1) Marketing

AMA : (American Marketing Association) - defined marketing as the process of planning and
executing the conception, pricing, promotion, an distribution of ideas, goods, and services to
create exchanges that satisfy individual and organizational objectives.

AMA: focused on exchange as a central concept in marketing and the use of the basic
marketing activities to create and sustain relationships with customers.

Exchange : Advertising and promotion play an important role in the exchange.

Exchange as the core phenomenon or domain for study in marketing.

Marketing is an organizational function and a set of processes for creating, communicating
and delivering value to customers and for managing customer relationships in ways that
benefit the organization and its stakeholders.

Marketing focuses on Relationships and Value

CRM : ( customer relationship management ) - IT ( Information technology ) & MC (Marketing
communication ) are integral part of CRM

Marketing Mix : The basic task of marketing is combining these four elements ( 4Ps : product,
price, place (distribution), and promotion ) into a marketing program to facilitate the potential

for exchange with consumers in the marketplace. *Many companies also recognize the need
to integrate their various marketing communications efforts, such as media advertising, direct
marketing , sales promotion, Internet marketing, event sponsorships, and public relations, to
achieve more effective marketing communications.
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2 IMC

A task force the American Association of Advertising Agencies (the "4As") developed one of
the first definitions of IMC.

- The 4As' definition focuses on the process of using all forms of promotion to achieve
maximum communication impact.

- Advocates of the IMC concept argued for an even broader perspective that considers all
sources of brand or company contact that a customer or prospect has with a product or
service. They noted that the process of IMC calls for a "big-picture" approach to planning
marketing and promotion programs and coordinating the various communication functions.

- The IMC approach seeks to have all of a company's marketing and promotional activities
project a consistent, unified image to the marketplace.

- many companies see IMC as a way to coordinate and manage their marketing
communication programs to ensure that they send customers a consistent message about
the company and/ or its brands.



