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Definition and Summary of the Future of Advertising 
Introduction

The future of advertising and integrated marketing communications (IMC) is very exciting due to such breakthroughs as database marketing, mobile marketing and increased use of the internet in a variety of ways.  This paper will discuss these breakthroughs along with key issue in advertising/IMC programs today as well as future implications.  Also, an assessment of the future of advertising and IMC will be conducted along with an evaluation of the impact of technological changes including the internet on advertising/IMC programs.  In addition, a discussion will be conducted on how to best measure the effectiveness of IMC programs.  Finally, this paper will conclude with an analysis of a successful IMC program.
Key issues in IMC programs today with future implications

Key issues related to IMC programs today that also have future implications include those issues related to the rapid growth in database marketing and a change from a heavy reliance on an advertising focused approach to more of a focus on direct marketing.  Additional issues include the growth in competition associated with relationship marketing and consumer empowerment along with a change from offering information to the consumer to the offering of value.  What this means is that organizations competing in today’s marketplace must deal with many new challenges.
Database marketing
Technological breakthroughs

Database marketing has increased in popularity due to the technological breakthroughs of neural networks and the use of data mining in general.  What this means is that firms of all types and sizes can use technology to adopt one-on-one customer marketing tactics.  Organizations can literally use systems such as data mining to determine who the most profitable customers are and what they will buy (Zahay, Mason & Schibrowsky, 2009).  These firms can then develop targeted promotional materials that are sent only to the most profitable customers for a given product category.  Database marketing can also tell an organization what the consumer is likely to buy in the future (Zahay et al., 2009).  In other words, rather than wasting advertising dollars on consumers who may not buy the products being advertised, this offers the opportunity to reach only the top prospects and customers (Zahay et al., 2009).
Why database marketing is relationship marketing


Database marketing is relationship marketing, as marketers will use this new innovation to gather information on customer interests, past requests, past purchases, past complaints, and lifestyles (Zahay et al., 2009).  Marketers will also gather information from external sources that include information such as credit ratings, purchase history with other vendors, size of the firm, etc. (Zahay et al., 2009).  In addition, something that is of interest with regard to gathering information is the fact that comparing those customers acquired through direct mail versus those acquired through word-of-mouth led to different results. In fact, it was found that those customers acquired through marketing add short-term value to the organization, but those acquired through word-of-mouth have nearly twice as much long-term value (Zahay et al., 2009).

Additional information that organizations may want to collect and add to their databases would include who the innovators are that can recommend their firms to their friends and business associates.  One way to uncover this information would be through a short questionnaire that could be used to determine if a key individual in a buying capacity is also an innovator that can recommend others to purchase from a given organization.  In exchange for completing this questionnaire, the customer could be offered product discounts on future orders, etc.  Early adopters can be identified in much the same way to determine where the new product is in the adoption cycle, etc. based on who is buying a given product.
Challenges associated with developing an effective database

While it is known that database marketing is effective, it is important to get everyone in the organization on board with regard to gathering the information necessary to create effective databases.  In much the same way that organizations must identify innovators to create networks for word-of-mouth advertising, these same organizations must identify the innovators within their own organizations as well.  The reason for this is because innovators can be at the forefront with regard to using new technology to create databases, and they can get others within the organization excited about this new and innovative marketing process as well.  In fact, there is a positive link between the creation of databases based on sales contact information and firm performance (Zahay et al., 2009).  This means that the future of organizations in today’s competitive marketplace is literally dependent upon the development of successful databases that can be used to increase sales for the entire organization (Zahay et al., 2009).  

Challenges with the collection of data and implementation of database marketing

The challenge is due to the fact that many organizations are still likely to be focused primarily on collecting transactional data that is behaviorally-oriented rather than psychographic-oriented information (Peltier, Schibrowsky & Schultz, 2003).  This data typically does not include psychographic-oriented data such as motivations, needs, attitudes, and lifestyles (Peltier et al., 2003).  The reason for this omission is likely due to the difficulty in getting the buy-in from salespeople that have direct contact with the customer to get this information.  Retailers could also collect this information through targeted questionnaires sent to their customers that, when filled out and returned, could lead to a coupon for a discount on merchandise in the retailer’s store or for an online purchase at the retailer’s web site.

In fact, something that has not yet happened successfully at many organizations that have attempted database marketing is the merging of demographic, psychographic, and behavioral information in order to personalize the marketing experience for the customer (Peltier et al., 2003).  What this means is the companies that do have this process in place are likely not reaping all of the possible benefits that should be part of their arsenal.  Part of the reason for this is, again, a lack of buy-in from the individuals that are entrusted with using these processes.  Salespeople are asked, all at once, to start using and adding information to the database, and companies are not taking into consideration the Diffusion of Innovations theory that states that adoption takes place in stages, and not everyone will adopt this technology at once (Zahay et al., 2009).  This process also affects the adoption of new forms of advertising as well.
Key issues in advertising today with future implications
Mobile marketing


Most of the key issues in advertising revolve around consumer advertising.  In fact, the hottest topic regarding consumer advertising is that of mobile marketing.  As of the second quarter of 2010, of the Smartphone market, iPhone had a 23% market share and Android-based smartphones had a 44 percent market share (Okazaki & Barwise, 2011).  What this means is that, because of the less expensive Android-based smartphones, there is likely a larger number of people with smartphones than would otherwise be the case.  In fact, according to the Pew Research firm, 56 percent of all U.S. adults have a smartphone (Sterling, 2013).  The future is bright for mobile marketing, as there are also more and more plans that are available on a pay-as-you go basis, affording more and more people the opportunity to own a smartphone.

Right now, at least to some degree, mobile phone advertisers may select for high income young, innovator types that will purchase new, expensive, and innovative products in high numbers.  The exception to this rule, however, is marketers that want to reach the 18-29 year old age group, in which 77% of smartphone owners earn less than $30,000 per year, and the 30-49 year old age group, in which 47% of users also earn less than $30,000 per year (Sterling, 2013).  This means that there is a larger audience to draw from with the youth-oriented population that allows for selective marketing by age group, rather than simply based on a high income, for non-durable consumer products.
Example of a successful mobile marketing campaign for a consumer product

One example of a successful campaign was that of mobile marketing campaign for a haircare product marketed to teenage boys between the ages of 13 and 18 (Okazaki & Barwise, 2011).  This was a viral campaign that included a mobile marketing advertising promotion that entailed an e-mail, a newsletter, and a Web site as well as word-of-mouth advertising (Okazaki & Barwise, 2011).  Those who learned about the promotion through the media on their smartphones, for example, took part only if they were interested, but those who learned of the campaign through word-of-mouth took part regardless of their level of interest (Okazaki & Barwise, 2011).  
What this means is that it is likely that the initial marketing campaign reached enough innovator types that convinced others to participate in this campaign.  Additionally, although it may be a fact that smartphone ownership is widespread among young people, it is likely that, at this point, the initial participants in viral mobile marketing campaigns are primarily innovators and early adopters.  This conclusion is due to the fact that mobile marketing is still a new form of marketing that has not yet been adopted by as large an audience as will be the case in the future.  Innovators are generally only able to influence early adopters in the early stages of a process such as mobile marketing, and early adopters will eventually influence the early and late majority, but that will likely take more time in this case.  Mobile marketing is the way of the future for advertising. as this allows for selective and one-on-one advertising and promotion.
The future of advertising creativity
Advertising in general


The future of advertising goes beyond that of television and print and includes an ever increasing emphasis on advertising on the internet (Bernardin & Kemp-Robertson, 2008).  The future also includes a greater concentration of effort on advertising that is not only creative, but sells the product or service, and focuses on improving brand equity (Stewart, Cheng & Wan, 2008).  In other words, while the emphasis will still be on developing creative ads, there will be an increase in creating ads that focus on the business side as also an objective of the creation of the ad.  What this means is that it is likely that the public will see fewer ads that are focused solely on creativity in the future.


It is likely that outsourcing of advertising development responsibilities will increase as well, as managers will likely be occupied with the financial aspects of running their businesses and handling daily emergencies, leaving little time for the creation of creative and award-winning advertisement development (Stewart et al., 2008).  This also means that advertising agencies that develop ads that do not sell the product will likely not survive over the next decade, as more and more companies focus on accountability for sales associated with an ad/IMC campaign.
Pharmaceutical Advertising


One form of advertising that does focus on information and on the business side of advertising rather than the creative side is that of pharmaceutical advertising, which is one of the most profitable categories of advertising in the United States (Rossiter, 2008).  It does make sense, however, for pharmaceutical ads to have some degree of drama and creativity in order to compete successfully with generic pharmaceuticals, and to play on the emotions of potential sufferers of ailments (Rossiter, 2008).  This same principle should apply to internet advertising as well, for information-based ads and products, especially considering the impact that the internet has on the future of advertising.
An evaluation of the impact of technological changes and the internet on advertising/IMC programs
Advertising


The effect of the internet on advertising is such that use of the internet and print for advertising is more effective than the use of advertising on its own (Numberger & Schwaiger, 2003).  The reason for this appears to be that glossy ads in magazines actually draw more interest from readers than ads on the internet.  The exception is social media, which has been a very powerful method of advertising.  Social networking sites such as Facebook have allowed advertisers to have a very effective method of connecting with prospects and customers (Ivanov, 2012).  Social networking sites have also proven to be an incredible source for marketers with regard to interactivity, communication, and information (Ivanov, 2012).  
Social networking


Social networking sites also have incredible potential for one-on-one marketing.  These sites have proven to be a low-cost alternative to other forms of advertising and promotion (Ivanov, 2012).  Entrepreneurial organizations, and some large multinational organizations such as Stouffers foods, are also taking advantage of social media for advertising purposes.  The reason more and more organizations are starting to take advantage of social media is due to the competitive advantage and interactivity associated with this form of advertising.

Internet advertising


The problem with the use of internet advertising alone is that print media has been shown to be better than online advertising with regard to memory of the ad by the viewer (Numberger & Schwaiger, 2003).  Web advertising, however, has been shown to be effective for brand building with repeated exposure over time (Numberger & Schwaiger, 2003).  Something that has also been proven to be especially advantageous, with regard to the internet, has been the potential for interactivity. This has been particularly true for ads that allow the viewer of the ad to enter an e-mail address to sign up for additional information, etc. or to answer questions about the product.  Banner advertising on the web has been determined to be the least effective and multimedia ads are the most effective (Danaher & Dagger, 2013).  
Integrated Marketing Communications


IMC means that a consistent message is delivered from multiple media outlets, one of which may be the internet (Danaher & Dagger, 2013).  IMC involves many different media types, including general advertising, direct response, sales promotion, and public relations, for example (Ivanov, 2012).  Use of digital technologies is one of the factors that have augmented the implementation of successful integrated marketing communications programs (Ivanov, 2012).  Company web sites are also a form of advertising for organizations of all types and sizes.  Organizations can also design promotional programs around a firm’s web site that invites interested individuals to view the site (Ivanov, 2012).  There is also a proven synergy between online and offline media (Danaher & Dagger, 2013).  One example of this might be a banner ad on the internet that is combined with print advertising (Danaher & Dagger, 2013).  What this means is that, as mentioned above, when internet advertising is part of an IMC program that involves other media, this style of advertising is more effective.
Email


Also, e-mail is considered to be the most effective form of promotion in influencing purchase behavior (Danaher & Dagger, 2013).  Today, e-mail is the most popular among the Baby Boomer generation.  These individuals are among the groups with the highest level of purchasing power, and this group still purchases a high number of goods, including such items as new homes, automobiles and home furnishings.  What this means is that e-mail is a very powerful medium in influencing purchase outcomes
Synergy of television and online advertising


There is also a synergy between television and online advertising as well (Danaher & Dagger, 2013).  This is especially true of banner advertising (Danaher & Dagger, 2013).  What this likely means is that, if the potential consumer sees the ad on television and then the ad is backed by a banner ad, there is more likelihood that the ad will be viewed on the internet.  This is in contrast to the information above about banner ads, which stated that these ads are generally less effective than other types of internet advertising.  Apparently, these ads are more effective when they are part of an IMC program.  Another question is how to measure the effectiveness of IMC programs.
How best to measure the effectiveness of IMC programs
Measurement of brand equity

The ultimate goal of measuring the effectiveness of an IMC program is to use a process that includes both the measurement of many forms of media and the measurement of individual-level exposure (Danaher & Dagger, 2013).  The process should, however, initially be able to measure both IMC effectiveness and brand equity (Madhavaram, Badrinarayanan & McDonald, 2005).   The different ways of measuring brand equity include financial measures based on stock prices and potential value, and measures based on purchases (Madhavaram et al., 2005).  If the firm has more than one brand, however, brand knowledge perception can instead be used (Madhavaram et al., 2005).  
Brand awareness

What this also means is that, ultimately, the purpose of an IMC campaign should be, at least in part, to develop brand awareness that leads to a positive perception of the brand.  It also means that brand awareness is a measure of the effectiveness of an IMC program.  Brand awareness can be measured through a marketing research campaign that is carefully crafted to determine how well the IMC program is getting the word out to potential and actual customers before actual sales are determined.  This means that the seller can determine the level of success of the IMC program early on in the process.
Synergy


Synergy also increases the effectiveness of an IMC program (Madhavaram et al., 2005).  Synergy means that the same message is delivered across all media that are part of the campaign.  In addition, the effectiveness of the IMC program should also be benchmarked across the IMC program of the organization’s major competitor (Madhavaram et al., 2005).  In other words, if the program is comparable to that of the competitor, it may be possible to determine the effectiveness based on how well the firm is doing versus the competitor.  Also, it is assumed that an effective IMC program will be translated into an increase in brand equity (Madhavaram et al., 2005).


This also means that a new franchised restaurant chain can be benchmarked against an organization such as McDonald’s, if the organization has a comparable IMC program, even if the program is, of course, on a smaller scale, but uses the same media approach.  The brand can benefit from this comparison to the extent that the organization uses the same media roughly the same percentage of the time, although on a smaller scale.  This is also a great starting point for a developing organization that would like to achieve the success of an organization such as McDonald’s in the highly competitive fast food industry.

Brand identity


Also, brand equity is tied in with brand identity (Madhavaram et al., 2005).  In other words, if there is a strategic process in place that allows the brand to be effectively managed in a way that provides the maximum level of benefit from brand exposure to the consumer, the brand will be successful.  This means acquiring, developing, nurturing, and leveraging the brand for maximum effectiveness (Madhavarm et al., 2005).  In addition, brand identity is tied in with brand image and the image of the brand actually helps to determine its identity (Madhavaram et al., 2005).  Therefore, creating a positive image of the brand will in turn create the brand’s identity, which can be measured by brand equity.  Finally, the brand’s identity is also determined by decisions made based on factors such as pricing, advertising, promotion, and distribution (Madhavaram et al., 2005).


The measurement of multiple forms of media and the measurement of individual-level exposure
A good starting point for measuring an IMC program


It is a fact that most people consume more than one form of media simultaneously (Danaher & Dagger, 2013).  A common combination of consumption is that of the internet and television.  Some of the methods proposed to measure exposure to multiple media include sales transactions from loyalty programs, customer contact history by postal mail and e-mail, and self-reported exposure to media through an online survey of these same customers (Danaher & Dagger, 2013).  In order to accomplish this task, it is necessary to ask about the media that a given commercial appeared on in order to measure the exposure (Danaher & Dagger, 2013).  This proposed method of data collection allows researchers to go beyond what is normally collected from this type of research, which generally only includes awareness, recall or purchase intention as the available forms of measurement of IMC programs, as stated above.

This process of measurement is significant, however, as the primary goal of an IMC program is to affect the level of perception of the consumer regarding a product or service (Rehman & Ibrahim, 2011).  It is also important for the whole organization to participate in the process to get the full benefit of the IMC program, including subsidiaries, in order to strengthen the brand and to build a strong relationship throughout the organization (Rehman & Ibrahim, 2011).  What this means is that, if the organization can only measure the IMC program through perception and brand awareness, this should be a good starting point for most firms with regard to determining the effectiveness of an IMC program in which the whole organization participates.
Taking the next step to more advanced processes in measuring an IMC program


It is possible, however, to take the next step and to measure and use multiple media, therefore going beyond purchase intentions or store/website visits to measure the effectiveness of the advertising/IMC programs (Danaher & Dagger, 2013).  It is also possible to make sales or profits the measure of effectiveness of the IMC program and to measure individual-level exposure to many media (Danaher & Dagger, 2013).  This can be accomplished by matching multiple media to purchase data for this same group of individuals (Danaher & Dagger, 2013).  This brings everything full circle, as databases are also used to make this process possible (Danaher & Dagger, 2013).
An analysis of a successful IMC program
Data mining

Target Corporation is an example of a successful IMC program.  Target combines advertising with a strong direct marketing program based on data mining.  Today, data mining has become a much easier process for retailers to use to determine customers’ wants and needs on an individualized basis (Roussel-Dupre, 2001).  Many retailers are only able to amass the data on a basket rather than an individualized level (Roussel-Dupre, 2001).  Processes such as loyalty programs that include a discount card that is attached to the customer’s identity, the ability to place orders over the internet that identifies the customer, and mail order catalogues have made data available on a customer-by-customer level (Roussel-Dupre, 2001).  In fact, the best source of collecting the data is through point of sale transaction data (Roussel-Dupre, 2001).  

Data mining can also be used to identify high-profit customers and consumers that have the potential to increase their purchases through aggressive direct marketing programs, such as sending flyers and catalogues directly to homes of these customers.  Data mining can also identify high-potential customers that may leave for a competitor (Roussel-Dupre, 2001).  Retailers can also start by identifying the product categories that are the most profitable for the organization, and then these organizations can work backwards to determine which customers are targets for these categories.  Retailers can do this by identifying certain product purchases that indicate a propensity to purchase products in a given high-profit category.  
Target’s data collection program

It is highly likely that Target collects data on a basket level to determine which items are the most popular so that these items can be advertised in the flyer that is available in the stores and through the Sunday newspapers.  Target also has its own debit and credit cards that consumers can use to make purchases in its stores.  These cards allow for a purchase history on an individualized level and can, therefore, be used to determine if there are any patterns in the purchase history that identify a customer for the receipt of promotional materials such as those for specific high-profit categories including products for babies or housewares, etc.  These consumers can then be targeted through direct marketing in the form of targeted mailings of promotional materials

Target’s credit card is also a Visa card.  What this means is that Target not only knows what the consumer is buying from this organization, but what the consumer is buying at other retailers as well.  This information can allow Target to determine which products should be put on sale, and this information also helps to identify which high-potential customers might switch to a competitor such as Wal-Mart.  Also, this data allows Target to determine which products should be put on sale to steer possible defectors back to this retailer.  The debit card is also an excellent source of information, but this card is generally used by consumers with lower potential for the high level of purchasing power associated with its Visa card.  Target does, however, encourage the use of its debit card by offering consumers that use this card a 5 percent discount on all purchases.  

Target versus Wal-Mart

While Wal-Mart only spends 0.3 percent of its revenue on advertising, Target spends 2.3 percent of its revenue for the same purpose (Barwise & Meeham, 2004).  Wal-Mart is highly successful because of its pricing structure, and this is despite the fact that Wal-Mart has a less aggressive IMC program.  This has changed to some degree in the recent past, however, as Wal-Mart has stepped up its advertising program due to the increase in the number of stores that also carry a full grocery line.  Wal-Mart and Target also both do a great deal of community outreach in the form of volunteering of employees as well as donations, etc.  

Target is not the leader with regard to variety of merchandise and value for the money, but this retailer has a well-educated, younger, and wealthier customer base than that of Wal-Mart (Barwise & Meeham, 2004).  Target also outperforms Wal-Mart with regard to store cleanliness, shopping environment, and wait times at checkouts (Barwise & Meeham, 2004).  What this means is that Target is successful with regard to its IMC program because its program is supported by a quality shopping experience.

With regard to synergy, Target has used its bulls-eye on virtually all of its promotional materials, and this logo is recognizable by 96% of Americans (Barwise & Meehan, 2004).  Furthermore, Target has transformed the bulls-eye into being synonymous with high quality products (Barwise & Meeham, 2004).  This retailer has achieved this accomplishment through partnerships with designers for its clothing and housewares lines that are also synonymous with high quality as well (Barwise & Meeham, 2004).  Target has also used its bridal registry program to promote its store as one of the most popular choices for shopping for weddings, surpassing even Macy’s, which was formerly the most popular bridal registry retailer (Barwise & Meeham, 2004).  In other words, Target has been able to create a highly successful IMC program with many unconventional marketing programs that have paid off for this retailer.
Conclusion

In conclusion, this paper discussed the hottest new topic with regard to the development of a successful IMC program, which is database marketing.  Key issues in advertising were discussed, including an overview of mobile marketing and of a successful mobile marketing program.  The future of advertising was also covered, including a section on advertising in general and on pharmaceutical advertising.  In addition, an evaluation of the impact of technological changes and the internet on advertising was included.  This section covered advertising, social networking, and internet advertising.  Also, integrated marketing communications were evaluated, encompassing e-mail and the synergy of television and online advertising.  Another topic that was covered was how best to measure the effectiveness of IMC programs.  Finally, an analysis of a successful IMC program was conducted that covered the program at Target Corporation.
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