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4   Chapter Four 
 

 

The IMC Planning 

Process 
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PetSmart  

Discussion Slide 

4 
Pets are now part of the family. 

Å Attitudes have changed. 

Å New animal care products. 

Å New animal care services. 

Å Prices are secondary. 

Why the Change? 
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Chapter Objectives 

1. How can the three Cs of the IMC planning context form the 
basis for an effective advertising program? 

2. What categories are used to identify consumer and target 
markets or market segments? 

3. What categories are used to identify business-to-business 
market segments? 

4. How do the various approaches to positioning influence the 
selection of target markets? 

  The IMC Planning Process 

4 

4-3 
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Chapter Objectives 

5. How do the marketing communication objectives interact with 
the other elements of the IMC planning process? 

6. What are the relationships between communications 
expenditures and company sales? 

7. What types of marketing communications budgets may be 
used when developing the IMC planning program? 

8. In addition to advertising, what other IMC components are 
selected as part of the IMC planning process? 

  The IMC Planning Process 

4 
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Chapter Overview 

Å IMC planning 

Å Target markets 

Å Market segmentation 

Å Positioning strategies 

Å Communication objectives 

Å Budget 

Å IMC components 

The IMC Planning Process 

4 
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F I G U R E    4 . 1 

The IMC Planning Process 

Context 
Customers 

Competitors 

Communication 

Budget 
Target 

Market 

Product 

Positioning 

IMC 

Component 

Objectives 
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Customers 
The IMC Planning Process 

ÅCurrent customers 

ÅFormer customers 

ÅPotential new customers 

ÅCompetitorsô customers 
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ÅIdentify major competitors. 

ÅIdentify communication strategies and 

tactics of each competitor. 

 
Sources of information 

Å  Primary research 

Å  Secondary data 

Å  Research what others say  

Competition 
  

The IMC Planning Process 
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ÅCompany communications 

ÅIndustry communications 

ÅCompetitor communications 

Communications 
The IMC Planning Process 
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Target Markets 
ÅTarget markets 

ÅConsumer markets 

ÅBusiness-to-business markets 

ÅMarket segment 

ÅMarket segmentation 
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Tests to Determine if a Particular 

Market Segment Is Viable 

Å The individuals or businesses within the segment are 

homogeneous. 

Å The market segment is different from the population as a 

whole and distinct from other market segments. 

Å The market segment is large enough to be financially 

viable to target with a separate marketing campaign. 

Å The market segment must be reachable through some 

type of media or marketing communications method. 
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Å Demographics 

Å Psychographics 

Å Generations 

Å Geographic 

Å Geodemographics 

Å Benefits 

Å Usage   

F I G U R E    4 . 2 

Methods of Segmenting Consumer Markets 
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ÅGender based products 

ÅGender difference in communications 

ÅFemale consumers 

ÅControl 66% of spending ($12 trillion) 

ÅInvolved in purchasing high-priced electronics (96%) 

ÅDeal with financial advisors (90%) 

ÅBuy and sell stocks (80%) 

ÅHouseholdôs primary accountant (70%) 

 

Gender 
Segments Based on Demographics 
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Å Focus on how brand can improve life 

Å Engage them with the brand 

Å Focus on practical, not trivial 

Å Tell a story that resonates 

Å Provide details 

Å Be positive 

F I G U R E    4 . 3 

Tips for Marketing to Women 
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A Bijan 

advertisement 

targeted to 

females 
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BMW Motorcycle ad directed to men as 

the primary purchaser and women as 

the decision-making influencer. 
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ÅTarget specific age group 

ÅCombine with other demographic variables 

ÅChildren attractive group 

Age 
Segments Based on Demographics 
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ÅIncome 

ÅEthnic groups 

Segments Based on Demographics 

Ad directed to 

ñexhausted affluentò 
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Psychographic Segmentation 

ÅDescribe consumers 

ÅAIO measures 

ÅActivities 

ÅInterests 

ÅOpinions 

ÅCombine with demographic profiles 
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VALS 2 
Psychographic Segmentation 

ÅInnovators ï successful, sophisticated ï upscale products 

ÅThinkers ï educated, conservative, practical ï durability, value 

ÅAchievers ï goal-oriented, conservative, career, and family 

ÅExperiencers ï young, enthusiastic, impulsive, fashion, social 

ÅBelievers ï conservative, conventional, traditional 

ÅStrivers ï trendy, fun-loving, peers important 

ÅMakers ï self-sufficient, respect authority, not materialistic 

ÅSurvivors ï safety, security, focus on needs, price 
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FIGURE   4 . 4 

Characteristics of Generation Segments 

Name of Segment     Year of Birth       Characteristics 

Millennials 1978-2002 Spend money on clothes, automobiles, college, 

televisions, and stereos. Ninety percent live at home or 

in a dorm or rent an apartment. 

Generation X 1965-1977 Focus on family and children. Spend on food, housing, 

transportation, and personal services. 

Younger 

Boomers 

1954-1964 Focus on home and family. Spend on home mortgage, 

pets, toys, playground equipment, and large recreational 

items. 

Older Boomers 1952-1953 Spend on upgrading homes, ensuring education and 

independence of their children, and luxury items, such 

as boats. 

Seniors Up to 1951 Most have fixed incomes. Spend heavily on health care 

and related medical items. 

Source: Author-created from Dana-Nicoleta Lascu and Kenneth E. Clow, Marketing Principles (Cincinnati, 

OH: Textbook Media Press, 2012). 
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Ad targeted to seniors. 
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Geodemographic Segmentation 

ÅCombines 

ÅDemographic census data 

ÅGeographic information 

ÅPsychographic information 

ÅPRIZM 

Å62 market segments 

ÅSouthside City 

ÅTowns and Gowns 
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Benefit Segmentation 

ÅWinners 

ÅDieters 

ÅSelf-improvers 

Fitness Industry 


