market
should influence s'tr.uetures, systems procedures.and"information flows with the goal of

adding value to the customer.”*

The market-back approach to IMC suggests that IMC will be most successful

when it accepts the dominant role of the consumer in the flow and control of information.

According to Stewart, “a market-back approach to IMC has significant |
organizational implications. Commuﬁicati_ons design and implementation must be carried
out closer to the customer by individuals who understand how the firm delivers value to

its customers. This requires a more decentralized approach.”’

He believes that, “Research is currently dominated by measuring customer
response to communications. Instead it should observe how communications can reply to
~ customers and add value, by measuring what customer’s preferred models are for

obtaining information and how they relate to their goals and purpcses.”48'

Accordmg to Schultz the _I[\/[C"debate"is moot because integrated
communlcatlon is 1nev1table He cnes two major forces dr1v1ng 1ntegrated
' communications. The first is the changing c'oncepts of advertising. The second is the shift

o

of information technology in the marketplace. Information technology helped evolve the

* Ihid
“"Ibid

BAEIMC conference papers, Central Michlgan University - The Interd;scnplmary Debate Over IMC
Implications for PR Practluoners Scholars and Educators, 1998
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Historical Marketplace to the New Marketplace and towards the “21%' Century

. Marketplace.”49

Schultz adds, “The mass production model of advertising is evolving into a one-
fo;one model. Historically, mass media advertising created singﬁlar messages about a
product to consumers. Mass media advertisers assumed that consumers were all the same,
and crafted their message to différe_:ntiate their-broduct rather than the audience.
Similarly, products were distributed in a linear" one-way process, moving from the
producer to wholesaler to retaile_r to éonsumer. Therefore the manufacturer or marketer

dominated the distribution systém.”®

Schultz asserts, “Teéhﬁology has revolutionized how advertising is evaluated.
Historically advertising was evaluated using models evolved from the Hierarchy of
Effects, which depictéd consumers as passive players in the pqrchasing process. These
models were linear and 'oneiw.ay, while cqununication messages were acfed on
consumers. Most of the research measured consumers’ attitudes rather than their actual

behavior.”"

“N().wr though, tools Sﬁch ;as Universal Prbduét Code bar coding énd Point of
Purchase systems are used on p;_oduc?s iﬁ'aimdst every retail location. By linking
consumer purchases through these systems, consumer behavior becomes an actual
measurable uni:t.‘ Individual lconsumers alsc; bécdme identifiable, turning marketing

communications into a closed-loop system rather than a linear one-way system. Scanner

* Schultz, D-Integrated marketing communications: Maybe definition is in the point of view. Marketing
News, Jan. 18,1993: 17 g '

* Ibid

> Ibid
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data has replaced the old ways of conducting evaluations, with a focus on behavioral data

rather than on attitudes.”>>

Schulitz also contends that “current marketingf cémmunication' r_esearchv'is flawed
because researchers break down the communication process into smail parts. Hence, '
trying to isolate and study the role of public relations or sales promotion is .irnprac'tical,
because purchasing situations are extremely complex.” In today’s intercdnnected world,
Schultz believes promotion occurs at all levels. Accordin‘gly, “it is ﬁnrealistic to create -
ﬁncontaminated situnations wﬁere_ one Sinéular commuqicatibn élément, such as’

| advertising, can be studied in isolation. Insfead édvertising and'lother communication
strategies m_ﬁst be considered holiétically, and in c'ombination with eéch oth.er, as

activities which influence consumers.”>

_ Scﬁultz contends “information technology moved from the:-Historical Marketplace
to thé New Marketplace, and now toward the 21 Centurvaarketplace. In the Historical
Marketplace, manufactﬁréfé 6r marketers dominated the syStém because they contrélled .
all the resources of the marketplace. These fesqurtées inéludéd money, raw materials,
piants and equi;.)ment,’ and inforﬁlatiqn. Becéuée ‘the ﬁlanufacturer cont_folled the-

information technology, it controlled the marketplace until the 197055

According to AEJMC conference papers, Central Michigan University - The
Interdisciplinary Debate Over IMC: Implications for PR Practitioners, Scholars and
Educators, “During the New Marketplace in the 1970s, retail and distribution

organizations consolidated and merged into cooperatives. Using the new scanning

%2 AEJMC conference papers, Central Michigan University - The Interdisbiplinary Debate Over IMC:
Implications for PR Practitioners, Scholars and Educators, 1998
>3Schultz, D- Journal of Business Research, Inevitability of integrated communications, 1996: 130-146
S -

Ibid '
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technology, retailers gained valuable information about their customers and the
marketplace. Retailers began contrélling the marketplace—including the manufacturer,
consumer and communication media—because they held the important consumer
information.””*

Schultz contends, “Information technology is now shifting to the consumer of the
21% Century Marketplace. In this scenario, the consumer communicates and purchases
through the media with the retailer and maﬁu‘facturer on an interactive basis. Typically
the consumer requests information, and the retailer and manufacturer send messages. The
consumer 1s active in the marketplace. For example, a consumer. can shop for a camera at
many retail stores to collect information, and then purchase through a less expensive
distributor using technology such as the telephone and credit card. Schultz describes the

communication flow of the 21* Century Marketplace as an outside-in flow.”*®

Traditionally, communication flowed inside-out, meaning the marketing
organization sent messages out to prospective consumers. With the outside-in scenario,
consumers access the information they need. Therefore, senders become receivers, while
receivers become senders. The market is interactive and communication flows in both
directions. Furthermore, the consumer may seek information not only from marketers but

also from other sources including consumer reports and press reviews.

“Debating the merits of IMC is pointless, because integration occurs whether the
marketer or advertiser plans it or not.” Instead Schultz asks “whether the consumer’s

process of integrating messages is helpful or harmful to marketing objectives.” He

35 AEIMC conference papers, Central Michigan University - The Interdisciplinary Debate Over IMC:
Implications for PR Practitioners, Scholars and Educators, 1998

St/’S\:hultz, D- Journal of Business Research, Inevitability of integrated communications, 1996: 130-146
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contends, “Marketing communi¢ati0ns managers must try to manage all the information
sources which might influence a consumer, and respon_d .tb'cdnsufner requests for
additional information. As messages become shaped by requests from prospective

customers, the drive for integrated communications becomes nécessafy and inevitable.”’

Practical applications

* While scholars probe the merits of IMC, pfactitidhers in. 'hiérketing, advertising
' and public relations héivé ‘tieen .ajll_cAtuglly i;ﬁplerﬁenting~th§; st}*ategieé. For ekample, o
Lawrence cites the example of Séuth\&gst Aitliries in AdVe‘rtising. Age: Integrated mix
- makes expa’nsioﬁ fly: Pﬁ ﬁfdgrarﬁ le;ds S,ou_t:liWévét lfo;ay into east coast, which was
‘effective in using an integrated clom.munica.lt‘iqns mix to enter new markets on the east
coast. Sbuthwgst combined Adyeﬁisiﬁg, COMunijty rélations,-public relat_ions, special
eveﬁts,'direct marketing, and government rel:ations‘ to introduce itself to the Baltimoré
' area. Southwest firstbondﬁcted research into key issues that are important to the ’

Baltimore commuhity.

The planners c_enteréd much of their public communication around a baseball
theme, w’hi.ch isa favorite.]‘Baltimo.re activity? Five weeks before the ﬁrst ﬂight, they held
a press conference féaturing the Maryland govérﬁor and Southwest chaifmén. The two
[eade;s.exc.hangcd gifts of Maryiand products and a Southwest water flotation device,
described as a lifesaver from hjgﬁ fa'res. The goal of the public relations activities was to

incorporate Southwest into the community before it operated its first flight.

7 Ibid
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- After entéring the market, Se_u£h‘We"st cb_ntiﬁﬁed conducting public rélatioﬁs
activifiés around Baseball. To prométe a n'e_w route between Baltimore and Cléveland,
S}ou{:hwest sponsored .49'childfen to fly to the Cleveland Metro parks Zoo. Many
complémentar& strategigs Were used to i_ntfoduée Southwest to Baltimore. Sou_thwest sent
a direct mail piece to short-trip traveleré in Balﬁmdre, inviting them to join its frequent.
ﬂyér campaign. They also used promotiéns asa stratég_y by passing out fliers and peanuts
on Baltimorc stréets. Finally, they placed ads-in thc-Wé'sAhin‘gton Post to encourage

Washingtonians to fly out of Baltimore on Southwest.

According to'Lawrence', “Sc}uthivest’s integrated marketing approach succeeded
becﬁuse édvertising people were able to apﬁreciate the value of public relations.
| Advenising was employed és a fc_)llov.v.-.up strategy to reinforce messageé aiready_ created
by pu'biic relations. Southwest éo'ntin'u.es its in;[egfated mafketing approach, by
maintaining an area—inafk_eting manager and staff to plan lqcal promotions .and events.
Integra_fed markéting strategic$ proved succéss_ful for.Sout-h‘west in Baltimore, \;\rhiéh set a

company record for advanced bookings before the start of service.”™® -

Warner also cites cdse examples to argue, “Companies can effectively combine
advertising and public relations to position product brands in the market.” According to
Warner, “advertising agencies must stop regarding public relations as an inferior value-

added service and more as a full-fledged marketing partner.”

5% Lawrénce J- Advertising Age. Integrated mix makes expansion ﬁy: PR program leads Sbuthwest foray

_into east coast, Nov. 8, 1993: 64
** Warner, C- Public Relations Journal, Applymg integrated marketing to brand positioning, 1992: 48, 15-
16

26



“Companies may use multidisciplinary teams representing advertising, public
relations, media, research and the client who strategizes the most effective brand position,

regardless of which department takes the lead.”®

According to AEIMC Conference paper titled “The Interdisciplinary Debate Over
IMC: Implications for PR Practitioners, Scholars and Educators,’ “Knowledge from each

area of expertise goes into the evaluation of the client’s budget, goals, and personality.”

Warner writes, “guerrilla ﬁmketing, a form of product sampling, is one strategy
to generate consumer interest in‘a product. In fact Smartfood Popcom used guerrilla-
marketing' tactics, by employing college sfudcnts to dréss up as human popcofn bags and
distribute samples. The students were sent to youth-oriented locations such as ski slopes,
beaches, sporting events, concerts and college campuses. Smartfood also launched a
wacky, hip advertising campaign. Both the product sampling strategy and the .

advertisements generated press coverage and increased sales.”’

Warner asserts, V‘“‘qu_lic relations an('i_ advertisi'ng strategies may also be used
jointly to reposition a brand against corﬁpeting products.”® He cites an example of
Veryfine Products, a juice company that wanted to repbsition itself against the soda
industry. The company used billboard advertising to promoté the anti-carbonation
revolution. They also used pubiic relations strategies, hiring 1§ca1 professional actors to
portray anti-cﬁrbonatidn gfuéadéré. "fhése Burp Busters provided entertainment at public

events while handing out Veryfine samples. Additionally, public relations planned an

SCAEJMC conference papers, Central Michigan University - The Interdisciplinary Debate Over IMC:
Implications for PR Practitioners, Scholars and Educators, 1998

® Warner, C- Public Relations Journal, Applying integrated marketing to brand positioning, 1992: 48, 15-
16 ' :

% Ibid

27



instant-win sweepstakes, with a Carbonation Vacation in Florida. Veryfine’s use of
advertising and public relations resulted in increases in sales, brand awareness and brand

preference.

Integrated strategies may also be used to expand a brandl to reflect its cbrporate
image. One of the other exémples cited by Warner, The Timberland Company_soﬁght to
expand its Great Outdoors reputation for quality shoes, cl‘othir.lg and a;cessories. It used
advertising with fhe tag line ‘Boots, shoes,‘clothes, W’ind, water; earth and sky.’
Concurrently, it used public relatiqns tactics by collaborating with The Wildefness
Society on educational and lobbying activities. Timberland sponsored a touring
photography exhibit, published an action guide on sa\‘fing‘anci.ent‘forests., and produced a
new corporate magazine entitled Elements: The Journal of Outdoor Ekperience.
Timberland also sponéored the Iditarod, a grueling dogsled race in Alaska. By publicizing
the Iditarod through vidéo ﬁews rel‘eases,/Timberland increased audience viewership of
the race. |

Additionally, Timberland developed a new apparel line entitled the Iditarod |
Collection: Comﬁining ad\;ef;ising, wfth ‘se:\féralj éréative public relations strategies,

Timberland increased its sales by 111% and has expanded internationally.

As another practical approach, Englis and Solomon propose using consumption
constellations in the development of IMC strategies. “A consumption constellation is a
cluster of complementary products, brands, or consumption activities which signify a

certain social role. Through consumption clusters laden with symbolic meaning,
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consumers can communicate their affiliation with a positively valued or aspirational

cultural category (a reference group, idealized lifestyle, etc.) and its attendant values.”®

Like Moriarty, Englis and Solomon write, “IMC planners need to manage every
point of contact between the consumer aﬁd the product or organization. Planners must
- identify the best times and situations where marketiﬁg'communications will reach
different target audiences. Planners can enhance message acceptance by learning the

preexisting context of certain products in the minds of audience.”®*

Englis and Solomon contend that “consqmers create consumption constéllations
by associating certain products with those ‘from other categories. People make these
cross-category associations because of functional complementarity, aesthetic
complementarity, or sociocultural complementarity. Functional complementarity occurs
if products can be consumed jointly to facilitate aﬁ activity, such as combining athletic
shoes and a different brand of balls to play tennis. Aesthetic complementarity occurs if
different products have ngasing or attractive relationships with each other, such as
modern furniture in a tﬁodern house. Socio-cultural complementarity oééurs when people

use distinctive groupings of products or activities to express different social identities.”®

Englis and Solmﬁon present three strategic domains for using consumption
constellations in integrated communications. Communicators may convey lifestyle -
messages through environmental v.positioning, endorsement, and product ensembles. The
first domain they cite “is placing products in certain environmental niches which resonate

with the customer and show the product’s use. The social category of a product may be

% Englis, B. and Solomon M- Journal of Business Research. Using consumption constellations to develop
integrated communications strategies, 1996: 37, 183-191

* Ibid

% Ibid
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reinforced througu an advertisernent’s scene or set design. Sponsored events also
‘corrte.xtualize products in an 'env_ironrnent,’sirrce the social aspec‘rs of the event create
essociatione to the company. 'Lastly‘, marketers create environmental niches.by, designing
envrronments where people come into contacturtu the products or perhaps observe

‘ consumptron of the products ##66 -

- Carefully engineered rerail stores, ‘like:NiketoWn in Chicugo and Ralph Lauren in
| Manhattan, have creeited c_l'is;tirlct"images é}bout,produ'cte. ;‘Planners may position
..producrs through a{ second‘ domain defined as endorscment. A distinct Celebrity or social

. type cohveys ';asdsociatio’ns fora product. Auotrler example of endorsement is the use of

‘ medid plugs generated by public relatfone. Yet another type of endorsement is product
' ‘pl_acer_nents in th_é mo_ﬁes, \uhere viéwers link-a consumption activity with the lifestyle

- "and‘ pers_oriality of the che_ructer. Finally, the third dornaru for consumption constellations

is presen_ting products as parts of ensembles. This may be done through merchandising

| decieions, .where certain brands are grouped together in marketing materials or |

- advertising.’ »67 .

Englis and Solomon argue, “Marketers must coordinate media decisions to
convey lifestyle imagery in traditional and emerging media forms. Planners should use

. consumption constellations in the strategic planning for IMC.”®®

66
Ibid
7 AEJMC conference papers, Central Mlchlgan University - The Interdrscrplmary Debate Over IMC:

Imphcatlons for PR Practitioners, Scholars and Educators ]998
68
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Implications for scholars and practitioners

Several implications from the debate over IMC are noteworthy for public
relations practitioners. A study by Schultz and Stewart that is included in the AEJMC
conference paper in 1998, clearly demonstrates the contributions of public relations
toward achieving marketing objectives. According to the study, “Public relations
practitioners have many skills to help create the interactive, consumer-driven workplace
of the future because of their innate expertise in researching audiences, learning
consumer attitudes and needs, and fostering systems of audience feedback. Clearly public
relations play a valuable role in IMC.” The study asks an irr‘lportant question, “What does
public relations gain from integration‘.”’69 This appears to be the central question for

public relations practitioners and scholars alike.

According to Stewart, “One benefit is that public relations efforts may not
necessarily be diluted by competing messages from another department in the
organization. To the contrary, through IMC, public relations messages can be reinforced
by other departments. This improves the chances that the target audience will receive and
correctly synthesize the desired message. Another benefit is that integrated

communications uses organizational resources efficiently and with synergistic results.””

“Finally, Public Relations has the potential to become more prominent in all
customer-based communication, and not exclusively the traditional public relations
activities. Another major implication of the IMC debate is the extent to which integration
should occur within an organization. Organizational changes are cumbersome and do not

guarantee behavior changes,” he adds.

% Thid
" Tbid
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Moriarty and Warner in their studies hévé proposed several strategic methods for‘
IMC collaboration including zero based planning, mission development and strategic.
planning, and interdisciplinafy brand teams. Thése_ methods do ncit require radical |
éhanges in thé structure of tile organization; However they do involve public relations in |

collaborative processes that help achieve overall organizational goals.

~ According to the AEJ MC co,nfeien_ce papers, The Interdisciplinary Debate Over
IMC: Irnplicat.ions-vfor PR Practitioners, Scholar's‘ and Educat(')rs,.-“Organizations can also

7 fostér‘ integration by positioning é_ominuniqation specialists closlerf[o the consui_iier, and
| by métivating all employées to communicate a consistent message. Unwieldy chan.ges in
organizational structure do not have to occur io use IMC. The downside of IMC for
public relations is a loss of practicc_:lautonomy, which coincides with the threat of
in.iperialism.”q”l |

The study states, however, “fi)r public relations practitioners to reap the benefits
of integration and participate in new iar'ac.tic‘e arenas, fear of imperialism from marketing |
or advertising may iiaive to be overcome. Imperialism and territorialism are old
paradigms. Coordination and collaboration are the nevii paradigms. The ni(')re public
relations familiarizes itself with the prioritiéé and cliallenges‘ 6f other departments in an
organization, the more effective it can become. Thi‘s results ii’l an informed,
comprehensive dialogue between consuinéfs and organizations, which in turn allows the

organization to continuously position itself positivcz:ly.”72

"' ABJIMC conference papers, Central.Michigan university, The Interdisciplinary Debate Over IMC: '
Implications for PR Practitioners, Scholars and Educators, 1998
72 1
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According to the study, “This point parallels the implications for public felafibns
schblars. Just as the public relations practitioner‘is more e'ffectilve by'consideri-ng the big “
' picfﬁre of the 6rgahization, cdmmunication scholars can giso ﬂbeneﬁt greatly from
studying H\'/ICfrbm a broader interdisciplinéry p‘erspec,tivé.ﬂ_.Many pfin.ciples, sﬁch as the
" notion of consumption constellations, were dev_eloped for’thg.markgting and adverﬁsing
" community but are valid concepts foi; feyiew in thel Cqﬁlmunication profession. Thé' rising
cost of education has made students more concerned about learﬁing 'brac_ticai applications -
of public relations alongside of the theory. M_ore and rhore communication téxfbooks -

include chapters on practical applications and career olrientation.”1r3

The study says, ‘;If IMC is a'-vaiid téol and part of p,ubli‘c _re‘lations futljre, it needs
"to be integrated into the. teaching curriculum. Stude‘n;s no’t- éx'p'pséd t'o. IMC may be
caught uhawére when they éntcr tlhe .real w.'orlvd, énd- théy may bel‘ccjn.ditioned to think
narrowiy»about the scope of PR pragtice. To prepare.students for a'n'IMC work
~environment, degl;ee prééréms in publié relations should rai_sé the topic.as a concept and
provide practical skilis. Curriculum should include ir;forrri_atipn on the purpose ,Of IMC,
models fof p'r'avcﬁce,‘ aﬁdléa'sxe 'pr.bf:il‘és,' as well z;s plrc')_vjide a broad-based knowledge of

marketing, advertising and management pri_nciples.””

In another study by .Wil_cox, Ault, Agee and Cameron, they contend, “If the
concept of integrating communications is here to stay, how can the next generation of
public relations practitioners be educated to work in an environment that has most often

been viewed as the domain of advertising and marketing?””>

" Ibid
™ 1bid
3 1hid
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The debate surrounding the proposed integration of public relations with
advertising and marketing has been well documented. However, Griffin and Pasadeos
concluded that “change is here and the communication functions are becoming more

integrated.”’®

The report of a task force on integrated communications by Duncan, Caywood
and Newsom in 1993 stated “those entering the fields of public relations and advertising
in the 21*" century should build stronger relationships between themselves and with
marketing.” The report concluded, “Advertising and public rélations students must be

offered a more conceptually unified and integrated program of communication study.””

In a study by Robert A. Carroll, Preparing Public Relations Students for the IMC
environment, he states, “During the mid-1990s, data gathered from alumni employment
surveys of a mid-western university’s graduates showed that most public relations and
advertising alumni were finding entry-level jobs in small markets. Anecdotal feedback
from alumni showed t_hat_many often found themselves in positions that called for the
integration of communication skills, as' well as marketing knowledge and skills that they

were lacking.””®

This evidence was supported by Griffin and Pasadeos in their 1998 study which
‘found that both advertising and public relations educators in their study agreed that

employers are demanding skills their programs had not covered.

* Ibid

7 Ibid

™ Robert A. Carroll. University of Southern Indiana, Preparing Public Relations Students for the IMC
environment: [-2.
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: Usiﬁg the 1993 IMC task force feport for guidancé, a three-person team of
advertising, publicl: relatiohs, and marketing professors began to exi)lore ways to develop
» éloser ties between their disciplines. One result of this effort was the development of a
senior-level IMC course to ber offered as aﬁ elective in the public relations, advertising,

and marketing programs.

- Task Force on Integrated Communications 1993

In the study conducted by the Task Force on Integrated Communications it was
concluded, “Public relations and advertising graduates would be better served by an
integrated curriculum that would prepare them to enter the “fast changing media and

professional environments.””

The 1993 study by Duncan, Caywood and Newsom sought to assess the impact
that the rapidly changing communications industry may have on the preparation of
advertising and public relations majors. The ensuing debate surrounding the proposed

integration of public relations, advertising, and marketing has been well documented.

Some public relations educators opposed such a move on the grounds_that public
relations is not a marketing function, but rather a much broader responsibility that should
report directly to the CEO. Furthermpre,- Griffin and Pasadeos stated “both fields
represent distinct roles and are rooted in different philos’o’phies—an issue that complicatés

their integration into any setting, including the classroom.”®

7 Task Force on Integrated Communications, 1993: 10 . ;
8 Preparing Advertising and Public Relations Students for the Communications Industry in the 2
Century, A case study, Duncan, Cawood and Newsom, 1993

ISI
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However, other public relations educators joined their advertising counterparts in

embracing the concept. _ Schultz stated, “The debate about IMC is a moot point because

»81

i‘ntegratedvcomm'uni(:ation is inévitab_le. ,

| In théir study, Rose and Nﬁller (1993) reportcd evidence supporting the perceived
need for iﬁtegrat_ed communicérions by corporations and agencies. “Their research of
small market advertiéing and public relations p_rac’;titioneré has. given support to the call
for an IMC program to pfeparé pr'a.ctitioners for work in- both“a'rea‘s.”82 '

Scholars in a revié_w of the IMC debate concluded that “public relations cleaﬂy
plays a Vla}luable role in IMC One benefit of IMC is.t‘hat public re.lati:olns‘efforts are
reinforced by other acti;fities, which irﬁprovebthe opportunities for tafget audiences to
réceive and compirehend‘ d:es.i.red messages from organizations. In the IMC ehvlironment,
| pliblic relatiohs caﬁ‘ géip prominence in all c.ustomer-based' communications.”®

| The negatiVé implicatio_ns of IMC for‘ pliblic relétidns reported by the study
inclﬁdcd “g loss of auionbmy_.” The study states that “however, th(jse working in public

relations must familiarize themselves with priorities and challenges in other departments

284

~ to become more effeétive within an or,ganizativon.
' .Caywood and E‘Wing‘féur'ld in their 1991 study that “public relations and
ad\}ertising gradyates oftpn foil'nd empl‘oyment-in cpfporétions'where tﬁey worked in an
_.integ_rated eﬁvironmeﬁt.” Their conclusions were suppoﬁed by the findings of the mid-
Westem university that was the subject of Tés}kaorce study. They believe, “Analysis of

survey data, as well as anecdotal evidence from the university’s public relations and

81 Ibid
82 1hid
® Ibid
# Ibid
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advertising alumni, showed that many were working in positions that called for the
integration of communication skills—as well as marketing knowledge and skills—that -

some felt they were lacking.”®’

IMC Study 1995

The IMC study 1995 is based on the feedback from the graduates and with the
1993 Task Force report, members of the advertising and public relations faculty at the
university which was the focus of this case study began to seek ways to better prepare -
their graduates for the changing job market. A conimittee was forhled in 1995 with
representatives from the advertising, public relations, and marketing programs to study
possiblc solutions for preparing its graduates for vthe job market of the 21* century. The
committee began its work by reviewing the findings and recommendations of the Task
Force on Integrated Commuhiq_atjons.

The group agreed W.it.h-th;c repbft’s philosophy that integréting advertising, public
relations, and marketing curricula would allow students s£udying iﬂ these interrelated
areas to have “a more conc’ep.tﬁaily ﬁniﬁed and integrated program of communication
study.”86 They also studied the Task Force’s recommended curriculum, which focused on
a strong liberal arts background (see Table 1). Th¢ commiftee concluded that the
university satisfied that rec_ommendation.' N

Through its CORE _curriéulufn, ‘vthé university required al! students to éomplete a
48-hour liberal arts and sciences con_cemration with Courses in English, speech,
mathematics, philosophy, the arts, history, ecpnomics, socioiogy, psychology, sciences, |

humanities or foreign languages. In addition, the mass communications programs

& Tbid
8 Ibid
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required an additional 17 hours in arts in sciences to meet the 65-hour requirement of the
Accréditing Council on Education in Journalism and Mass Communication. The
researcher has tabulated the 1995 Task Force’s proposed integrated communication

curriculum below.

Table 1

Task Force’s Proposed Integrated Communication Curriculum

1. Stroﬂg emphaéis on liberal arts

2: Training-in oral, written, and visual communication

3. A solid uﬁderstanding of business and compléx 4org'anizatio,n. obj‘ectives and practices.

4. An understanding of, and respect fdr, all of the major éommunication functions
(advert'ising, direct response, event sponsorship, packaging, public relations, sales,
promotion, etc.) ’

5. A mastery of basic research skills to giifé insight inte problem-solving techniques and

strategies

According toﬁ the Task Force, 1995, “The advertising and public relations majors
were hoﬁsed in an interdisciplinary Department of Communic_ationé, which 6ffered a
variety of courses, that met the verbal, written, and visual comrhunication
‘.r'ecommendati.ons (point_ 2) of the Task Force report. Students _alsQ gained an overview of
the major communications functions (point 4) and were offered a course in mass
communications research (point 5). Courses were identiﬁe.d in the School of Business

that students in advertising and public _relations could take without the prerequisites
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required of business majors. These courses typically included courses in management and

~marketing (point 3).7%

At the same time, courses in advertising and public relations were identified that
marketing students could take withéut prerequisites by the Task Force Committee. The
committee also sought a way in which students from the three disciplines might share a
common experience. From that study emerged a senior-level Integrated Marketing
Communications course to be offered as an elective in the public relations, advertising,
and marketing curricula. A study also began on the possibility of merging the pubic

relations and advertising programs into an integrated major.

Designing the IMC course

The Committee’s primary goal of the new IMC course was to create among
students an understanding of how public relations, advertising and marketing interests
work together to achieve organizational ‘dbjectives. Task Force Study, 1995, reported
“The end result of the cours'evwvas an integrated marketing communications campaign
plan for selected local and area cli.ents. The professors developed a course syllabus,
which had ﬁndergone several changes 'as.i-he"team explored new ideas and learned from
their experiences. Students enrolling in the class must have had introductory courses in
marketing, and publ_ié_ relations or advertising, and be at least a junior. Therefore, most
students come into the class after having completéd most of their major discipline

courses.”™

¥ Task Force Study Report, 1995
% Ibid
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According to this report,. “The Inf;:grated Mﬁrketing Communicatibns course was

':cross;listed in .the advertising, ﬁublic relation's, and marketing.sequences. Various
' teaching methods were exploredz includiﬁg team 'teéching. ‘Only one professdr could

count the courSe in his/hef teaching load for the senﬂestér; thefefore, it wa{s agreéd that the
: thfeé woulgl rotaté thé course, cbphting it as a part of éach,pro-feSSOr’s tcachihg load every
third year. The other two wduld_ vblﬁn_teef tb ‘m‘a_ke' guest lectures i.n tﬁe course. The 15-
week course bégins‘with_‘an.Ovef\{ie.w and introduction .of the IMC concept and
relationship markqtihg by tHe lead jinstryuc.to.f. Thé to;.)ic.”s then moved into marketing |

. concepts with'an emphasis on the marketing communication process.”

“Sessions on. personal s:,‘el.lir'lg, advertising, promotions, special e;'ents, public
relations, and direct 'marketing V;fcre divided among the three professors as to their areas
~ of expertise. The two gﬁest lecturers each spent two weeks going over their areas with the
class. They also prepared and graded examinatjons ovér their topics,” reports the Task

Force Study 199_5.90

The Task Force Study, 1995_-, also discusses the_ concern that some public relations
educators had about public relations being encroached vupo'n by marketing; the public

relations faculty member used two approaches to the public relations presentation.

The study first emphasizes the holistic concept of public relations. It discusses
the “Traditional functions of public felations——counseli_ng management, public opinion
research, media relations, publicity, employee relations, community relations, public'

- affairs, issues management, crisis communications, and financial relations.” ' These

8 Ibid |
* Thid
7 1bid
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topics served as a review for the public relations majors who were exposed to these
concepts in several of the courses they take but were new for most of the advertising

majors in the class.

The study reports that once the broader fole of pnblic relations was established,
attention turned to the function of public relations in marketing communications. “A
variety of cases were used to demonstrate how public relations is effectively used to
support both organizationnl and fnarkéting objéctives. Students wefe selected at random
from eaéh djscipling and piéced into small te;amsl tn_begin preparing an IMC campaign
plan book for their clients. The students then arranged meétings with their clients to gain
an understanding of the challenges that need to be addressed. The work was conaucted
pro bono f.or.thve clients as the projects were considered by the faculty to be learning
experiences for the students,” aqcordi_ng _tn the Task _Force Study Report, 19959

* Task Force Study Rept)rj::, 1995 also i:élks abqut a plan nook that containnd a
detailed IMC campaign _ouvtline,' together with nnpropriate examples for each
, communicagions tactic was_chozsen_:tovr‘eacn the Qrganization’s Inarketing objectives.
“During the lést.\lwle‘ek of“c'lasis‘, the Stndé\nfs made in-class *p.resen.tation.s and presented the
IMC c‘ampa_ign plan bboks to ‘th.éir Clién_ts; Students re§¢ived'.peer'evéluationn from other
team rnemnérs for. the;if indivi(iun} ;;onffib'n_ti_nnsﬁ tq thelv project. This evaluatiqn became a
part of their -gradn. Th¢ thre_ee prnfessbfs :indi"\fidnally evaluated the campaign plan books
_ _and deternnned an appfdpriate, grade?fOr'tne pr_ojéét, ? fcports the Task Force Study,

1995.% -

% Ibid
% Ibid
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Developing an integ'rated eupriculum- ‘

The Task Force Study Report; 1993, stated, “Students ‘mighf be better served by
being allowed the O-ption of studying ach,s:is fnarketing and_corﬁdrate Coelmunication | '
disciplines as well as specializing in .ac‘lvertis‘i‘ng or pubiic relations. The study stated that - ‘
the advertising and publie relations specialtiee wﬂl hot diéappeaf,lbut lthe distinctions

between the fields may be blurred for practical, as well 'asjprofessional,_reasons.”94 '

Two 'concepfual modeis for devcleping an ihtegrated 'cUrrieul‘em (see Table 2)
were recommended in the T_aek Ferce reporf (1993). |

According to the Task Force Stuéy R'ep.oi"tl,"l 993, “The ﬁrst medel effereci a brolad
set of s.ubject areas that are modular and are often contained in existing coufses in public
relations and advertising -ﬁregre@s. The three subjecf areae each with severai modules .,
include personal development professmnal development and mtegratlon The eecoﬁd
model was more course- sﬁeelﬁc and prov1ded course titles for an integrated sequence.
This model_included a su-rvey/overview cqﬁrse, research and analysis, eommuhication
skills, and applieationv:aeee.ls.”gsF:".l“hett‘;_ea’modelrs' are presented below.
Table 2 Two Conceptual Models ef .‘Iet.egra'ted Curricuium

Model I: Integrated Modulei' Appfoach'

1. Personal Development: Writing for communications, problem solving, visual

literacy, quantitative and qualitative research skills, and presentation skilis

** Task Force Study Report 1993: 19
* Ibid -
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- 2. Professional De\{élopment: Audience insight, business understanding, strategy
development, “media” understanding, law and ethics; people 'ménagement; research
methodology, issues and trend identification, and analysis, :tar‘geting, and segmentation

3..Integration: Multi-disciplinary basic training, measurement and eval_u'a'ti(')h, and

communication mix management.
Model II: Integrated Course Approach

1. Survey of Integrated Communication: A course siﬁljlar' to the introductory
courses in advertising and public relations. The course would"str:éss strategic plaﬁning for
integrated communication. Students would gain exposure to a full range of advertising

- "and public relations principles as well as the concept of integrated communication.

2. Stakeholder and Customer Behavior: Publics/audiences and orgélnizational
behavior, segmentation, and targeting, databases and research methodology (topics often

covered in advertising, public relations, and marketing principlles courses)

3. Organizational Analysis: Covers quantitative analysis of sales and share data,
nonprofit organiiation’s sténding{abiiity} 1o secure resources (time and money), research
methodology including qualitative measures, logistics and budgeting, and relationship

between communication and operations and production areas

4. Persuasive Comfnunication-: Message effectiveness, psychology and strategy of
attitude and behavior change, and conflict resolution to build and maintain organizational

relationships with customers and other stakeholders

- 5. Message Strategy and Design: Fundamentals of planning and executing oral,

written, and visual communication
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6. Message Delivery and Evaluation: Combining media components of current
advertising and public relations courses. Focus on stakeholder contact points, analysis of
strengths and weaknesses of various ways of reaching stakeholders, cost/value

comparisons of media delivery systems.

7. Campaigns: Hands-on assignment requiring students to plan and execute a fully
integrated communication campaign, making use of all the major communication

functions.

8. Internship: Student experience with organizations that demonstrated an

understanding and practice of some level of integrated communication.

According to the Task Force Study Reﬁort, 1993, “Some educators were
questioning whether advertising and public relations programs were falling behind
professional expectations. They stated that efforts are being made to determine at what
level the integrated approach should be taught—undergraduate or graduate. Also, public
relations and advertising IWer‘ve being combined to represent the interrelationship between
the fields and/or to more effectively utilize the talents and services of the respective

faculty.”96

Using the Task Force Study Report, 1993, other literature in the field, and
information from its advertising and public relations graduates, University of Southern
Indiana, which is the focus of the AEIMC Conference papér, Preparing Public Relations
and Advertising Students for the 21st Century: A Case Study, 2001, set out in the mid -
1990s to find ways in which it could better prepare graduates for the changing demands

of the communications industry

% Ibid
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University of Southern Indiana conduétéd aﬁ aﬁnual survey of all of its graduates-
each yeér td defernﬁne, among other things, the types of jobs which élumn.i had obtained
and br_i¢f jéb descriptioné; ;‘Approximately 60% of the advertising and public relations
.grad‘uatc_:s responded to the énnuﬁl_ requests for data. Surveys of the advertisiﬂg and
p'ub.lic- rélatiéns gfaduates dur"ipg‘ the last couple 'éf yeafs since fhe IMC course was first
offered (1996). showed that éiumni_from both brbgrams often took similar positions. This
data cloéely paralleled ea;lier studig; wh;:n t‘_he_. i;[iiyersity was traéking its graduates prior

to implementation of the IMC course.™’

According to the AEJMC Cor;fercnvcep_;per - Prepariﬁg Public Relat_ions and
Advertising Students for the 21st Céntury: A Case Study, 2001, “The increasingly close
ties between public re_lations and advertising with hleirketing be;:ame very obviéus when
~ the data was analyzed: more than one-fourth qf advertiSing graduates (29%) went into

positions which they described as marketing while almost half (48%) of public relations
graduates entered rﬁarketin'g positions. Other analjrsis of the survéy data revealed that
about one-fifth of advertising (19%) and public relations graduates (22%) entered work in
agencies or firms with job descriptiohs of account executives. About three-fourths (76%)
of advertising graduates were working-in corporate o‘ffiqes.of various types, while about
two-thirds (61%) of public relations 'gréduates were eﬁployed in i:orporate environments.
| Public relations graduates were Iﬁuch more likely to g0 into not-for-prpfit environments

(22%) as compared to their advértisiﬁg counterparts I(S%).”-gg

The researcher has tabulated the data below..

7 AEIMC Conference paper - Preparing Public Relations and Advertising Students for the 21st Century: A
Case Study, 2001 . . » _ oo )
% Ibid ’ : :
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Tableé |
19§6-99 Adrenising & Puolic'Relations_Graduate Emproyer Survey
_ Types of 'ern'ployers for flt)O Advertrsing and i?_ublic Relatrons Grads |
1-, : Percentage of Adver“tisin_g Grads —. Corporate 7§,»Agen_cieSIF'i_rms 19, Not-for-
proﬁtsLS | |
2. Per_centage of Pu‘olicRelati.ons Grads_% Corporate 61 Agencies/Firrns 17 , 'Not- :
for-profits 227 | | | S

Note: Survey results d1d not include those Who reported jobs that were not in
advertising or public relatrons frelds Only about 60% of advertlslng and pubhc

relations students graduatlng durlng the 1996-99 perrod responded to the survey

Table 4

| 1996-99 Advertising & Pub'iic .Re‘lations Graduate Job Description Survey

Job Descrrptron of 100 Advertrsrng and Pubhc Relations Grads |

1. Percentage of Advertrsrng Grads Marketrng 29, Account Executrve 19 Graphrc
. Des1gner 19 Promotlons 14, Medla Buyer 5, Customer Servrce 5, Copywriter 5,
_ | Commumcatrons 5, Recrultment O, Fundralslng 0 :
' 2 Percentage o'f. Public Relations Grads - Marketing.ilé, Account Executive. 22, :
Graphic‘iDe‘si.gner O; P.r'or“notions 5, Media Buyer 5, Customer Service 5,

Copywriter 0, Communications_ 5, Recruitment 5, Fundraising 5
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Note: Survey results did not include those who répoftéd. jobs that were not in advertising
or public relations fields. Ohly about 60% of advertising and public relations students

graduating during the 1996-99 period responded to the survey.

Conclusions

That study resulted in bridging fhe gap among the adve'rtising,. public relations,
and marketing fac;ulty. As per the AEIMC Conference paper - Preparing Public
Relétions and Advertising Students for the 21st Century: A Case Study,'QOOI, “A new
senior-level course, Integrated Marke.ting Coﬁmunications, was designed for majors in
all three areas to learn hoﬁ to work together in designing an IMC caﬁlpaign plan to reach
organizational obj.ectives. Another_déVeidpment has been the ﬁlcrging of the advertising
and public relations Cufricula into a new pfo_gram thaf al‘iows students greater ﬂexibility
in preparing for their careers. The uniyer’sity will continue to track its advertising and
public relations graduates.ueach yeeif to déte,rmine_if What is being_dbne meets the needs of

the'changing m:a}rkctplac:e."’99

% Ibid
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Chapter 3

Research Design

Integrated Marketing Communiéations has an impact on the field of public
relations. The researcher viewed Integfated Marketing Communications through the lens
of the Public Relations educators and scholars to determine whether IMC is beneficial or
detrimental to the ﬁeld of public relations.

Public Re'lation‘seducators'and scholars pl.ay an important role in PR education;
the researcher looks.at the implications of Integrated Marketing Communications on
public relations edﬁcation psing both qualitative and quantitative research methods. The
researcher wbill test the following hypothesis.

H#1 Ei.ghty percent or more of publlic relétiOns educators ;u-rveyed view IMC as a
positive response to the demands of changing markets. Théy‘believé.ll\/_IC is critical to
cOﬁlprehensive public relations program.

| H # 2 Twenty percent educatbrs opine thét 'an lIMC,_{bas.ed curricula may undermine the

| educator’s ability to provide in-deptﬁ knowledge, léaviﬁg students ill prepared for current
pracﬁce. |
Specific Objectives of the study
Objective #1 Tb understand if PR educators view IMC as_ béneﬁciél or detrimental»t_o't‘he \
field of public relations.

Objective # 2 To rese'arch the Implications of H\/IC.O_.H public relations education.
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Methods of Data Collection -

To test this thesis’ hypotheses, the resealrchef used qualitative research in the form
of interviews with 15 IMC specialists who have a public relations background. The
researcher used an informal rnethotl for selecting the cample. The researcher pulled out
the sample based on her secondary rese.arch and choée neople with significant
contribution to the IMC field. The researcher use(l email surveys to gain an in-depth
understanding of the educators’ point of vlew on IMC and their perceptions of its
implications on public telat.ions education. .

The researcher designed a specific set of questions that were standardized — all 15
r_espondents were asked the same ‘questions. The email survey was highly effective
‘because the researcher's own opinions did not inﬂuence the respondent to answer
questions in a certain manner. There were no vetbnl or visual clues to influence the
respondent. | “

- This metllod of data collection was less intrusive than telephone or face—to-féce
surveys. The respondents were free' to conlplete the onrvey on tlleir o"\a;zn’time-table.
Besides being cost effective, email surveys nfere easy to analyze.

In addition, the researcher cOnclncted ‘a formal qnantitatt_ifve content analysis of the /
curricula of 13 graduate programs in nul?lic relation§ to determine 1f other marketing
elements such as tlirect marketing, ad;zertising and sales p'romoti‘on are vinclude‘d in the
coursework. For the pulrpoSe' of con‘dncting this content analysis, the researcher first‘
| clearly fofmulated the categories thnt wer_elwell adapted to study the coursework of the
graduate'programs. | All categories were mutually exclusive,' -exhaustiVe, and reliable.

Each unit of analysis could be placed in only one category. There were existing slots for
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every, unit of anaiysis. The. researcher was' careful not to create too many or too few

' ‘categories to. facilitate the poding p;‘ocess, | |

To report the findings from the content analysis, the r'esear.cherr used intercoder
reliability tests with the help of .three of her- fellow researchers.

The researcher then compared the data obtained tolan IMC model developed by
W. Glenn Griffin and Yor.gov Pasadeos fbr a study on “The Impact of IMC on Advertising
and Public Relations Education.” |

This comparative study enabled _the researcher to study the current trends in
public relations ‘education and repbrf the implications of IMC on the coursework of the
prbgrams; The researcher used the. Internef as a tool to get information on the graduate
coursework of different universities.

Severél study design restrictions were included‘in this study. Because both
. qualitative and quéntitative research techniques depend on the time in which they are
implemented, réspondentsbft'en neglect to give adequate responses. Public Relations
educatofs and scholars can only rechmend general guidelines based on the data.
However, for the purpose of this study, the reéearcher assu‘med that the same outcomes

presented here will prevail in other times.
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Chapter 4

Survey

Of 15 mailed questionnaires, 5 were returned (a 333 9% response rate). Each of
the 15 public relations educators received a 5-item mail survey exploring integrafion of
communication activities in aﬁ IMC model as beneficial or detrifnéntal to the profession
of public relations. Other questions explored relevaht issues to the research study such as
determining a need for an overhaul of public relations education in light of the IMC trend
in the communications and special skills or background professionals teaching in an IMC
model need to have in order to create an ideal learning environment.

~ While four public rqlations églucators believe that IMC is Beneﬁcial to the public
relations profession, th.ély reported that edﬁcators today are faced with a challenge to
make pﬁbﬁc relations ¢dupatioq w_ider in scope ;q'@nélude the.integ'ration of various
communicatioﬁ 'ac.tivitiéé_, téjl make I;ubiic rélatidn; education relevant to current business
practices. These believers in IMC unanlimously- agree that all public relations educators
must have exposure to thif: féal.busi'nbenss and corporate public r;:lations environment
before they gain entry to the academics side of the busiﬁess.' Qﬁe 6f the educators who
oppose the concept of integration beli.gves that it should no‘t‘b‘e taught at all as it is

detrimental to the education of public relations.
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Four of the educators believe that public relations education will evolve naturally
to become more relevant to the real world practice with hiring of more educators from an
integrated background who will communicate the benefits of IMC to their students and
also develop the curricula to suit changes in the market place. All respondents agree that
public relations education in the future should be developed keeping in mind the

importance of the discipline as a management function. Therefore, the curricula used at
the university level must aim at arming future practitioners with skills necessary to
operate in the ever- changing business world. |
To facilitate better undérstanding of the study, responses to the questionnaire are noted

below -

1. Do you view the integration of communication activities in an IMC model as
beneficial or detrimental to the profession of public relations? Why or why not. Please

expand.

Respondent 1. Respondent believes that IMC, better known as synergy, is a must and it is

rare for objectives and goals to be met without achieving it.

Respondent 2 Respondeht opines thﬁf puBlic r;elations has already morphed into IMC.
He believes that addressing public relations as a separate discipline is at best, naive.
There is little demand for the traditional practitioner in the ‘market place and management
today wants someone with expanded skills, thus, elevating the practitioner in the eyes of

his/her clients with integration of communication activities.

Respondent 3, Respondent also believes that integration is beneficial especially since
public relations can take even more of a leadership role in corporations with Corporate

Branding (reputation) and providing tactical leadership to the Strategic Business Units.
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: According to the respond'ent',labeling of pul)lic relations as a profe‘ssion may not be_
helpful in tlu's case since marketing, finance and hnman.resources‘are not really -

' _professlons. Puvblic. relations professionals ne'ecl to pa_rti‘o.f_ the‘:main line m_anagement. '
Respondent 4. Respondent belreves that publrc relatrons will become much more useful . .
as it becomes more 1ntegrated into the mix of drscrplrnes in the IMC model. The IMC

| cliscipline will help create 'an environment where publié relations professionals‘roUtinely i
measure therr programs in terms of behavroral outcomes .The [MC drscrplrne wrll help =
direct publrc relatrons efforts at trne marketmg objectrves rather than more drffuse goals.
Combmed with the Repntatron Management paradrgm whrch 18 the perceptron of how

__the actions of an organlzatron is perce1ved by its stakeholders the IMC drscrplrne wrll
_create a more widel y shared view of. ap'propriate goals and objeCtives. In many cases,

- Public Relations will be‘the central element'in tlle IMC mix l)‘ecause of its ability to 4

- produce attitude change at a reasonable cost.

‘Respondent 5. Respondent opposes the concept of lMC She‘opines that IMC is mostly
an advertising idea applied_ to pnblic relations.” She states 'that' public relations in a very . -
| superficial way and esSentially reduces public relations to a teehnical support function for
marketing. It limits public relations to one public, the consumer.‘ And it applies marketi_ng'
ideas to an area where they do’not work:'pnblic relations. She views public relat_ions as a
strategic management function that has much greater importance than providing media
‘messages to snpplement advertising.

2. Isthere a n.eed.for overhaul in publie relations education in light of the IMC trend in

the communication business? Why or why not. Please expand.

"Respondent 1 says that the need for overhaul in public relations education in llght of the
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IMC trend in the comﬁmnication business depends on who is teaching it. ‘He teaches .

public relations to his students by stressing the relationship it has to‘I_MC-.

Respondent 2 'says that the public relations education is due for an overhaul. He stresses
that more writing and journalisin courses need to be included as opposed to the current

tendency to include several courses in communication theory and planning.

Respondent 3 is certain of the need to ch'ange'the way pﬂbli;: relations is taught in
c‘lassrooms across univéfsifies. He says that edqcators. need to educate students to make ‘.
them mbre rnarket_able;' He I'ob_ser{fes that public reléti(_)ns students earned $40K at age 25
in 1 992 and in 2004. théy earn $75K'as IMC/PR ﬁjanégers with téchniéal conﬁbetency in
.databaséé. | )
Respondent 4 beiie'{feé' fhat thé public 'relatioﬁs educatibn needs to be refofmtlllyat'eé‘i-
' becauseicﬁrreritl.y it is tﬁughlt si_mply as a,fQ:rm of joUrnalisrllll_for. hiré. Itis impe:ativé thﬁt R
| pﬁblic relations is seen as é fbrm.cl).f manage;ﬁént éOi_lsulti‘n'g-, »th\erefor’e it shoulci bé
integrated with other discipl'in'ésl. o
.Resl‘)ond_eflt 5 thinks that there is a‘ng:'éd. té e’xblain IMC to public relations studénts to
sensitize them to the'_pfoblem énd to _preﬁafé the'rn.tlo' resist the. idea wheﬁ fhéy are faced
- withit. |
- 3. What spé'cial‘ski.llé or b_ackground do you fe'él"t.hé:tA pr(_)fessions teéching in an IMC
model .n‘ée-d to have"i.ﬁ order to"create_ an'id)e_.a’ll lea_rhinéeﬁvifbﬁmént? Piease Expand.
’ 'Resp.ondent. 1 'Sasis that in order to create an ideal"learning envirénmenf[, not only should
_ professio‘néls l;novvi;thé ins and 0uts.jof. IMC or a$ Oéilvy 4t}a:lls it 360 degree marketing,

but they should have practiced it and practiced it successfully.
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RespondentQ .strésses that public .rel.ations eduéators rhus; hz;ye at least 20 years ‘}

_ expérience ina proﬁt _sétl_tiﬁg -;-'10 yea'ré iﬁ>a Sénior ca[‘)aéit'y bécﬁuse academibiaﬁs -
withoqt_réal world exp'er.ience are a fecklessllbt, even if théy .hav'e excellent didactic

- skillé. ,He-;:omp;cires s'uc.h-“acaderriiiciaris ‘t;)' éaptains _whb.know a‘ll'about the hautical
sﬁieﬁcé, yét’ h'a=\§e never been 't(.).thle. s(ea.‘

R'e:spomdent '3 ‘bl'eﬁeves 'ﬁhat eaé_h profeésioﬁal n_eeds a highly felevaﬁt technicai adyvantage.
Educatdfé need to know. the AI applvica.t'ibchs" t6 pubiic reléltions éllnd'r:ne’dia measurement.
The.y‘mu.st kﬁow a'pp.lied‘ statistics (not p're—PhD.' stats) and‘-t'héy fﬁust have client |
expérijencé at a'corborate 'lev'c.sl.."_’. B |

Respondent 4 opines that business experience outside the academic environrﬁent is the
criticai credenti}al. Experi’ence doing public relations in a context of vmeasured results,
expressed as beﬁavio;al outcomes must become thve s.tan(.iar(.i_. Ability to operate

effectiveiy in the Infernet environment béco_mes a necessary minimum standard as well,
Respondent,S opposes teaching of integrated mdrketing Communication i.n the public
relations discipliﬁé. - o |

4 What chénges, if any, do yoﬁ anticipate in a traditional public relations education in
light of the treﬁa toward IMC? Please expand.

- Respondent 1 believes that mMOore programs wﬂi have to implement IMC courses as
related to public relations in the future to make public reiatiéris education relevanf to the
;urrént praétice.

Resppndenf 2 views developmerit of curricula to the 'demaﬁds of the market place as a

natural progression once the educators start teaching public relations keeping in mind the
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‘real world applications.

Respondent 3 expects. radical changes with joint degrees in the future and hiring of Ph.Ds

in management and marketing.

Respondent 5 believes that the public relations education needs to teach the students -
about the detrimental impact of IMC to the public rel_atidns education.

5. Please give any further thoughts on the state of public relatibns’education riow'and in"
the future.

Respondent 1 believes public relations to be part of our évéryday lives. He thinks it is up.
to professionals to communicate the importance of public relations in nearly every aépect.
Education leads to knowledge, vwhich leads to attitude, which leads to opinion formation,
which equals output. If output achieves the outcome one desires, syhergy has been

achieved and so has the goal.

‘Respondent 2 talks ab§u£ publiC’felatidnls education five yeérs back as ta,ugl’.xt_i in his
university withoqt the IMC course. But tqday there are several__integrated courses offered
and sees IMC 'a.é Becoﬁﬁﬂg a‘ﬂ indéiible .p'art‘of thé éunicﬁlu@ in the future.

Respondent 4 views teaching of a media relations model that'refers to a media
environment as a significanf liinitat;l'-on on the usefulness of pubiiq relations _education'
because the media environment no-longer e‘xists;' | |

Respondent 5 considers public relations as a management function that requires courses-
as public relations theory, strategic management, research, and an "apprenticeship” in the
for_fn of internship. Writing, of course, is a fundaméntal skiﬂ that must be studied. A

public relations student needs to understand how to communicate with ALL of the
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organization's strategic publics--not just customers or consumers, as is the emphasis in
marketing communication. Instead, in public relations there must be understanding of the
legitimate concerns of our employees, our community, the media, shareholders,
customers, suppliers, competitors, and--especially--any activist groups that may be

pressuring the organization.
Content Analysis

The researcher conducted a formal quantitative content analysis of the curricula of
13 graduate programs in public relations to determine if "other" marketing elements such
as direct marketing, advertising and sales promotion are included in the coursework. The
researcher compared the data to an IMC model developed by W. Glenn Griffin and

Yorgo Pasadeos for a study on “The Impact of IMC on Advertising and Public Relations

Education.” The researcher used this model as a guide in completing the content

analysis.

Model for an Integrated Cufriculum

Integrated Modular Approach (Topical)

1. Personal

Development

Writing for

communications,
problem solving,

visual literacy,

Of 13 graduate
programs studied
for the purpose of

this study, nearly 85

The graduate

programs to include

these courses are -

Rowan University,

quarititative and percent programs Syracuse

qualitative research | included courses University,

skills, and that lead toward University of
personal Florida, University
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presentation skills

| development in light
of an integrated

curriculum.

of California
(Fullerton),
University of
Southern California,
Michigan State
University,
University ‘of

Miami, University

-of Maryland, Boston

University,

University of

| Denver and

Uﬁiversity of

.| Southern
Mississippi
2. Professional Audience Insight, | Of 13 graduate The graduate
.b Development business | progréms studied programs to include
'understanding, for the purpose of these courses are -
stratégy “this study, 83 Rowan University,
develépment, percent programs Syracuse
“media” | included courses. University,
understan.ding, law | that satisfy‘ University of
and ethics, people | professional Florida, Unive..
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management,

research

‘methodology, issues

and trend
identification and
analysis, targeting,

and segmenting

development

requirements.

of Caiifornia
(Fullerton),
University of
Southern California,
Michigan State
Uﬁiversity, -
University of
Maryland,’ Bosfon |

University,

'University of

Denver and -
University of |
Southern.

Mississippi

3. Integration

Multi-disciplinary
basic t'rainin‘lg, |
measuremeﬁt and
evaIuatibn, and -
c;z)mfnunication mix

management.

Of 13 graduate

pfograms studied

for the purpose of
’this study, nearly 85

percent programs

included integrated -

courses in their

curricula.

‘The graduate

progra;ﬁs to include
these courses ére -
Rowan University,
Syracuse
University,
Univers'ity of
Florida, University 4

of California
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(Fﬁllerto_n),
University of
Southern California,
Michigan State
University,
University of
Miami, University
of Maryland, Boston

University,

: 'University of

Denver and

University of

| Southern

Mississippi
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Chapter 5

Results -

Limitations éf_the. stqdy R
- Tﬁis stu_dyexa{lljﬁed \"sf-lléfher'léadjng public educators and scholars view IMC as.
beheﬁcial ér‘ dle.tr‘iﬁléntaluto ‘the field of pubﬁc relations. The study rélied bnly on the
_responses of PR eduéatéfsiz.lﬁd'scholafs. Therefore, the reéuits Will not include opinion of -
‘:.-prééticiﬁg PR professionals. | |
The Study did not include PR _practitiongrs who may be a very imi)or,tant source of
inforrﬁatiqg'for undér_sfanding the practical applicatidn of IMC and its impécf on public
Arélvation.s -practicé. g
The -'stﬁdy'was limited to those ﬁe’ople who are 'related to the teaching of publ.i'c'
relations and the Views held by facuity merﬂ;t)gfs i_n the-Publi‘C.Relat'ions Dépaﬁ;ﬁenf lat‘
the university léﬁel. The researcher is unable to ;iccbﬁﬁt for any oﬁinioﬁs of p;éfessors in
- other departments including advertisigg énd marketiﬁg.' -
Hypotheses - | |
H#l Eighty pefcént public relatio;ls educators suri'feyed believé IMC is critical to
cbinpfehensive public relatic.m's. prégfarﬁ. The sfudylsupports this hypothesis showing 80
percent public relations e.ducaiors believe that MC is béneficial to the public relations

_ profe‘séion. They are aware that 'éduéators today are faced with a challen ge to make
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public relations education wider in Scope to include the integration of various
commu_nicatioﬁ activiti¢s to maké pﬁblic relations education relevant to current business
practices.

H#2 Twenty percent educators opine fhat an IMC baéed curricula may undermine the
educator's ability to provide jn-depth knowledge, »l'eay:jing students illl prepared for current
practice; The study supports this hypoti)esis showing that 20 percent of the educators who
oppose the concept of integrétion_ believe fbaf,i,t ‘vs'hou\ld'v not beiﬂtaught at all, as it defeats

the purpose of teaching public relations specialization at the university level.

Possible new directions for public relations educators and scholars

Many research studi¢$ have rcvi;wgfl the schblarly debate and profeésibnal
¢Xperiences with IMC from an interdisciplinary perspective and its'impact. on other
disciplines such as public relations. IMC has been defined in .m_any ways;._it is generally
recognized as a Holistic system. One of the studies lshowed that from the public relationé
perspective, imperiaiism and new 6pp0rfuniti¢s for practice are dominant features.

Viewpoints from the communication, _a'dvertising‘, ér_id marketing proféséions
_ during my‘secondary research indic?ltéd that public _rglaﬁons practice makes many |
contributions to marketing objectives. _ Sirhilarly, public .r‘el-ations may benefit from
collaboration with the business professions by adoptihg_céﬁain techniques and by

venturing into new areas of practice.

Rather than providing definitive answers in this study, the implications of IMC on
public relations education raise important issues for future diScusSion and research. For

further study on this subject matter, it will be interesting to include public relations
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practitioners in the scope of research to understand practical applications of the IMC
concept. In addition, including professors from other departments such as advertising
and marketing would prove to be valuable sources to gain insight in to the IMC

implications on other disciplines.
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~ APPENDIX A

Five-item Questionnaire
1. Do you view the integratidn of c_:omn;lunication‘ activities in an _]MC model] as
| beneﬁpial or detrimental to th_e profession of puﬁlic relations? Why or why not. Please
expanci.
2. Is there a need for overhaul in public relatiQns education in llight of the IMC trend in

- the communication business? Why or why not. Please expand.

3. What special skilis or background do you feel that professions teaching in a IMC

model need to have in order to create an ideal learning environment? Please Expand.-

4. What changes, if any, do you anticipate in a traditional public relations education in

light of the trend toward IMC? Please expand.

5. Please give any further thoughts on the state of public relations education now and in

. the future.
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APPENDIX B

IMC Coursework Model

Model For An Integrated Curriculum

1. Integrated Modular Approach (Topical)

1. Personal Development
Writing for commuﬂications, probiem solvi‘nfg,’ visual literacy, quantitative and

qualitative research skills, and presentation skills.

2. Professional Development
Audience Insight, business understanding, strategy development, “media”
understanding, law and ethics, people management, research méthodology, issues and

trend identification and analysis, targeting, and segmenting

-3. Integration
Multi-disciplinary basic training, measurement and evaluation, and communication

mix management.
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