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Preface

dvertising, promotions, and communications remain

integral components of marketing. For marketing

majors, understanding how companies effectively
communicate and interact with customers and potential cus-
tomers creates the foundation they need to develop effective
marketing skills. This will help our readers succeed in their
marketing careers.

If your students are not marketing majors, consider
all of the marketing communications around them. Any
company or organization they work for will be involved
in marketing its products or services. Knowing how mar-
keting communications are developed constitutes valuable
knowledge. It helps them recognize the methods used by
the people in the marketing departments where they will
work and provides them with better information to function
as consumers.

We continue to refine Integrated Advertising, Pro-
motion, and Marketing Communications, in part, to help
students understand the importance of integrating all mar-
keting communications (IMC) and how they are produced
and transmitted. When the first edition was written, most
marketing communication textbooks focused primarily on
advertising. As your students know from their everyday
experiences and the courses they have taken in college, mar-
keting communications incorporates much more. It includes
promotions, such as coupons, price discounts, and contests.
Marketing has expanded to extensive use of social media,
internet blogs, customer product reviews, messages deliv-
ered to mobile phones, and other programs, such as buzz
marketing and stealth marketing. These venues create vital
links to effectively reach consumers. These should be care-
fully integrated into one clear message and voice for custom-
ers to hear and see.

We prepared this textbook and the additional materials
in ways that will best help your students to understand inte-
grated marketing communications. Students need opportuni-
ties to apply concepts to real-life situations. This helps them
clearly understand and retain the ideas. As a result, we have
composed a variety of end-of-chapter materials designed
to help them practice using the concepts. These materials
now include an ongoing blog, integrated campaigns in
action, integrated learning exercises, discussion and critical-
thinking exercises, creative exercises, blog exercises, and
updated cases.

What’s New in the Eighth
Edition?

The eighth edition of Integrated Advertising, Promotion,
and Marketing Communications offers several new features.
The most exciting may be the addition more blog posts
devoted to supporting this textbook for both professors and
students. The blog may be found at: blogclowbaack.net and
is incorporated into the text in end-of-chapter exercises.
These exercises feature links to news articles, YouTube vid-
eos, social media networks and other web sites presenting
interesting and engaging marketing communications ideas
and tactics.

Increased emphasis on social media. One of the most
rapidly evolving aspects of advertising and promotion
has been the increased usage of social media. This edi-
tion expands coverage in that area. The emphasis is on
the ways companies currently use social media for mar-
keting purposes and how it is integrated with other com-
munication strategies.

Updating of digital media chapter. Digital media and
especially mobile devices have changed the ways com-
panies market products. The digital media chapter has
been updated with information about the most current
industry practices. The section on mobile marketing has
been expanded to coincide with a shift of marketing dol-
lars to those activities.

New opening vignettes and cases. Many of the chap-
ter opening vignettes and cases are new to this edition.
These materials keep the book updated and current.
New advertisements. Throughout the text, a significant
number of new advertisements have been added. These
resulted from interactions with advertising agencies by
the authors. These new advertisements keep the content
as fresh and up-to-date as possible.

Updated examples. New examples of marketing com-
munications principles have been incorporated to provide
relevant information about companies. New discussion
and critical thinking exercises have been provided to help
students understand and apply the materials presented in
each chapter.

17



18 Preface

Active blog. The authors continue to maintain a blog at
blogclowbaack.net. The authors post weekly news arti-
cles, videos, and items of interest to individuals using
this text. The goal of the blog is to provide information
about current events that relate to the book. Textbook
adopters can use these blog entries to enhance classroom
presentations or as assignments for individual students
or even small groups.

Integrated Learning
Package

We have created several devices that are designed to help stu-
dents learn the materials in this text. Advertising and market-
ing communications are interesting and enjoyable subjects,
and these materials have been developed to make learning
interactive and fun!

Lead-in vignettes. Each chapter begins with a short
vignette related to the topic to be presented. The major-
ity of the vignettes revolve around success stories in
companies and about products most students will rec-
ognize, such as Oreo cookies and Lean Cuisine. In this
edition, new vignettes have been introduced, including
stories about Nescafe, Sephora, and Tim Hortons. These
accompany vignettes featured in the seventh edition
regarding Wholly Guacamole, Zehnder Communica-
tions, Huggies Pull-ups and Lipton. The vignettes intro-
duce your students to the concepts presented throughout
the chapter.

International marketing issues. Some of you have trav-
eled to other countries. Most of you interact with students
from around the globe. This book features international
concerns that match the presented materials. Also, a sec-
tion called “International Implications” is found at the
end of every chapter.

Critical-thinking exercises and discussion questions.
The end-of-chapter materials include a variety of exer-
cises designed to help your students comprehend and
apply the chapter concepts. These exercises are designed
to challenge students’ thinking and encourage them to
dig deeper. The best way to know that your students have
truly learned a concept or theory is when they can apply
it to a different situation. These critical-thinking and dis-
cussion exercises require them to apply knowledge to a
wide array of marketing situations.

Integrated learning exercises. At the end of each chap-
ter, a set of questions guides students to the Internet to
access information that ties into the subject matter cov-
ered. These exercises provide students an opportunity to
look up various companies and organizations to see how
they utilize the concepts presented in the chapter.

Blog exercises. This edition offers a set of exercises
from the authors’ blog. These exercises can be fun for

students to do and can be used for individual assign-
ments or group assignments. Some are ideal for class-
room instruction or to gain the interests of students at
the beginning of class.

Creative Corner exercises. Most students enjoy the
opportunity to use their creative abilities. As a result,
we feature a new exercise called the “Creative Corner,”
which asks students to design advertisements and other
marketing-related materials. The exercises are designed
to help students realize that they are more creative than
they might think. Ken Clow has taught students who
said they had zero creative ability. Yet these same stu-
dents were able to produce ads that won ADDY awards
in student competitions sponsored by the American
Advertising Federation (AAF). If you are not familiar
with the AAF student competition, go the organiza-
tion’s web site at www.aaf.org. Entering the annual
competition is exciting, and participating looks great
on a student’s resume.

Cases. At the conclusion of each chapter, two cases
are provided. These were written to help students learn
by providing plausible scenarios that require thought
about- and review of chapter materials. The short cases
should help students conceptually understand chapter
components and the larger, more general marketing
issues.

Integrated Campaigns in Action. One unique new
feature in this textbook is the addition of media based
assignments for the Integrated Campaigns in Action, a
series of presentations about actual marketing programs,
as created and designed by professional agencies. The
Integrated Campaigns in Action features are noted at
the end of each section and in the instructor’s Power-
Point materials. To access and submit the media-based
assignments associated with the Integrated Campaigns
in Action, go to MediaShare for Business at mymktlab.
com. Additional Integrated Campaigns in Action can be
found at the authors’ blog, clowbaack.net.

Instructor Resources

At the Instructor Resource Center, www.pearsonglobal
editions.com, instructors can easily register to gain access
to a variety of instructor resources available with this text
in downloadable format. If assistance is needed, our dedi-
cated technical support team is ready to help with the media
supplements that accompany this text. Visit http://support.
pearson.com/getsupport for answers to frequently asked
questions and toll-free user support phone numbers.
The following supplements are available with this text:

Instructor’s Resource Manual

Test Bank

TestGen® Computerized Test Bank
PowerPoint Presentation
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Chapter Objectives

After reading this chapter, you should be able to answer
the following questions:

How does communication take place?

What is an integrated marketing communications
program?

Which trends are affecting marketing communications?

What are the components of an integrated marketing
communications program?

What is meant by GIMC?

MyLab Marketing™
Ok Improve Your Grade!

More than 10 million students improved their results
using the Pearson MyLabs. Visit mymktlab.com for
simulations, tutorials, and end-of-chapter problems.

Part 1
THE IMC FOUNDATION

Integrated Marketing
Communications

Overview

dvertising and marketing face a rapidly shifting
Alandscape. The decline in traditional media
viewership combined with a rise in internet and
social media usage has created a new order. The variety of
available media means that effective advertising and marketing
promotions require more than just one well-made commercial.
Advertising and marketing venues range from simple stand-
alone billboard advertisements to complex, multilingual global
websites. As a result, the number of ways to reach potential
customers continually increases while alternative methods
expand and become increasingly popular.

In the face of these cluttered conditions, firms continue
to seek to be heard. Marketing experts know that a company’s
communications should speak with a clear voice. Customers
must understand the essence of a business along with the benefits
of its goods and services. The vast number of advertising and
promotional outlets combined with a multitude of companies
bombarding potential customers with messages makes the task
challenging. In response, some advertisers and companies have
moved to the innovative approaches featured in this chapter.



ow do you convince consumers that the same prod-

uct should be viewed in a different way? This challenge

faced marketers at Lean Cuisine as consumer thinking
processes evolved over time. The response began with an effort to
create effective communication.

The marketing team realized that the term “diet” was fading
in usage and popularity. In response, Lean Cuisine brand manager
Chris Flora noted, “We didn't really have a brand soul. For us to really
thrive in this marketplace we wanted to find that brand soul.” Flora
suggested that "we want to really connect with our consumers.”

The process involved a multi-faceted approach that included
new product developments, new marketing messages, and even
cooperation with other companies. Nestle, ConAgra, Kellogg and
General Mills jointly launched a three-year, $30 million image cam-
paign entitled “Frozen. How Fresh Stays Fresh.” The goal was to
convince consumers, many of whom had begun to strongly prefer
fresh food over frozen, that the latter was equally tasty and healthy.
Consequently, the campaigned portrayed the freezing process as
“nature’s pause button.” New product offerings were developed,
including sweet and spicy Korean style beef, Vermont white cheddar
mac and cheese, pomegranate chicken, and other options labeled

"o mou

as “marketplace meals,” “craveables,” “comfort,” and “favorites”.

Most important, however, was the effort to instill new atti-
tudes regarding Lean Cuisine in consumers. Consequently, a social
media campaign entitled “WeighThis” launched, seeking to shift
feelings about the relative importance of a person’s weight as com-

pared to other aspects of life. Advertisements designed to develop

more emotional bonds with products followed, including a “Feel
Your Phenomenal” campaign.

Product labels statements also changed, highlighting
consumer trends toward favoring organic foods, high protein
content, gluten-free, and No GMO product features. The com-
pany's website noted that products are “freshly made, simply

U

frozen,” a statement designed to emphasize the message sent
out by the entire industry.

Every element of this new approach sought to generate a
change in consumer perceptions of a longstanding product with
“lean” in the brand name, noting that in FDA standards the word
“lean” means food items cannot contain more than 10 grams of
fat per serving. Time will tell if such an approach will succeed in an
ever-changing and fickle consumer environment.

The Lean Cuisine program highlights many of the themes pres-
ent in this chapter, including how to use the communications pro-
cess to reach consumers and break through the advertising clutter.
It illustrates the importance of integrating all communications and
that company leaders must understand current advertising and
promotions trends in order to succeed.

The Nature of Communication

Communication involves transmitting, receiving, and processing information. As a
person, group, or organization sends an idea or message, communication occurs when
the receiver (another person or group) comprehends the information. The communica-
tion model shown in Figure 1.1 displays the pathway a message takes from one person to

another or others.?

objective 1.1

How does communication take
place?

Communication constitutes the essence of any advertising or marketing program.
Consider a person planning to dine at a quick-serve chicken restaurant. In the
communications model (Figure 1.1), the senders include the chains KFC, Chick-fil-A,

23
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» FIGURE 1.1
The Communication Process
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Popeye’s, Church’s Chicken, Bojangles, and Raising Cain’s Chicken Fingers. These
companies company tries to capture the customer’s attention. Most of these firms hire
advertising agencies, although some utilize in-house teams.

Encoding is forming verbal and nonverbal cues. In marketing, the person in charge
of designing an advertisement transforms an idea into an attention-getting message.
A commercial consists of cues placed in various media, such as television, magazines,
and billboards. The message may also be encoded on the firm’s website and social
media page.

Messages travel to audiences through various transmission devices. Marketing
communications move through various channels or media. The channel may be a television
station carrying an advertisement, a Sunday paper with a coupon placed inside, a website,
or a Facebook page.

Decoding occurs when the message reaches
one or more of the receiver’s senses. Consumers
both hear and see television ads. Other consumers
handle (touch) and read (see) a coupon offer. An
individual can even smell a message. A well-placed
perfume sample might entice a buyer to purchase
the magazine containing the sample and the per-
fume being advertised. Hungry people tend to pay
closer attention to advertisements and other infor-
mation about food.

Quality marketing communication takes
place when customers (the receivers) decode or
understand the message as it was intended by the
sender. In the JD Bank advertisement shown on
this page, effective marketing communications
depend on receivers encountering the right mes-
sage and responding in the desired fashion, such
as by obtaining a home loan or refinancing a home
mortgage.

Chick-fil-A’s approach to social media pro-
vides an example of a successful communication
strategy that integrates the web with both online
and offline advertising to build customer loyalty.’
Engaging consumers constitutes the primary goal
for Chick-fil-A. According to John Keehler, direc-
tor of interactive strategy at ClickHere, “One of the
mistakes we’ve seen is brands would gather a lot
of friends, but wouldn’t get people to interact with
them.” With Chick-fil-A, people interact through
its various social media platforms including
Facebook, Twitter, Instagram, Tumblr, and You-
Tube. When a new store opens, marketers make
MEMiR Foic gDy 337 the announcement on various social media outlets,
3 which allows fans to participate in grand-opening
festivities.
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¢ Talking on the phone during a commercial on television

* Driving while listening to the radio

* Looking at a sexy model in a magazine ad and ignoring the message and brand
® Scanning a newspaper for articles to read

* Talking to a passenger as the car passes billboards

e Scrolling past internet ads without looking at them

* Becoming annoyed by ads appearing on a social media site

* Ignoring tweets on Twitter because they are not relevant

* Being offended by the message on a flyer for a local business

Social media messages can be combined with offline advertising and
promotions. Chick-fil-A holds a “Cow Appreciation Day” each July that
encourages customers to dress as cows and post their photos on Face-
book and Instagram and videos on YouTube. Television and billboard
advertising features cows urging people to “Eat Mor Chikin.” Using the
same tagline and theme on all channels transmits the same message to
consumers A stronger brand presence becomes the result.

In the communication process, feedback takes the form of the
receiver’s response to the sender. In marketing communications, feed-
back includes purchases, inquiries, complaints, questions, store visits,
blogs, and website hits.

Noise consists of anything that distorts or disrupts a message,
including marketing communications. It occurs during any stage in the
communication process. Clutter remains the most common form of
noise affecting marketing communications. Figure 1.2 provides examples
of noise that affects advertising messages.

The marketing professionals involved in the communication pro-
cess pay attention to each aspect of the communications model to
ensure that every audience encounters a consistent message. They make
sure the message cuts through noise and clutter. Common objectives
marketing teams seek to achieve include an increase in market share,
sales, and brand loyalty. Once again, note that communicating with
consumers and other businesses requires more than creating attractive
advertisements. An effective program integrates all marketing activities.
The upcoming section describes the nature of integrated marketing
communications.

Integrated Marketing Communications

The communications model provides the foundation for advertising and marketing
programs. Integrated marketing communications (IMC) is of the coordination and
integration of all marketing communications tools, avenues, and sources in a company into
a seamless program designed to maximize the impact on customers and other stakehold-
ers. The program covers all of a firm’s business-to-business, market channel, customer-
focused, and internally-directed communications.*

Before further examining an IMC program, consider the traditional framework of mar-
keting promotions. The marketing mix — price, product, distribution, and promotions
—represents the starting point. For years, one view was that promotional activities included
advertising, sales promotions, and personal selling activities. This approach has expanded
to incorporate digital marketing, social media, and alternative methods of communication.

4 FIGURE 1.2
Examples of Communication
Noise

4 A Chick-fil-A contest winner.

objective 1.2

What is an integrated marketing
communications program?
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> FIGURE 1.3
Components of Promotion

> FIGURE 1.4
Steps of a Marketing Plan
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It also includes activities such as database marketing, direct response marketing, personal
selling tactics, sponsorships, and public relations programs (see Figure 1.3).

A complete IMC plan combines the elements of the marketing mix: products, prices,
distribution methods, and promotions. While this textbook primarily deals with the promo-
tions component, note that, in order to present a unified message, the other elements of the
marketing mix should be blended into the program.

An Integrated Marketing Communications Plan

A strategic marketing plan forms the basis for integrated marketing communications. The
plan coordinates the components of the marketing mix in order to achieve harmony in
the messages and promotions relayed to customers and others. Figure 1.4 lists the steps
required to complete a marketing plan.

A current situational analysis involves examination of the firm’s ongoing market
situation. Next, marketers conduct a SWOT analysis by studying the factors in the organi-
zation’s internal and external environments. SWOT identifies internal company strengths
and weaknesses along with the marketing opportunities and threats present in the external
environment.

Defining primary marketing objectives establishes targets such as higher sales, an
increase in market share, a new competitive position, or desired customer actions, such as
visiting the store and making purchases. Marketing objectives are paired with key target
markets. Understanding both helps company leaders prepare an effective integrated mar-
keting communications program.

Based on the marketing objectives and target market, the team develops marketing
strategies. These strategies apply to the ingredients in the marketing mix and include
all positioning, differentiation, and branding strategies. Marketing tactics guide the

e Current situational analysis * Marketing strategies

° SWOT analysis * Marketing tactics

* Marketing objectives * Implementation

* Target market ¢ Evaluation of performance
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4 Matching marketing
objectives with the key target
market is an important step
in developing the “Visit South
Walton (Florida)” campaign.

VIBITEOUTHWALT

day-by-day activities necessary to support marketing strategies. The final two steps in the
marketing plan consist of stating how to implement the plan and specifying methods to
evaluate performance.

The steps of the strategic marketing plan help pull together all company activities into
one consistent effort. They provide guidance to company leaders and marketing experts as
they coordinate the firm’s overall communications package.

Emerging Trends in Marketing
Communications

Many forces impact marketing communications. Financial pressures have caused the com- gy ,] ective 1.3
pany leaders who hire advertising agencies to conclude that they cannot pay unlimited
dollars for marketing programs. Competition, both domestic and global, forces managers
to examine their communications plans to ensure maximum effectiveness. The internet
and emerging social media trends influence marketing messages and means of communi-
cating with consumers and businesses. Figure 1.5 highlights the current trends affecting
marketing communications.

Which trends are affecting
marketing communications?

Emphasis on Accountability and . .
° Emphasis on accountability and measurable results
Measurable Results * Explosion of the digital arena

Company leaders expect advertising agencies to produce tangible * Integration of media platforms
outcomes. They spend promotional dollars carefully. Any coupon  ° Shiftin channel power
promotion, contest, social media program, or advertising campaign ¢ Increase in global competition
should yield measurable gains in sales, market share, brand aware- ~ ® Increase in brand parity
ness, customer loyalty, or other observable results to be considered =~ ° Emphasis on customer engagement
successful.
The increasing emphasis on accountability and measurable results « FIGURE 1.5
has been driven by chief executive officers (CEOs), chief financial Trends Affecting Marketing Communications
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officers (CFOs), and chief marketing officers (CMOs). According to Martyn
Straw, chief strategy officer of the advertising agency BBDO Worldwide,
corporate executives and business owners are less willing to “funnel cash into
TV commercials and glossy ads” that keep increasing in cost while appearing
to achieve less and less.

Many companies have replaced 30-second television spots with digital,

- S:13AM — social and alternative communication advertisements. Marketing messages

| GULF seaFooD ReciPes G can be tied to special events in which names, profiles, and addresses of pro-

spective customers are collected and tracked. Straw suggests that marketing

Char-grilled Gl-l]fOYSte!’S with should not be viewed as an expense, but rather as an investment in which
bacon-anchovy butter promotional dollars generate sales and proﬁts.5

Q, Find Wild Gt od near you »

Integration of Digital Media

Internet-based marketing communications include individual web advertise-
ments along with interactive websites, blogs, and social media networks.
Smartphones, tablets, and text-messaging systems have created a new land-
scape and nearly a new language. Ingenious digital marketing techniques
seek to create experiences with a brand rather than mere purchases with
little or no emotional attachment. The advertisement for a smartphone app
shown on this page was created for Gulf Coast Seafood. It offers a recipe
along with a GPS function that assists consumers in locating the nearest Gulf
3 Coast Seafood.
;; ,)' s W -»_'i?"‘m - Many gompanieg have cut traditional media expenditures, moving the
212 O45mn \® Sy dollars to digital media. Procter & Gamble (P&G), AT&T, Johnson & John-
son, Kraft Foods, and Toyota are some of the organizations that have reduced
company television advertising budgets while expanding funds for digital and
social media. Campbell’s Soup doubled digital spending to 40 percent of the
total media budget.6 A General Motors executive noted, “Some 70 percent
of consumers who shop for a new car or truck do web research.”’ The same
holds true for other products.

Social media and the internet provide consumers with access to a wealth

4 This app for Gulf Coast of information about companies, products, and brands. Individuals communicate with each
Seafood illustrates the use of other, sending favorable or unfavorable ratings and information. Messages travel almost
digital media. instantaneously. Digital marketing has evolved into a mandatory ingredient rather than

an option for companies. Marketers seek to engage all current and prospective customers
with the brand in order to achieve success.

When P&G introduced its Star Wars limited edition of CoverGirl, the company uti-
lized Snapchat and geo-targeted advertising to drive in-store sales. With Snapchat, P&G set
up geofilters around its 868 Ulta stores throughout the United States. As individuals posted
photos or videos to Snapchat within the designated boundaries around the Ulta stores, a
branded overlay, or filter, was placed at the top of the post. Anyone who viewed the photo
or video would also see the Covergirl Star Wars cosmetic line and the location of the a
nearby Ulta store. This digital approach allowed P&G to focus on consumers who were
near Ulta stores and most likely to be interested in the Star Wars CoverGirl cosmetics.®

Integration of Media Platforms

Today’s consumers spend an average of five hours and 16 minutes in front of a screen that
does not involve television. When combined with television (which consumers watch for
an additional four hours and 31 minutes per day), the total becomes more than 10 hours
per day examining some kind of screen, whether it is a computer, tablet, mobile phone, or
television.” Understanding the ways consumers include multiple devices into their daily
lives is important to marketers as they devise methods to reach them. Recent research by
Flamingo Research and Ipsos OTX identified four venues in which consumers interact
across multiple media formats (see Figure 1.6).10
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Content grazing involves looking at two or more screens simultaneously to access
content that is not related. For instance, someone watching TV and texting a friend at
the same time is grazing. Investigative spider-webbing occurs when a consumer pursues
or investigates specific content across multiple platforms, such as a person watching a
football game and accessing stats for various players on a PC or mobile phone. Quantum
Jjourney focuses on completing a specific task, such as when a consumer looks for a Chi-
nese restaurant using a PC to locate one in the area, then obtains consumer reviews of the
units close by on a smartphone, and finally employs a map app to locate the restaurant or
to place an order. The fourth pathway, social spider-webbing, takes place when consumers
share content or information across multiple devices. Posting pictures on Facebook from
a laptop and then texting friends to go check them out is an example.

To reach consumers, marketers recognize that today’s consumers use multiple devices
in several ways. An individual television ad or banner ad will likely go unnoticed. Advertis-
ers try to find ways to engage consumers with a brand through portals such as tablets and
mobile phones. That same ad or message delivered across all of the platforms in various
formats increases the chances it will be heard and assimilated by consumers.

Changes in Channel Power

A marketing channel consists of a producer or manufacturer vending goods to various
wholesalers or middlemen, who, in turn, sell items to retailers who offer the items to
consumers. Recent technological developments have altered the levels of power held by
members of the channel.

Retailers seek to maintain channel power by controlling shelf space and purchase
data that allows them to determine which products and brands are placed on store shelves.
Through checkout scanners, retailers know which products and brands are selling. Many
retailers share the data with suppliers and require them to ensure that store shelves remain
well stocked. The size and power of mega-retailers mean manufacturers and suppliers have
no choice but to follow their dictates.

At the same time, the growth of internet along with other methods of communication
has shifted some channel power to consumers.'! Consumers obtain information about
goods and services and purchase them using the internet. Internet-driven sales have risen
at a tremendous rate. According to Forrester Research, U.S. online retail purchases have
grown from $262 billion in 2013 to $370 billion in 2017.12

4 FIGURE 1.6
Pathways Consumers Use to
Interact across Media Devices
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Gulf Coast Seafood the best-tasting seafood in the
world.
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. In designing Gulf Coast Seafood’s website, marketers for the brand understand that
consumers integrate various media platforms and desire an experience with the brand.

Consumer relationships with brands have transformed. Individuals wield tremendous
power. Social media allows dissatisfied customers to instantly vent about bad experiences
to enormous audiences, where little forgiveness of mistakes takes place. Fifty-seven per-
cent of consumers say they will not buy a particular brand after one negative experience
and 40 percent are likely to tell others not to purchase that brand.'? Previously held positive
feelings about a company are quickly forgotten.

The same principles apply to business-to-business purchasing activities. Buyers who
shop on behalf of organizations and other company members seeking business-to-business
products also are quick to use social media to complain about brands that did not deliver.
Consequently, a similar shift in channel power has taken place in the business-to-business
sector.

Fortunately, the environment is not completely negative. Approximately 50 percent
of consumers share positive experiences with a brand. Consumers often seek the opinions
of friends and relatives concerning products. As a result, about 70 percent of consumers
say friends and families are a primary source of information regarding various brands.'*

Understanding these shifts in channel power has become essential. Marketers know
they cannot rely solely on mass media advertising. They must incorporate social media
and engage consumers with their brands.

Increases in Global Competition

Advances in information technology and communication mean competition no longer
takes place with just the company down the street —it may be from a firm 10,000 miles





