Marketing News

Jan. 15, 2004

Two profs prove real value
of media integration

More than a dozen years
ago, my colleagues at
Northwestern University
and I developed the con-
cept of integrated market-

“ ing communications (IMC).

By DO E. In those early years, we
Schultz argued that consistent

forms, methods and uses of

communication could provide advantages
and returns to both the marketing organi-
zation and the consumer. (Remember,
this was before the commercialization of
the Web and the Internet, and other
forms of interactive communication that
have so radically changed how we think
about communications impact.)

Early on, the mega-advertising agen-
cies backed the idea of integration. They
saw it as a way to become the one-stop
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shop for all an advertiser’s needs. They
coined the phrase “one sight, one sound”
suggesting that they, and they alone,
could bring all the marketer’s communi-
cations programs together. But too often,
they couldn’t. They never got the func-
tional agencies they had purchased—gen-
erally sales promotion, public relations,
direct marketing and the like—to work
together, simply because they continued
to operate them as independent entities.
So, while advertising agencies generally
supported integration, they never quite
achieved it.

Media organiza-
tions tried integration
by putting together
packages of media
properties they
owned or controlled,
using combination
offers, such as, “Buy
these two and we’ll
throw in the third.”
They had the same
problem. The media
barons couldn’t get
their properties to
work together well
enough to make the
proposition interest-
ing to advertisers.

More recently, a new crop of media
agencies emerged. “Media-neutral” has
been their catchphrase, which essentially
means they supposedly start with a blank
slate and plan media programs from
scratch. Generally, that translates as not
starting with a base television schedule,
but instead trying to find combinations of
media that somehow are more involving,
effective or efficient than the traditional
media planning systems that have been in
place for 50 years. Those concepts haven’t
seemed to work either.

No one has successfully illustrated,
demonstrated or proven that an integrat-
ed program worked better than a noninte-
grated one.

Certainly there have been attempts.
Personally, I have reviewed at least four
Ph.D. dissertations that have tried to
prove that integration is a value-adding
process. I have probably seen 30 or more
articles and papers over the same period.
Each has tried to develop some basis for
demonstrating that an integrated commu-
nications program works better than a
nonintegrated one. Generally, those have
been without success as well.

Recently, the evidence most of us have
sought to support integration and an IMC
approach finally appeared.

Writing in the November 2003 issue of
the Journal of Marketing Research, two
professors, Prasad A. Naik, associate pro-
fessor of management at the University of
California, Davis’ Graduate School of
Management, and Kalyan Raman, profes-
sor of marketing at the University of
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Michigan, Flint’s School of Management,
seem to have broken the code on integra-
tion—at least on media integration. In
their work, they have shown why and how
media integration occurs and the value it
can provide a marketing organization.

The key is synergy: Media work better
together in combination than they do
alone. And while the idea is not new, it has
traditionally been difficult to prove.

Naik and Raman have provided a
methodology to identify the media syner-
gy that exists within a promotional pro-
gram—that is, the increased effects the
same marketing communications message
appearing in different media can have on
product sales over time.

Many market and media researchers
have long suspected that some type of syn-
ergistic effects would occur if they ran var-
ious forms of media elements together.
But identifying this synergy in the mass
media has been most difficult to prove,
particularly in terms of connecting the
results to actual market sales.

Direct marketing professionals have
understood media synergy for years. For
example, they know running mass media

in support of a direct mail drop commonly
generates greater response than either
alone. What has been missing from the
mass media, however, has been the ability
to identify which medium was the most
important, driving the greatest amount of
sales. That’s what Naik and Raman have
provided.

Perhaps the most important thing Naik
and Raman have done is develop a statisti-
cal methodology that can be implemented
using data the marketing organization
typically has available, such as historical
sales results and communications invest-
ments. For their example, Naik and
Raman used marketplace data and brand
advertising from the mid-1990s on Dock-
ers brand menswear to demonstrate their
approach.

In total, using the Naik and Raman
approach, a marketer can better deter-
mine how much to invest in which adver-
tising medium, which media form or
forms to use, which one to emphasize,
how to better understand advertising car-
ryover effects and several other tradition-
ally difficult media allocation questions.

Most importantly, at least to those of us

who have been toiling in the IMC arena for
some time, Naik and Raman have provid-
ed the first glimpse of the importance and
value of integration, at least in the selec-
tion and use of mass media forms to sup-
port marketplace product promotion.
Perhaps without planning it, Naik and
Raman have also blasted another hole in
the current media planning process battle-
ship, which relies almost entirely on
myths, outdated conceptual models,
unproven hypotheses and buyer intuition.
It certainly is an area that could benefit
from some radically new thinking such as
these two professors have provided. m
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